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News  packs  plenty  of  selling  power.  The  evi¬ 
dence?  Advertisers  are  using  more  and  more 
Daily  News  color  as  the  months  go  by.  They 
placed  more  color  advertising  linage  in  the 
Chicago  Dally  News  in  the  first  seven  months 
of  1958  than  in  any  other  similar  period  in 
its  history. 

USE  THE  POWER  OF  COLOR 
AND  THE  DAILY  NEWS  IN  CHICAGO 


PHOENIX,  Arizona,  REPUBLIC  and  GAZETTE 
ADDS  MORE  SCOTT  EQUIPMENT... 


Newly  installed  SCOTT  In-Line,  high  speed  press  equipment  provides  facilities  for  printing  up  to  60,000  papers 
per  hour  on  straight  runs.  If  your  pressroom  needs  modernization  or,  if  you  contemplate  erection  of  a  new  plant, 
by  all  means,  let  SCOTT  engineers  help  you  plan  a  stream-lined  pressroom  and  reelroom.  Our  experience  will  be 
invaluable  to  you,  regardless  of  the  number  of  press  units  you  plan  to  install. 


MODERN  PRESSROOM  OF  THE 
REPUBLIC  AND  GAZETTE,  25'  X 
180'  ft.,  equipped  with  18  SCOTT 
Press  Units,  Reels  and  Pasters, 
and  three  3-2  SCOTT  folders.  Nine 
press  units  are  equipped  with  color 
couples  for  utmost  flexibility  in 
ROP  Color  printing.  Presses  can  be 
operated  as  three  6-unit  presses  or 
two  8-unit  presses,  using  spot 
color  on  one-fourth  of  the  pages. 


WALTER  SCOTT  &  CO. 

DIVISION  OF  WOOD  NEWSPAPER  MACHINERY  CORPORATION  Plant;  Plaiafield.  N.  J. 

EXECUTIVE  &  SALES  OFFICE:  501  FIFTH  AVENUE,  NEW  YORK  17,  N.  Y. 

BUILDERS  OF  PRESSROOIN  AND  REELROOM  MACHINERY  AND  EQUIPMENT  SINCE  187S 


Goodyear  Tires  For  Airborne  Giants 


When  Goodyear  tires  replaced  the  sled  runners  used 
on  the  Wrights’  early  flying  machines,  few  people 
realized  that  those  tiny  planes  would  grow  to  flying 
giants  today  . . .  and  what  enormous  tires  they  would 
require. 

Goodyear  continues  to  pioneer  in  the  held  of  air¬ 
plane  tires.  In  1956  Goodyear’s  exclusive  3-T,  Triple 
Tempered,  Nylon  Cord  Tires  became  the  first  tubeless 
tires  used  as  standard  equipment  by  a  commercial  air¬ 
line.  In  the  air  and  on  the  ground,  Goodyear  is  pre¬ 
eminent  in  the  manufacture  of  tires  for  planes,  motor¬ 
cycles,  bicycles,  innumerable  industrial  vehicles  .  .  . 
practically  everything  on  wheels. 


Wherever  you  look,  in  the  home,  field,  road,  or  fac¬ 
tory,  you  will  find  Goodyear’s  diversified  output  aid¬ 
ing  consumers  all  over  the  world.  These  activities, 
resulting  from  a  natural,  growing  diversification,  in¬ 
clude  the  production  of  industrial  rubber  goods  .  .  . 
aviation  and  aircraft  products  .  .  .  foam  products  .  . . 
films  and  flooring  . . .  chemicals  . . .  shoe  products  . . . 
metal  products  .  .  .  and  others  —  meeting  an  ever- 
increasing  number  of  consumer  and  industrial  needs. 

•  •  • 

It  is  through  imaginative  growth  like  this  that  Goodyear 
has  become  the  world's  largest  rubber  company. 


good/I^ear 

THE  GREATEST  NAME  IN  RUBBER 


Wofeh  "Goodyaar  Thaatar"  on  TV— avary  olhar  Monday  9  JO  P.M.  EOT. 
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No.  9U  in  a  series  of  friendly  talks . . . 


More  Papers  Re-Discovering 
Movies’  Popularity 


In  recent  weeks  we  have  heard 
of  more  and  more  papers  that 
are  expanding  their  movie  news 
coverage. 

It  was  bound  to  happen  of 
course,  but  nonetheless  we  are 
deeply  grateful. 

Credit  for  this  change  should  go, 
in  our  opinion,  to  those  dedicated 
motion  picture  editors  who  have 
unceasingly  argued  with  their 
bosses  that  the  movies  have  great 
reader  interest  and  therefore 
should  receive  proper  coverage. 

These  guys  and  gals  have  made 
no  secret  of  their  scorn  for  the 
downbeat  stories  written  about 
movies  by  columnists,  financial 
writers  and  others  who  possessed 
none  of  the  knowledge  that  the 
working  movie  writers  had  of  their 
field.  They,  who  have  devoted  most 
of  their  professional  lives  to  cover¬ 
ing  the  movie  beat,  expressed  their 
views  in  essays  that  made  the  self- 


iGET  MORE  OUT  OF  LIFE 
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appointed  pallbearers  of  the  movie 
theatre  look  sillier  than  usual. 

Much  to  the  delight  of  most  of  us 
in  the  movie  business,  they  also 
took  healthy  swings  at  a  few  movie 
personalities,  who,  to  serve  their 
own  interests,  had  made  dire  pre¬ 
dictions  about  the  future  of  our 
industry. 

Fortunately  for  all  concerned,  11 

the  tendency  to  give  better  movie  i 

coverage  will  be  supported  by  the  | 

pictures  coming  up  for  release.  j 

With  attendance  already  surpass-  | 

ing  last  year’s  figures,  these  com-  | 

ing  pictures  are  certain  to  attract  | 

even  more  people  to  theatres.  This  ■ 

will  give  further  justification  to  the 
claims  of  movie  editors  that  movie  j 

coverage  should  be  increased. 

More  and  more  of  your  readers  | 

seem  to  be  turning  to  movie 
theatres  for  their  entertainment. 

We  suggest  that  you  satisfy  their 
interest  in  movies  by  giving  them 
more  movie  news. 

The  Council  of  Motion  Picture  Organizations,  Inc. 

1501  Broadway,  N«wYork  36,  N.Y. 

...GO  OUT  TO  A  MOVIE 
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General  manager  Bert  Struby,  Macon  (Ga.)  Telegraph  m 
News,  sends  along  this  hilarious  correction  to  a  publicil. 
release  about  an  Atlanta  motel  written  by  Lois  A.  LaRoche 
P.  R.,  Inc.:  “While  my  story  read:  ‘What  a  wonderful  placet 
spend  an  adventurous  weekend,’  the  letter  service  which  mimer 
graphs  and  mails  my  releases  transformed  that  innocent,  innoct 
ous,  and  perfectly  accurate  statement  into  (oh  shame!):  “Whr 
a  wonderful  place  to  spend  an  adulterous  weekend!’”  .  .  .Ami 
Managing  Editor  Harry  J.  Crompe,  Inglewood  (Calif.)  Cituti 
sends  along  this  contribution  of  Fern  Fair,  one  of  the  paper; 
“classified  girls”  whose  verse  is  published  weekly:  “When  yot 
pick  up  the  pa[>er  to  read  the  news  ...  it  isn’t  necessarily  tk 
writer’s  views  .  .  .  and  though  it’s  backed  up  by  photograph 
.  .  .  there  may  be  a  slip  in  typography  .  .  .  For  ‘stucco’  k’s 
‘stinco’,  for  ‘lovely’  it’s  ‘lonely’  .  .  .  for  ‘sharp’  it’s  ‘shack’,  ‘alone 
for  ‘only’  .  .  .  Results  though  funny,  are  often  sad  .  .  .  especiilr 
in  a  classified  ad.  .  .  .  ‘Seven  room  stinco,  lonely  home  .  . .  r«l 
shack  and  for  adults  ‘alone’.” 


Praise  of  4  Saints 

Never  were  Matthew, 
Mark,  John  or  Luke 
Guilty  of  writing 
Cobbledy  gook . 

— Tom  Pease 


In  Verse,  Yet 

Backward  he  keeps  on  writing. 
And  he  pays  no  heed 

Till  the  editor  demands, 

“Take  me  to  your  lead.” 

—Fred  J.  Curran 


.  .  .  That’s  a  question  often  asked  of  Seventh-day  Ad¬ 
ventists  because  they  observe  the  seventh  day  of  the  week, 
Saturday,  as  the  Christian  Sabbath,  or  the  Lord's  Day. 

To  help  you  in  interpreting  this  practice  to  your  readers 
on  occasion,  here  are  some  useful  facts: 

1.  Adventists  do  not  observe  the  Sabbath  “in  place  of 
Sunday”  but  rather  as  “the  original,”  following  what 
they  believe  to  be  the  example  and  precept  of  Christ 
and  the  apostles.  It  is  also  the  specific  admonition  of 
the  fourth  commandment,  was  instituted  in  the  be¬ 
ginning  as  a  memorial  of  God’s  creatorship  of  this 
world. 

2.  Adventists  point  out  that  Sunday  observance  became 
a  church  practice  only  after  apostolic  times,  and  thus 
has  the  sanction  of  tradition  but  not  of  Scripture. 

3.  Adventists  sincerely  respect  the  right  of  others  to  choose 
to  observe  Sunday,  asking  only  that  this  religious  prac¬ 
tice  not  be  imposed  on  the  general  community  by  law 
or  economic  pressures. 

4.  Observed  from  sunset  Friday  to  sunset  Saturday,  the 
Sabbath  involves  more  than  church  attendance.  All  its 
hours  are  reserved  for  Christian  devotion  and  service, 
laying  routine  employment  aside. 

5.  Emphasizing  obedience  to  divine  law  as  the  result  of 
divine  grace  in  the  heart,  observance  of  the  Sabbath  is 
a  weekly  reminder  of  essential  attributes  of  good  citizen¬ 
ship — respect  for  law  and  order,  dedication  to  the  serv¬ 
ice  of  fellow  men. 

For  a  free  booklet  entitled  “You  Keep  Saturday  for 
Sunday,”  or  for  other  Information  about  Seventh-day  Ad¬ 
ventists,  write: 


just  20  years  ago  that  the  Akron  Times-Preu 


- - - - 

appeared  through  sale  to  the  Akron  Beacon  Journal, 
Kenneth  Nichols,  “Town  Crier”  c(  ' 
the  T-P  men  are  still  with  the  BJ- 

Dietrich,  Pindy  Wagner,  Julius  Greenfield,  Russ  McLean,  J®*® 

Neitz.  ...  r _ I_  II _ ,  . _ I_..  HI _ , _ _ _  . 

Tribune  and  Union,  who  has  received  76  awards  and  trophi**® 

_ 1 _ _ I _  _ _ I _ 1 _ _ ir  ^woin^®* 

valor'’  to  be  honored  by  Temple  Beth  Israel  Sisterhood.  > 


■Mr.  Nichols,  Ray  Sutliff, 
■luj  VT uKnvrr,  juiius  oimmiicid,  Russ  Mclean, 
Paula  Kent,  promotion  director,  San  Diego  Ereim 


various  fields  of  promotion,_was  selected  as  one  of  18 

Fern  Storer,  Cincinnati  Post  and  Times-Star  food  writer, 
first  pie  at  5,  now  tests  her  recipes  •  -  — 

they  are  published.  ...  /  I  H  _ 

Julie  Baker  Warren,  equipped  with  formals  for  deb  party  -  ■ 
ments  and  rubber  Ixmts  for  train  wrecks— case  of  sending  a  P" 
do  a  man's  work  and  this  girl  works  like  a  man. 


...  on  her  husband  a  week  bciw' 

And  the  P&T-S  has  a  girl  photograph^’ 

...  .  -  -  . 


Sevenfh-day  Adventist 
Information  Services 


Staring  at  a  silent  typewriter,  With  fe^-’ered  brow,  he  pondew; 
One  dull  and  gloomy  night.  Politics,  labor,  juvenile  degradstH» 
An  editor  sat  and  wondered  But  he  fell  back  on  a  standby,  and 
Just  what  the  hell  to  write.  W^rote  another  on  “Segregation. 

— R.  R.  (Scoop)  Coates 

Beaver  (Pa.)  FaHey  Tim" 
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220,000  Globe-Democrat  Readers  visited  the  Globe’s 


SECOND  ANNUAL  MODERN  LIVING  SHOW 


biggest  of  its  kind  in  this  country. 


Talk  about  Impact? 


Represented  nationally  by 
Moloney,  Regan  &  Schmitt 


editor 


editorial 

^Total  Selling^  Concept 

^T^HE  “Total  Selling”  program  outlined  this  week  by  officers  of 
the  Bureau  of  Advertising  and  the  Newspaper  Advertising  Execu¬ 
tives  Association,  which  was  endorsed  enthusiastically  by  about  200 
newspaper  admen,  is  potentially  the  hottest  idea  ever  conceived  to 
sell  the  newspaper  medium. 

It  has  everything!  For  the  first  time  a  selling  progran'.  has  been 
developed  in  which  just  about  everyone  interested  in  newspaper  ad¬ 
vertising  will  play  an  important  part.  Heretofore,  selling  the  news- 
pap>er  medium  in  competition  with  other  media  has  been  done 
through  high  level  contacts  at  the  account  and  the  agency.  Now, 
this  is  to  be  bolstered  with  follow-through  at  the  grass  roots  in 
which  the  account’s  regional  executives,  distributors  and  dealers  will 
also  be  sold  on  the  low-cost  effectiveness  of  newspaper  advertising. 
Special  research,  promotions,  presentations  and  other  selling  aids  have 
been  prepared  for  selling  at  all  levels. 

Never  before  has  every  segment  of  the  newspaper  industry  had 
such  an  oppK)rtunity  to  pull  together  in  a  common  cause — promoting 
and  selling  The  Newspaper  as  the  Number  One  national  advertising 
medium.  There  has  been  unity  among  the  nation’s  newspapers  before 
in  a  variety  of  causes  including  the  campaigns  to  establish  the  Bureau 
of  Advertising  and  the  two  expansion  drives  which  enlarged  the 
Bureau  and  its  budget  to  what  they  are  today.  Too  many  newspapers, 
however,  have  been  content  to  let  the  Bureau  be  responsible  for 
selling  advertisers  on  using  Newspapers  while  they  continued  to  do 
competitive  selling  for  their  own  newspaper.  Through  the  “Total 
Selling”  program  each  newspaper  and  each  salesman  will  participate 
in  selling  all  newspapers — The  Newspaper  Medium. 

Success  of  this  program  dep>ends  on  maintaining  the  head  of  steam 
and  the  spirit  of  unity  that  has  been  generated  so  far  and  in  spreading 
that  enthusiasm  among  all  publishers,  ad  managers,  salesmen  and 
representatives.  It  could  fail  miserably  if  at  the  local  and  regional 
level  some  newspapers  fail  to  cooperate  or  follow  up  their  assignments. 

Officers  of  NAEA  have  given  their  time  and  effort  unstintingly  in 
developing  this  program  with  the  Bureau  of  Advertising.  Other  or¬ 
ganizations  such  as  the  newspaper  representatives  and  promotion  men 
have  also  played  an  important  part.  Similar  dedication  to  the  im¬ 
portant  selling  job  at  hand  is  called  for  among  all  newspaper  admen. 

The  “Total  Selling”  program  can  be  and  should  be  the  most 
effective  sales  effort  ever  developed  for  the  newspaper  medium.  It 
can  and  it  will  get  results. 

Color  Meeting  Success 

A  LL  sessions  of  the  Color  Conference  this  week  in  New  York  were 
■^interesting  and  productive.  But  if  there  was  one  session  which 
above  all  the  others  proved  the  value  of  these  conferences  it  was  the 
Tuesday  afternoon  panel  on  mechanical  production  and  reproduction 
problems  which  played  to  a  full  house  and  was  continued  on  Wednes¬ 
day  morning. 

Here  the  three  members  of  the  team  which  produces  newspaper 
color — the  agency  art  directors  and  production  manager,  the  news¬ 
paper  production  managers,  and  the  suppliers  of  mats,  engravings  and 
electrotypes — met  to  discuss  and  solve  mutual  problems  for  their 
mutual  benefit.  We  feel  certain  these  sessions  in  the  past  have  been 
responsible  for  improving  the  quality  of  materials  received  from 
advertising  agencies  and  therefore  improving  the  quality  of  news¬ 
paper  color  printing. 

They  alone  more  than  justify  the  work  and  expense  that  have 
gone  into  this  Color  Conference  and  its  two  predecessors  and  provide 
a  powerful  reason  for  their  continuance  in  the  future. 
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Your  old  men  thall  dream  dream.  K/|e( 
your  young  men  shall  see  visions.— £jp 
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With  which  has  been  merged:  The  Journabt 
established  March  22.  1884;  Nawspaperdon 
established  March,  1892;  The  FouHh  Estsk 
March  I,  1894;  Editor  &  Publisher,  Jun  21. 
1901;  Advertising,  January  22,  1925. 

Chairman  of  the  Board 
James  Wright  Brown 
President  and  Editor 
Robert  U.  Brown 
General  Manager 
James  W.  Brown,  Jr. 

Executive  Editor,  Jerome  H.  Walker;  Feihxe 
James  L  Collings,  Ray  Erwin.  Philip  k 
Schuyler,  George  Thune;  Advertising  Nm 
Robert  B.  McIntyre.  Marketing  and  Rosiaei 
Manager,  Albert  E  Weis;  Marketing  C» 
sultant,  Ray  B.  Prescott;  Librarian,  Js«d 
Haslett. 

Assistant  Treasurer,  Arline  Demar; 
ing  Manager,  Leach  Laney;  Advertising 
duction  Manager,  Bernadette  Borries;  Prow 
tion  Manager,  George  Wilt;  CireuW* 
Director,  George  S.  McBride;  CirculiM 
Manager,  George  H.  Strata;  Classifisd  A4 
vertising  Manager,  Evelyn  Z.  Kolojay. 
General  Offices — Suite  1700,  Times  ]*•*' 
1475  Broadway,  New  York  36,  N.  i.  " 
BRyant  9-3052. 
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Washington:  James  J.  Butler,  Manager, 
National  Press  Bldg.,  ME  8-0823. 

Chicago:  George  A.  Brandenburg,  Mid-Wd 
Editor;  Harry  B.  Mullinix,  Western  Advsd* 
ing  Manager;  Grant  Biddle,  Representstw.  f 
3W)  North  Michigan  Ave,  State  2-4898. 
Boston:  Guy  Livingston,  344  Little  Bldg-  H 
Boylston  St.  HA  6-8386. 

Detroit:  George  W.  Parker,  628  Free  P* 
Building.  Woodward  1-6085. 

San  Francisco:  Campbell  Watson,  Pwfc 
Coast  Editor;  Duncan  A.  Scott,  Advertn**) 
Representative;  85  Post  St.  Garfield  I-™ 
Los  Angeles:  Frederic  C.  Coonradt, 
spondent.  School  of  Journalism,  Univ^ 
of  Southern  California,  3518  University 
Duncan  A.  Scott,  Advertising  Repre**"* 
tive,  1901  West  8th  St.  Dunkirk  8-4151. 
London,  England:  Alan  Delafons,  Maneges.  ^ 
Ethelbert  Road,  Birchington,  Kent.  Engls*^ 
Peter  Bostock,  correspondent,  58-a  Ennisn*'* 
Gardens,  London,  SW  7. 

Paris,  Franco:  G.  Langelaan,  Corrmpondid 
48  Avenue  de  Paris.  Vincennes  (Seine) 
Charter  Mei^Per  Audit  Bureau  orf  ClrcolsW*' 
Member  Aeeociated  Busineu  t*ubli»tioBS 
mo.  average  net  paid  June  30,  IStSo 
Renewals  to  Oct.  21,  1»57,  80.38%. 

EDITOR  &  PUBLISHER  for  September  20,  195* 


dretm. 
*•— W 


tiun' 


Journtlat 
F>ap«rd<M 
ih  Esiatt 
Junt  2), 


;  pMhni 
Philip 
ing  Nm 
I  RM«rck 
ting  C» 
«ll,  JtM* 


Adw»l* 
tiling 
m;  Pro(» 

CireuMoi 

Ciretil*l*' 
wifind 
ay. 

M  Ton*. 
N.  Y. - 


agnr. 


Il« 


Mid-W«l 
I  Advarth 
eientatr*: 
1898. 

Bldg. 


Frnn  P* 


in,  Padfc 
Advartirt 

•Id  l-79» 
df.  Cow 
Univai»h 
iniiy  A*a 
Repraiafi"- 
■4151. 


lanagar. 
t,  Englaii 
I  Enniifflo'* 


raipondad 

linn) 

arenlatioi* 


E  &  P  Index 


20, 


Advsrfiiing  New*  . 

...17-40 

Calendar  . 

....  2 

Circulation . 

....  64 

ClauiRad  Adt  . 

.102-105 

Editorial  Workshop  . 

. . . .  8S 

Lattan  . 

....  7 

Obituary  . 

....  46 

Parsonalt . 

...60-62 

Promotion . 

....  50 

Ray  Erwin's  Column  . 

....  4 

Shop  Talk . 

....  106 

Syndicates  . 

....  92 

*  «  « 

Madia  Director:  Murray  Thomas  . . . 

....  18 

E&P  Ad  Citation:  General  Telephone  . 

....  34 

Editorial  Cartoonist's  Sketchbook  . . . . 

....  60 

TOiiNiMiiiiiiimniiiiiiiiiiiiiim  '-"!'iiii]'itiii!iMiii[i<M  A'm  mi 


Short  Sah 


e6 


He  is  making  a  strong  bid  for  a  birth 
on  the  club  and  will  undoubtedly  get  a 
chance  at  showing  his  skills. — Superior 
(Wis.)  Evening  Telegram. 


Funeral  directors  are  especially  re¬ 
minded  of  the  early  deadline  on  Monday 
night — Clarksburg  (W.  Va.)  Exponent. 


We’re  just  pain  every  day  people  who 
are  proud  to  show  you  are  quaity  furni¬ 
ture. — Ad  in  Shreveport  (La.)  Times. 


The  new  Miss  America  will  be  drowned 
later  before  a  nationwide  television  audi¬ 
ence. — AP  report  from  Atlantic  City. 


Mrs.  Springer  has  had  to  cut  her  hair, 
because  of  the  heat,  and  is  learning  Chi¬ 
nese;  all  of  the  mare  in  good  health. — 
Seattle  (Wash.)  White  Center  News. 
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C4RTOON  IDEA  OF  THE  WEEK 


letters 


CO-AUTHORS 


Your  story  on  Jack  Anderson  (July  26) 
was  interesting.  The  1952  “Mc(3arthy — 
The  Man,  The  Senator,  The  Ism”  bore  the 
names  of  Anderson  and  Ronald  W.  May.  I 
have  been  reliably  informed  that  May  be¬ 
gan  the  book  while  with  the  United  Press 
in  Wisconsin  and  teamed  up  with  Ander¬ 
son  later,  that  nearly  all  the  exhaustive  re¬ 
search  was  done  by  May,  that  more  than 
half  the  writing  was  done  by  May,  and  that 
May  worked  full  time  on  the  bwk  for  al¬ 
most  a  year. 

The  second  book  claimed  for  Jack  was 
“The  Kefauver  Story”.  This  book  too  had 
a  co-author.  He  was  Fred  Blumenthal,  then 
with  Pearson,  now  with  Parade  and  other 
enterprises. 

Neil  M.  Smith 

Arlington,  Va. 


To  be  accurate  about  it,  the  McClarthy 
book  was  co-authored  by  Ronald  W.  May, 
the  Washington  correspondent  of  the  Madi¬ 
son  (Wis.)  Capital  Times,  who  started 
tagging  the  McCarthy  trail  while  working 
for  UP  in  Wisconsin.  Likewise,  the  Ke¬ 
fauver  book  carries  the  by-line:  Jack  An¬ 
derson  and  Fred  Blumenthal.  By-lines  and 
book  credits  being  what  they  ara,  I  was 
sorry  to  see  the  omissions. 

Al  Toffler 

Falls  Church,  Va. 


SEX  AND  CENSORSHIP 


PINCH-HITTER 
Warren,  Cincinnati  Enquirer 

editor  8C  publisher  for  September  20,  1958 


I  don’t  want  to  unduly  belabor  a  point, 
but  inasmuch  as  two  of  your  readers  thus 
far  have  chosen  to  “interpret”  my  remarks 
in  regard  to  my  forthcoming  production 
of  “The  Image  Makers,”  and  in  addition 
have  implied  that  I’m  a  “movie  huckster,” 
perhaps  I  may  be  permitted  to  clarify  my 
own  position. 

Why,  in  the  first  place,  do  so  many 
newspapermen  or  self-asserted  ex-newspa¬ 
permen  and  holier-than-thou  ineluctables 
presume  to  know  the  “inside  story”  of 
Hollywood?  Movie-makers  constitute  an 
industry,  as  do  electronics  companies  and 
textile  manufacturers  calling  upon  news¬ 
paper  advertising  to  perform  a  selling  job 
for  them.  I  seem  to  recall  quite  a  few  fuU- 
page  newspaper  advertisements  which  used 
the  obvious  sex-appeal  approach  to  “pitch” 
the  manufacturer’s  product  —  everything 
from  swimming  pools  to  underwear.  .  .  . 
It’s  a  universal  gimmick! 

In  direct  reply  to  James  F.  Roche,  di¬ 
rector  of  public  relations  for  the  Stanley 
Works,  I’d  like  to  comment  that  if  he’s 
a  pro  in  his  field,  Roche  must  be  aware 
of  the  sex-appeal  gimmick.  And  I  can’t 
help  but  wonder  just  what  his  product 
is  that  he  can  so  casually  suggest  that 
newspaper  entertainment  editors  give  the 
wastepaper  basket  treatment  to  motion 
picture  exploitation  “junk.”  I’m  sure 
that  Mr.  Roche  and  I  agree  that  truly 
salacious  material  deserves  newsroom  cen¬ 
sorship,  but  are  his  own  “handouts”  so 
invariably  pristine  and  newsworthy  that 
they  occasionaUy  don’t  rate  (and  receive) 
a  similar  fate? 


Please,  Mr.  Roche,  don’t  exhibit  your 
professional  immaturity  in  print.  Eiditors 
“permit”  pictures  and  copy  to  be  printed 
because  their  news  judgment  so  decrees. 

In  the  Aug.  9  issue  E&P  also  ran  cover¬ 
age  of  the  Los  Angeles  Newspaper  Pub¬ 
lishers  Association  clamp-down  on  alleged¬ 
ly  salacious  movie  ads.  I  add  my  personal 
word  of  commendation  for  this  action, 
and  also  call  attention  to  film  industry 
trade  paper  comment  that  no  paralleling 
purification  policy  had  been  established 
by  certain  Los  Angeles  dailies  in  regard 
to  blatant  display  ads  (and  I  do  mean 
display!)  in  behalf  of  burlesque  houses! 

All  of  which  seems  to  be  far  afield  from 
my  original  letter  in  regard  to  censorship 
of  legitimate  adult  motion  picture  sub¬ 
ject  matter,  such  as  is  contained  in  “The 
Image  Makers,”  novel  by  Dr.  Bernard 
Dryer.  Freedom  of  the  press,  and  freedom 
of  artistic  expression  on  the  stage,  in 
books,  or  in  the  filiA  medium,  are  inter¬ 
dependent  if  our  Constitutional  guarantees 
are  to  survive. 

Charles  Schnek 
Charles  Schnee  Productions,  Inc., 

Hollywood,  Cialif. 

•  •  * 

ADVERTISING  DEGREE 

I  just  spent  four  years  at  college  as  an 
advertising  major — wasted  time,  according 
to  your  article  of  June  21,  “Salesmanship 
is  Major  Asset  Sought  in  Ad  Staff  Mem¬ 
bers”. 

William  J.  Thomas  has  assured  us,  ac¬ 
cording  to  the  results  of  a  survey,  that  col¬ 
lege  advertising  graduates  are  not  par¬ 
ticularly  desirable  in  newspaper  adverti^ 
ing.  This  is  not  his  assumption ;  it  is  based 
on  replies  by  28  working  newspapermen. 

The  gist  of  his  results  bears  out  an  evi¬ 
dent  distrust  of  the  value  of  college  course* 
in  advertising — and  a  distaste  for  the  at¬ 
titudes  of  young  college  grads  (let’s  all  go 
to  Madison  Avenue). 

Now — newspapermen  apparently  don’t 
feel  that  a  college  advertising  degree  adds 
much  to  a  man’s  qualifications,  so  why  in 
the  hell  don’t  they  do  something  about  it? 
They  stand  to  benefit  by: 

1.  Increased  young  talent  among  their 
ranks. 

2.  A  gradual  rise  in  the  general  level 
of  ethical  practices,  which  leads  to: 

3.  A  better  opinion  of  newspapers  and 
advertising  in  the  public’s  eye. 

And  what  do  I  propose?  What  is  needed 
is  clear — ^a  better-coordinated  program  with 
full  cooperation  of  newspapers  with 
journalism  schools.  Main  features: 

1.  Internship  of  students  by  participat¬ 
ing  papers  for  practical  work  in  sell¬ 
ing  and  in  learning  the  actual  news¬ 
paper  routine. 

2.  A  planned  series  of  lectures  by  work¬ 
ing  newspapermen  on  the  several 
functions  of  an  adman,  with  practical 
examples  and  case  histories. 

If  this  ever  gets  printed,  I  will  be  in 
New  Zealand  on  Operation  Deep  Freeae 
IV.  (How  objective  can  you  get?) 

EiowARD  K.  Freai 
Ensign,  USN 

USS  Brough. 
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*Any  responsible  editor  must  have  access 
to  a  daily  comprehensive  account  of  the  world's 
news.  The  New  York  Times*  role  as  a  newspaper 
of  record,  the  high  competence  of  its 
staff,  and  the  objectivity  of  its  dedication 
all  make  it  indispensable  to  me.** 


Erwin  D.  Canham,  Editor,  The  Christian  Science  Monitor 


Editor  &  Publisher 


Every  Saturday  Since  1884 


THE  SPOT  NEWS  PAPER  OF  THE  NEWSPAPER  AND  ADVERTISING  FIELDS 

Dailies  ‘Total  Selling’  Plan  Activated 


Ask  Color  Quality 


'COLOR  CREATIVITY'  Award* — for  use  of  full  color— go  to  the  repre¬ 
sentative*  of  the  Sealtest  Division  of  National  Dairy  Products  and  it* 
agency,  N.  W.  Ayer  of  Philadelphia.  (Left  to  right)  Harry  Susemihl, 
N.  W.  Ayer;  Robert  U.  Brown,  editor  and  president  of  EDITOR  & 
PUBLISHER,  sponsor  of  the  awards;  Glenn  Gundell,  National  Dairy 
Products.  Not  present  were  Wing  Fong  and  Tom  Harris  of  N.  W.  Ayer. 


Agencies 

Details  of  Program 
For  Spirit  of  Unity 

By  Robert  B.  McIntyre 

A  “total  selling”  concept  re¬ 
placed  outmoded  and  outdated 
selling  practices  in  the  newspa¬ 
per  business  this  week  as  an 
enthusiastic  spirit  of  unity 
swept  what  may  well  become  the 
most  important  meeting  in  the 
history  of  newspaper  advertis¬ 
ing. 

The  three-hour  meeting  of 
some  200  key  newspaper  adver¬ 
tising  executives  took  place  Sun¬ 
day,  Sept.  14,  in  the  Jade  Room 
of  the  Waldorf-Astoria  Hotel, 
as  a  prelude  to  the  Third  Annual 
Newspaper  ROP  Color  Confer¬ 
ence. 

The  meeting  marked  the  final 
approval  of  a  sales  program 
jointly  designed  by  the  top  offi¬ 
cers  of  the  Newspaper  Adver¬ 
tising  Executives  Association, 
Bureau  of  Advertising,  Ameri¬ 
can  Association  of  Newspaper 
Representatives,  National  News¬ 
paper  Promotion  Association, 
and  the  Association  of  Newspa¬ 
per  Classified  Advertising  Man¬ 
agers. 

Purpose  of  the  program  is 
to  sell  the  daily  newspaper  as 
the  “One  True  National  Ad- 
'ertising  Medium”  and  to  unify 
and  integrate  the  industry’s  sell¬ 
ing  efforts  in  proving  to  the  ad- 
'^ertiser  and  his  agency  that 
newspapers  do  fit  their  market¬ 
ing  and  advertising  needs.  It  in¬ 
cludes  coordinated  selling  by  all 
newspaper  salesmen  and  repre- 
^tatives  down  to  a  “grass 
”»ts”  campaign  to  sell  dealers 
nnd  distributors  on  newspaper 
advertising. 

The  “total  selling”  program 
adopted  unanimously  with- 
ow  change  and  will  be  shot  into 
orbit  at  NAEA’s  January  meet¬ 
ing  in  Chicago. 

The  Answer 

Charles  B.  Lord,  advertising 

of  the  Indianapolis 
Star-News,  and  NAEA 

^*>IT0R  ac  PUBLISHER 


president,  in  opening  the  meet¬ 
ing,  said  the  answer  to  the  ques¬ 
tion,  “Who  can  sell  the  daily 
newspaper  as  the  one  true  na¬ 
tional  advertising  medium?”  lies 
in  an  approach  that  updates  the 
industry’s  selling  to  the  com¬ 
petitive  conditions  that  exist  to¬ 
day. 

“We  must  get  the  silver  out 
of  our  hair;  the  gold  out  of  our 
teeth  and  become  modem  and 
fit  to  meet  the  younger  media 
that  are  selling  with  today’s 
techniques,”  Mr.  Lord  asserted. 
“We  believe  that  the  historic 
selling  practices  in  the  newspa¬ 
per  industry  are  so  outmoded, 
so  outdated,  so  destructive  to  the 
future  economic  health  of  news¬ 
papers  that  we  must  abandon 
them  quickly. 

“The  changes  in  marketing 
and  advertising  procedures  and 
techniques  have  had  to  follow 
closely  the  changing  economy, 
the  fluid  growth  of  suburbia, 
the  increasing  number  of  work¬ 
ing  women,  the  surplus  of  lei¬ 
sure  time  for  all,  and  the  new 
living  conditions  and  habits  that 
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have  baen  created  by  all  these 
changes,”  Mr.  Lord  said. 

Important  to  Papen* 

Pointing  out  that  the  effect 
these  changes  have  had  on  the 
making  of  media  decisions  and 
the  manner  in  which  media  are 
bought  is  of  “tremendous  im¬ 
portance”  to  newspapers,  Mr. 
Lord  emphasized  that  it  all  boils 
down  to  a  single  fact: 

“If  the  newspapers  are  not 
selected  as  one  of  the  basic  me¬ 
dia  by  national  advertisers  — 
then  all  newspapers  will  be  left 
out  in  the  cold. 

“When  they  are  under  con¬ 
sideration,  along  with  other  me¬ 
dia,”  he  said,  “newspapers  will 
be  evaluated  by  advertisers  and 
agencies  as  a  media  classifica¬ 
tion,  not  as  individual  newspa¬ 
pers. 

“The  deciding  factor  will  be 
the  advantages  we  are  able  to 
sell  collectively  in  competition 
with  other  media.  Selection  of 
individual  newspapers  in  indi¬ 
vidual  markets  will  follow  the 
(Continued  on  page  93) 


‘Police’ 

Watch  Standards, 
Conference  Plea 

Before  the  Third  Annual 
Newspaper  ROP  Color  Confer¬ 
ence  closed  on  Wednesday,  the 
advertising  agency  spokesmen 
put  into  the  record  a  renewed 
appeal  for  some  kind  of  “police 
action”  that  will  assure  print¬ 
ing  of  high  quality  and  fidelity 
to  advertisers’  specifications. 

One  concrete  suggestion,  made 
by  Michael  Winow  of  Ogilvy, 
Benson  &  Mather,  Inc.,  was 
that  a  printing  quality  control 
committee  be  revived  under  the 
auspices  of  the  Bureau  of  Ad¬ 
vertising,  ANPA.  Such  a  com¬ 
mittee  was  created  two  years 
ago  but  was  dissolved. 

Mr.  Winow,  agency  produc¬ 
tion  manager,  pointed  up  the 
problem  that  appeared  upper¬ 
most  in  the  three  days  of  dis¬ 
cussion  of  ROP  color  when  he 
said : 

“Our  fundamental  purpose  is 
to  promote  the  use  of  color  in 
newspapers.  The  problem  we 
face  is  that  most  of  the  offend¬ 
ers — those  few  who  reflect  un¬ 
favorably  upon  the  entire  indus¬ 
try — are  probably  not  present. 
What  is  needed  is  some  method, 
some  form  of  police  action,  to 
see  to  it  that  what  has  been  said 
here  about  standards  of  print¬ 
ing  is  actually  accomplished.” 

The  primary  responsibility  of 
the  committee  would  be  to  serve 
as  a  clearing  house  for  com¬ 
plaints  against  agency  mate¬ 
rials  and  to  help  all  newspapers 
to  attain  the  “reasonable  fac¬ 
simile”  standards  of  color 
agreed  upon  by  the  ANPA  and 
the  AAAA  (American  Associa¬ 
tion  of  Advertising  Agencies). 

Harry  T.  Eybers,  production 
manager  of  the  Washington 
(D.C.)  Post  and  Times  Herald, 
who  presided  at  the  concluding 
question  -  and  -  answer  session, 
told  E&P  he  would  recommend 
that  the  Bureau  of  Advertising 
sponsor  a  quality  control  office. 

The  conference  had  a  regis¬ 
tration  of  600. 
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AD  AGENCY  VIEWPOINT 


Newspaper  Color  Potentially 
A  New  Strategic  Weapon 


Many  Questions  Unanswered; 
Term  ‘ROP’  Should  Be  Dropped 

By  Emerson  Foote 

Senior  Vicepresideni,  McCann-Erickson,  Inc. 


intensified  when  measured  on  the 
basis  of  ‘retention’  (remen- 
I  <  •  11  brance  five  days  later). 

I IV 

V-r  X  l/ACAll  y  quiver  &  News  study  indicates 

that  this  same  advantageous  re- 
T  lationship  for  color  holds  true 

r  ^  O  1^  1^  for  its  paper.  Moreover,  it  shows 

XA  1^  VA  ±  X  relationship  is  intensi- 

■X  fied  when  based  on  thorough 

from  various  members  of  the  reading  of  component  parts  of 


Media  Department. 

Common  Requests 


the  ads. 

“V.  A  largre  number  of  promi¬ 
nent  leading  advertisers  have  re- 


.  _ cently  gone  heavily  into  fou^ 

“The  mo^  wmmon  r^T^ 


ran  along  the  following  lines: 


ing.  It  may  also  be  significant 


(1)  Is  the  increased  premi^ 

cost  of  color  lustified  by  com-  ^ 

mensurately  higher  readership; 

•_  _ _ -orkTj  meaium. 


in  other  words,  is  ROP  color 


While  Tiafronaf  newspaper  ad-  medium  has  advanced  as  far  ^  more'  efficient  than  Black  and  v 

in  and  I  believe  it  has:  and  it  is  quite  easy  to  increased  to  the  point  when 


vertising,  in  total,  and  I  believe  it  has;  and  it  is  quite  easy  to 

all  newspaper  advertising  —  see  why  grater  progress  was  ^2)  What  can  we  use  as  am- 
based  on  Media  Records  figures  not  made  in  previous  years,  munition  to  back  up  a  recom- 
—  has  been  showing  some  de-  There  was  no  real  basic  neces-  njgndation  of  ROP  color  to  a 
crease  this  year,  newspaper  ad-  sity  for  newspapers,  with  their  client? 

vertising  in  ROP  col^  h^  con-  outstanding  l^dership  as  tje  informa- 

tinued  to  increase.  The  Hoe  &  advertising  medium,  to  do  much  4.v. 


/rtv X  -  the  only  important  gaps  in  the 

^  national  picture  are  in  southern 
munition  to  back  up  a  re^m-  England  and  New  York 

mendation  of  ROP  color  to  a  Qj^y 

.  .  “VII.  Total  linage  for  ROP 

“On  the  basis  of  the  informa-  color  has  gone  up  133%  in 


Company  report  for  May,  1958,  about  color. 


which  is  the  latest  I  have  seen, 
shows  a  total  increase  of  4.7% 
for  the  first  seven  months  of  this 
year  over  a  year  ago.  This  is 
for  both  national  and  local  news¬ 
paper  color. 


tion  which  is  now  in  the  public  Media  Records  papers  since 
domain,  we  do  not  think  that  1951^  as  opposed  to  24%  fw 


Things  are  Different  either  of  these^  questions  can  be  black  and  white.  However,  color 

T>  .4. answered  sufficiently  —  certainly  premiums  have  remained  rela- 
But  today  things  are  different  ^  that  similar  lively  constant.” 

^not  only  do  you  of  toe  news-  questions  can  be  answered  for  Af+^^r  mintiTur  T»rin<»;nnl  nninU 
paper  world  have  a  need  to  make  u-gdia  which  are  currentlv  con-  qu^ing  principal  points 

utmost  use  of  the  power  of  ROP  available  studies 


sidered  more  glamorous 


These  figures  only  point  up  color  to  put  newspapers  as  a  na-  research  renort  to  which  -4.1^  ’  report  enaea 

what  you  alr^dy  kn^w:  that  tional  medium  back  into  toe  j  ^'^e^eSng  irrr4-paw  re-  ^^h  toese  comments  under  the 
ROP  color  represents  toe  ob-  Place  you  would  like  to  be  .  .  .  ___  _  heading— 


vious  means  by  which  news-  but  Offi^R^irciT^Di^ston  ^t  Area*  of  Uncertainty 

"  “The  dat.  ia  the  pre«di« 

newspapers  have  a  real  chance  help  us  with  our  problems.  On  the  second  page  of  ^  this  two  sections  leave  unanswered 

to  regain  their  position  as  the  ^o  all  of  us  who  have  any-  report  are  th^  highlights  a  number  of  questions  that  we 
leadine  medium  for  national  ad-  thing  to  sell  the  consumer  need  which  I  would  like  to  read  to  should  find  answers  to  if  we  are 


heading — 

Areas  of  Uncertainty 


nsiderable  time.  .-The  data  in  the  preceding 

On  toe  second  page  of  this  two  sections  leave  unanswered 


to  regain  their  position  as  the  p®  nave  any 

leading  medium  for  national  ad-  thing  to  sell  the  consumer  ne« 
vertisers  —  just  as  newspapers  cucp/  vital  means  of  communi 


are  the  leading  medium  for  local 
advertisers. 

Percentage  ‘Take’  Small 


cation  we  can  possibly  get  hold  will  be  self-evident, 
of.  As  demonstrated  time  and  ,  , 

time  again,  ROP  newspaper  **  ** 

color  is  an  advertising  medium  “I.  There  have  be 


you  for  rea-sons  which  I  believe  going  to  use  this  medium  to  iti 
will  be  self-evident.  best  effect.  Among  them,  wifli 


“I.  There  have  been  three  re¬ 


varying  d^rrees  of  urgency,  sit 
the  following: 

1.  Would  the  average  cost  per 


of  dynamic  strength.  We  on  the  cent  studies  comnaring  noting  thousand  noters  for  an  entiit 

It  is  interesting  to  consider  agency  and  advertiser  side  need  scores  for  color  ROP  ads  as  op-  national  newspaper  campaign 

that  despite  the  tremendous  more  of  it^just  as  those  who  posed  to  black  and  white  ads,  in  ROP  color  prove  more  ei- 

progress  of  ROP  color  advertis-  publish  newspapers,  represent  but  in  sum  only  seven  papers  cient  than  a  similar  campaign 

ing,  during  the  past  decade,  it  and  supply  them  .  .  .  need  more  with  four-color  facilities  and  ten  run  in  black  and  white?  If  », 

still  accounts  for  only  2.2%  of  of  it.  with  two-color  facilities  were  to  what  extent? 

newspaper  linage  and  2.7%  ©f  Why  isn’t  there  more  ROP  studied  in  them.  We  do  not  be-  2  Does  the  color  advantage 
newspaper  advertising  revenue,  color?  ]ieve  that  this  relative  handful  decrease  in  proportion  to  the 

Considering  the  length  of  time  Why  does  newspaper  color  still  ©f  papers  is  necessarily  repre-  length  of  time  readers  of  » 
that  newspaper  color  has  been  amount  to  only  2  or  3  per  cent  sentative  of  the  national  picture,  ^iven  newspaper  have  had  to 
around— one  cannot  say  that  the  of  iiewspaper  advertising  vol-  «ii  ^hg  ^tudy  indi-  become  accustomed  to  it,  or  in 

progress  of  ROP  color,  as  an  ad-  “"J®  *  cated  an  average  superiority  for  proportion  to  the  amount  rf 

vertising  medium,  has  been  ex-  .  Well,  jrau  will  be  spending  the  two-color  ads  over  black  and  other  color  advertising  in  the 


a^ly  electrifying.  Though  I  have  ^tter  part  of  tmw  days  ^swer-  .^ijjte  ads  which  was  less,  per-  particular  paper? 
toe  most  enormous  resnect  for  mg  these  questions!  I  hope  I  _  _ 


Is  color  more  valuable  « 


toe  most  enormous  respect  for  m?  these  qu^ions!  I  hope  I  centage-wise,  than  the  premium  3  j-  -nlor  more  valuable  M 

toe  progress  that  1^  been  made  can  fu^sh  a  few  points  for  you  two-color  in  all  ten  of  an  iStiS  attention-gSter  or 

by  certain  publishers  and  by  to  think  over.  the  papers  studied  However  u  1  j  ^  ^ttennon  gewe^  w 

others  in  the  field,  and  by  the  ef-  Firs^  it;s  unfo^nate  that  d^  Z  inTiSd  S^l^tge 

fort  that  is  currently  being  put  spito  all  the  efforts  of  those  at-  based  on  average  scores  for  f<SS?  o?K 

into  eiq^nsion  of  color — as  evi-  tending  this  coi^erence,  ^d  flyg  newspapers  with  four-  displav  qualities’^ 
denced  by  this  very  conference  countless  others,  still  too  little  goioj.  facilities,  was  far  greater  “  ?  ^ 


and  toe  conference  which  was  of  a  specific  and  definite  nature  than  the  increased  premium  for  ,  4  u.  1,  .nH 

held  last  year.  is  known  about  ROP  color.  ^11  these  five  papers  except  the  advantage  over  black  ^ 

When  one  considers  all  the  me  read  you  this — from  Houston  Post.  white  ^  large  ®ii^*  . 

problems  and  complications  hav-  intro^ction  of  a  McCanri-  «in.  The  Milwaukee  Journal  Joi^  7s  no  longer^^oiTical? 
ing  to  do  with  the  expansion  of  Urickson  Research  Report,  wnt-  study  indicates  that,  on  any  r  o  ^ 

ROP  color  as  an  advertising  ten  in  July,  1967:  basis,  the  noting  advantage  of  ^ 

m^dium^  so  clearlv  Hnmurlif.  mi+.  tvmA-rf  woa  oo  MTA-m  u6V186<i  tilftt  Will  lUSUrB  &  StAI* 


4.  Do  small  color  ads  have  the 


ROP  color  as  an  advertising  ten  in  July,  1967: 


medium,  so  clearly  brought  out  “This  report  was  prepared  as  color  over  black  and  white  is 
in  last  year’s  conference  report,  a  result  of  a  number  of  inquiries  greater  than  the  extra  premium 
one  could  well  wonder  how  the  about  ROP  color  in  newspapers  involved.  This  relationship  is 


basis,  the  noting  advantage  of  ,  -n  •  ^ 

color  over  black  and  white  is 

greater  than  toe  extra  premium  reproduction,  or 

involved.  This  relationship  is  (Continued  on  page  68) 
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Editorial  ROP  Color  Grows 
Rapidly  in  Many  Newspapers 

Surveys  Show  News  Page  Color  S  t!rS<.MSS.“f 

especially  press,  caused  many 

Increases  Readership  Among  Teens  newspa^rs  to  shy  away  from 
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of  correspondence  with  editors 
around  the  country. 

“Many  are  old  hands  at  this 
color  business.  Others  are  just 
getting  their  feet  wet.  Still 
others  have  ambitious  plans  for 
the  future,  or  are  asking  ques¬ 
tions,  preparing  for  the  time 
when  they  get  in  the  swim. 

More  Coming  In 

“Many  newspapers  which  are 
not  now  using  spot  news  color 
reported  they  expected  to  do 
so  within  a  year. 

“I  am  convinced,  as  are  many 
others  who  have  studied  the 
situation,  that  we  are  on  the 
threshold  of  a  new  era  in  which 
a  sizable  number  of  newspapers 
will  be  running  editorial  color 
on  a  regular  basis. 

“And  the  time  is  not  far  off 
when  many  will  be  picturing 
news  events  in  color — every  day. 
That  will  come  with  the  per¬ 
fections  of  new  techniques  and 
subsequent  lowering  of  costs.  A 
few  newspapers  are  using  edi¬ 
torial  color  daily  now. 

“The  color  committee’s  sur- 


Mective  use  of  ROP  color 
editorially  offers  newspapers  an 
opportunity  to  grab  more  time 
from  present  readers  and  to 
add  new  readers. 

Three  editors  who  have 
proved  that  premise  by  their 
own  color  production  on  the 
news  pages  and  by  subsequent 
reader  surveys  made  up  a  panel 
on  the  subject  Monday  at  the 
third  annual  Newspaper  ROP 
Color  Conference  in  New  York. 

They  were  Howard  C.  Cleav- 
inger,  managing  editor,  Spokane 
(WaA.)  Chronicle;  William  P. 

Steven,  vicepresident  and  ex¬ 
ecutive  editor,  Minneapolis 
(Minn.)  Star  and  Tribune; 

Coleman  A.  Harwell,  editor, 

Sathville  (Tenn.)  Tennessean. 

Qeavinger  Speaks 

Mr.  Cleavinger  said  in  part: 

"It’s  mighty  contagious,  this 
I  ROP  editorial  color  fever.  If 
I  you  don’t  already  have  it,  you’re 
likely  to  catch  it  soon. 

“And  that  will  be  good — for 
I  pu  and  the  entire  newspaper 
industry  —  because  editorial 
color,  and  lots  of  it,  will  have 
I  dominant  place  in  the  news- 
Piper  of  tomorrow.  It  already 
^  in  many  newspapers  of 
■•oday. 

"Newspapers  have,  in  editor- 
color,  a  dramatic  tool  with 
*kich  to  meet  the  challenge  of 
^  times  from  competing  media. 

They  have  a  great  opportunity 
nse  this  dramatic  tool  to  at- 
excite  and  delight  readers. 

“it  is  true  that  most  news- 
are  doing  little  with 
jws  and  feature  color  on  an 
ROP  basis  regularly. 

I  am  in  a  position  to 
I®  you  that  there  has  been  a 
^endous  increase  in  interest 
®  editorial  color  in  the  last 
^  years. 

Color  Crows 

Itave  the  «  newspapers,  all  over 
ack  and  r*  country,  are  making  the 
Is  there  others  are  readying  their 
T  whiA  ^or  the  color  era. 

nomicalT  Jit  has  been  my  privilege  to 
oaignbe  during  the  last  year  as 
a  stand-  of  the  color  study 

etion.  or  S^'ttee  of  the  Associated 
Managing  Editore  As- 
t  68)  delation.  I  have  a  bulging  file 
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editorial  color. 

Sweat  and  Worry 

“Disappointment  in  quality 
was  another.  And  that  brings 
up  this  point:  You  have  to  go 
about  this  color  business  in  a 
dedicated  manner.  You  have  to 
generate  a  full  head  of  steam. 
You  have  to  have  team  work.  It 
takes  a  lot  of  sweat  and  worry 
to  get  successful  color  results. 
You  can’t  do  it  by  snapping  you 
fingers.  It  is  demanding — you 
can’t  take  a  half -swipe  at  it  and 
make  it  go. 

“You’ve  g^)t  to  wrestle  with 
it  constantly — and  expect  that 
things  can  and  will  go  wrong 
in  any  one  of  several  vital 
processes. 

Teamwork  Needed 

“I  know  that  your  ears  are 
ringing  with  the  oft-repeated 
observation  that  TEAMWORK 
is  the  big  thing  in  getting  good 
editorial  color.  Bat  that  iKnnt 
cannot  be  over-emphasized. 

“We  insist  on  quality  first 
and  build  from  there.  That 
means  maintaining  high  stand¬ 
ards  all  along  the  line,  from  the 


Richard  Coonay,  assistant  pressroom  suparintendant,  Minneapolis  Star 
&  Tribune,  looks  over  one  of  the  many  exhibits  at  the  3d  Annual  ROP 
Color  Conference  at  the  Waldorf-Astoria. 


Richard  K.  Warren,  publisher, 
Bangor  (Me.)  Daily  News,  takas 
time  out  to  have  his  picture  taken 
at  the  ROP  color  conference. 

taking  of  the  picture  to  the 
actual  printing.  We’re  mighty 
particular,  but  so  are  all  mem¬ 
bers  of  the  color  team.  For  ex¬ 
ample,  I’ve  seen  pressmen  toil¬ 
ing  to  get  that  last  degree  of 
perfection  in  registration.  That’s 
typical  of  the  attitude  in  our 
mechanical  departments. 

“Through  the  good  work  of 
our  color  team  we  are  cutting 
the  time  needed  to  produce  a 
color  job.  That  means  the  cost  is 
lowered  and  it  also  means  that 
a  color  picture  can  be  in  the 
Chronicle  very  soon  after  a 
news  event  takes  place. 

“Our  mechanical  department 
tells  me  that  in  an  emergency 
we  can  have  a  color  picture 
printing  on  the  press  just  four 
hours  and  10  minutes  after  the 
color  film  holder  lands  in  the 
color  lab. 

“Good  editorial  color  makes  a 
newspaper  sparkle  with  reader 
appeal.  It  provides  greater 
depth  in  covering  the  news  pic- 
torially,  and  in  dramatic  fash¬ 
ion.  It  gets  the  reader.  And 
that  means  dividends  to  ad¬ 
vertisers. 

“We  recogfnize  ROP  editorial 
color  as  a  great  challenge  and 
a  great  opportunity — ^with  a 
high  quality  product.  We’re 
happy  to  be  on  the  color  band¬ 
wagon.  It  may  be  that  some 
newspaper  folks  will  have  to 

(Continued  on  page  100) 
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NEWSPAPER  WINNERS  receiving  Editor  &  Publisher  pleques  for  excel*  Carpenter,  Salt  Lake  City  Tribune;  Henry  Rosen,  N.Y.  Post,  (front  row) 
lence  of  ROP  color  reproduction  are  represented  by:  (back  row,  left  Jack  F.  Kent,  Ward  Griffith;  Wallace  M.  Hughes,  Milwaukee  Journal; 

to  right)  Harold  L  Swanson,  Rock  Island  Argus;  William  Dwight,  Holyoke  Hayden  Van  Hoose,  Shreveport  Journal-Times;  Laurence  T.  Knott, 

Transcript-Telegram;  O.  J.  Brightwell,  McClatchy  Newspapers;  K.  M.  Chicago  Sun-Times. 


Presentation  of  E&P  Awards 


for  Newspaper  ROP  Color 


AGENCIES  AND  ADVERTISERS, 
wienen  of  EDITOR  &  PUBLISHER 
certificates  for  excellence  of  ROP 
ceier  reproduction,  were  repre- 
leeted  by:  (front  row,  left  to 
right)  Douglas  A.  Murray,  Bots- 
ford,  Constantine  &  Gardner; 
Stephen  Baker,  Cunningham  & 
Walsh;  Joshua  Epstein,  Doyle, 
Dene  &  Bernbach;  Jack  Aldinger, 
Toung  &  Rubicam;  Henry  Ober- 
dar.  Young  &  Rubicam.  (Middle 
w)  Gordon  Hyde,  D’Arcy  Adver¬ 
tising;  John  Reilly,  who  accepted 
hi  behalf  of  Wallace  W.  Elton, 
dcapresldent  of  J.  WaKer  Thomp- 
•cn;  Howard  McCully,  Fairmont 
^*«ds  Co.;  Roland  Casey,  Arnold 
Pat  Nolan,  Campbell- 
Mithun;  William  Ewen,  Borden  Co.; 
Winthrop  Hoyt,  Charles  W.  Hoyt 
Co.  (back  row)  Don  Coleman, 
Campbell-Mithun. 


Photos  by  Ceilings — F.iP  E  4  P  PRESIDENT,  Robert  Brown,  appears  with  representatives  of 

"Color  Creativity"  award  winning  agencies  and  advertisers  for  their 
use  of  spot  color:  (left  to  right)  Robert  T.  Kesner,  Coca-Cola  Co.; 
Mr.  Brown;  Alberta  Hays,  McCann-Erickson;  William  Free,  McCann- 
Erickson;  Paul  Foley,  McCann-Erickson.  Mr.  Kasner  accepted  in  behalf 
of  E.  D.  Stadga,  advertising  manager  for  Coca-Cola. 
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Scientists  Meet  the  Press 
And  Good  Reporting  Results 


Times  in  Accra  featured  a  loo; 
angle  story  with  a  picture  of 
Dr.  Alan  Ward,  a  lecturer  froi 
University  College  in  Accra 
was  a  delegate  to  the  confer 


±  J.  EGYPT:  “Atomic  conference 

A  received  modest  coverage  be- 

Press  Found  More  Knowledgeable 

peated  until  all  of  the  sessions  al  events  and  Far  East  sitm 

At  Atoms-for-Peace  Conference  were  covered.  The  un  s  staff  of  tion.”  _ 

simultaneous  interpreters  was  THE  NETHERLANDS:  “A!! 

„  „  IT  I  translate  the  questions  Dutch  papers  carrying  storie; 

By  Stuart  li.  Loory  and  answers  into  the  four  offi-  by  accredited  correspondent 

cial  conference  languages — Eng-  often  frontpaged.  .  .  .  Dutct 
Genb^ta,  Switzerland  lish,  French,  Russian  and  Span-  radio  reports  two  or  three  times 

The  system  used  by  the  United  P***®  “  ish.  a  day.  Dutch  shortwave  broad- 1 

Nations  to  assist  reporters  in  ®  former  member  of  the  According  to  a  spot  check  by  casts  in  English,  Dutch,  Afn 
covering  the  international  Newark  Evening  News  staff  who  the  UN  at  the  end  of  the  first  kaans  and  Indonesian.  Photc 
atoms-for-peace  conference  not  is  in  Europe  on  a  Pulitzer  Trav-  week,  the  conference  story  was  and  newsreel  coverage  good" 
only  helped  the  journalists  in  Scholarship.)  getting  Page  One  coverage  in  SCANDINAVIA:  “Nordic 

doing  a  full  and  accurate  job  on  '  '  ■  — .  ^1  parts  of  the  world  except  journals  covering  well  with  spe- 

the  meeting  but  also  aided  in  5  a  la.nation  commercial  and  cial  correspondents  who  preset 

breaking  down  some  of  the  bar-  industrial  exhibition  on  neace-  material  in  popular  form  witl 

riei*  Umt  exist  between  scien-  f„,  „f  th,  atom  ta  the  Svely^“thl  orimelirwf  sSte*’  ■“olaiigle.  Agency  stories  «i< 

t.ste  and  reporters  Palais  des  Expositions  at  the  , 


Nations  to  assist  reporters  in 


That  is  the  opinion  of  Mat-  other  end  of  the  city.  rented  brthe  l^g^st Toi^ps  of  YUGOSLAVIA:  “Gener : 

thew  Gordo^  UN  press  chirf  Associated  Press,  with  a  staff  reporters  and  photographers  at  coverage  first  week  nj- 

from  New  York,  who  handled  of  four  reporters,  had  the  larg-  the  meeting.  Correspondents  tive  y  good.  Press  and  ^ 

the  press  Illations  at  the  co^  gg^  representation  of  any  medi-  were  accredited  from  20  Ameri-  P'^^^ishing  sporadic  infomatiK 

f^nce.  Mr.  Gordon  schedifi^  ^j^g  conference  with  the  can  newspapers;  eight  general  factual  stones,  » 

tv^ce-daily  press  bnefings  into  g^ception  of  the  McGraw-Hill  magazines,  13  technical  and  in-  comments." 

which  much  of  the  news  from  publishing  Co.  dustrial  journals,  four  radio  and  BRAZIL:  “News  coverage 

the  largest  international  scien-  .  TV  networks,  two  individual  Quite  satisfactory.” 

tific  i^etmg  ever  held  was  com-  Individual  Interviews  stations,  four  photo  serv-  CHILE:  “Three  principil 

nwfof  imryLciKnx  The  UN  briefings  enabled  re-  ices,  three  syndicates  and,  of  dailies  in  Santiago  using  lengthy 

almost  impossible  job  of  cover- . . . f, _ . _  ap  ttpt” 


nimnof  The  UN  briefings  enabled  re-  ices,  three  syndicates  and,  of  dailies  in  Santiago  using  lengthy 

flrjL  JTf  porters  to  cover  the  conference  course,  the  two  wire  services.  dUpatches  of  AP  and  UPI." 

Zry  mur^asrer  iith  an  overall  view.  Because  This  is  how  the  story  was  PHILIPPINES:  “Coveran.  I. 

of  the  system,  the  reporters  played  in  the  United  States,  ac-  all  leading  papers  serviced  by 

5  Concurrent  Sessions  were  able  to  cover  many  of  the  cording  to  the  UN  survey:  AP  and  UPI.” 

This  is  what  the  475  renorters  ^'1®  f'fctions  and  even  seek  out  “AP  moving  1,500  words  PAKISTAN:  “Press  coverap 
frm^iir  radio  televSton  ^^  delegates  for  individual  inter-  mornmgs  and  2,000  words  eve-  ^een  excellent”  Sample 

mT  S  Ground  thrw^^^^  views  without  missing  the  mam  mn^  on  daily  meetmgs;  UPI,  headlines  in  Karachi  were:  “H- 

w^era  UP  aeahist  ^  stones  that  might  result  from  l.OM  words  daily;  Reuters,  800  Explosions  May  be  Usei 

were  up  agamst.  ^-bg  technical  sessions.  words  daily,  all  despite  compet-  .  o^nprato  Flwtricitv”  »wi 

®  At  the  briefings,  all  of  the  “Virtues  of  Atomic  Explosions-" 

which  650  technical  papers  were  scientists  who  delivered  papers  York  Times  frontpaged  the  con-  Journalists  accredited 

read  and  another  900  discussed  took  nart  in  the  discussions  Terence  dunng  the  first  five  .  u*"®. 

in  91  senarate  meetines  over  a  I  •  ^  •  aiscussions  Herald  Tribune  did  Russia,  Poland  and  Czecho- 

m  separaie  m^iings  over  a  ^  ^gj^  session  would  sit  as  ^"®  f  uia  ,  ,  .  x.,,_pO  g„A.  that 

two  week  penod.  On  most  of  the  „  oanel  behind  the  lon^  table  in  ^®  ®*^“®  ^®  three  days.  Slovakia  turned  out  copy 

days  there  were  five  sessions  f;  P®^”®*  ®®uu»“  “  “Shorter  but  irood  coveraire”  was  prominently  displayed  m 

uays,  mere  were  nve  sessions  the  old  League  of  Nations  Coun-  2>norrer  out  TOvera^  nresa  The  TIN  check  B 

running  concurrently  in  the  .ji  chamber  The  chairman  of  was  also  reported  in  the  CArtst-  ^  7?^;. 

mornines  and  afternoons  xi.  cnairman  ol  ^  Monitor  and  the  Moscow  indicated  that  the  So- 

mornmgs  ana  aiternoons.  tbe  session  gave  a  short  sum-  ^  ^ctence  monitor  and  the  devoting  grt« 

2.  The  technical  exhibition  in  mary  touching  the  highlights  of  *  Times-  conference.  It 

a  specidly  constructed  tempo-  the  meeting  and  then  the  re-  Other  papers  were  not  to  toe  confere^^^ 

rary  building  on  the  grounds  of  porters  asked  questions  based  on  conference’s  meetings 

the  UN’s  Palais  des  Nations,  the  summary  and  on  their  own  The  United  Kingdom,  which  witness  to  ‘the  outstandk? 
The  building  was  two  city  blocks  readings  of  the  technical  papers.  ^^®  second  largest  press  ^bievements  of  the  USSR  » 

long  and  contained  displays  of  The  questions  were  often  good  coverage.  ^  pggggfn^use  of  the  atomic 

prograss  m  peaceM  uses  of  penetrating  and  before  long.  The  report  from  London  said:  nucleus.’”  The  Soviet  press  also 

atomic  energy  by  20  nations.  scientists  began  to  appear  at  ‘Sustained  and  generally  full  |.gg]j  ^be  United  States  to  task 

3.  A  series  of  motion  picture  the  briefings  as  spectators.  Sev-  reports  during  the  first  week  proposing  nuclear  explosions 

showings  in  which  several  na-  eral  of  the  technical  men  said  appeared  in  the  Times  of  Lon-  peaceful  purposes  at 
tions  often  introduced  news-  they  learned  more  at  the  press  don,  Manchester  Guardian  and  conference. 

worthy  developments.  For  ex-  briefings  than  they  had  learned  Telegraph.’*  The  report  Pu-sian  nress  said  the 

ample,  the  Russians  used  this  at  the  formal  sessions  them-  indicated  that  British  “attempt 

method  to  notify  the  world  that  selves  and  that  the  briefings  papers,  like  their  American  I*  nuclear  weaoons  tests 

it  was  building  the  largest  nu-  helped  to  put  the  technical  ses-  counterparts,  are  interested  in  J  ^  by  the 

^ar  power  station  on  earth,  sions  in  a  good  perspective.  «nV^ooirihI,HLrh?rhl!th?S*’’  United  Stotes  which  actually 

These  films  were  sho^  at  the  UK  contributions  highlighted.  ^  ^ 

same  time  the  technical  meet-  rage  une  riay  d  ^  » 

mgs  were  being  held.  Mr.  Gordon  ran  almost  every  rTu"**  A  report  from  Prague  saW 

4.  An  almost  unending  series  briefing  session  in  a  jocular  but  Hera  are  some  of  the  reports  corresnondents  were  «• 

of  receptions  and  press  confer-  firm  way.  As  soon  as  the  ques-  !^®  porting  on  the  meetings,  givinf 

ences  by  the  67  delegations  and  tioning  of  one  panel  bogged  here  from  other  nations.  emphasis  to  the  Czechoslovaldaii 

hundreds  of  private  industrial  down,  he  would  break  off  the  GHANA:  “Two  principal  or- 

firms  taking  part.  discussion  and  call  for  another  gans  covering  well.”  The  Ghana  (Continued  on  page  84) 
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United  States  which  actually 
cause  a  great  damage  to  man¬ 
kind.” 

A  report  from  Prague  saW 


New  Orleans  Item  Combined 
With  States;  Staff  Enlarged 

Big  Sunday  Package  Is  Created; 

Many  Item  Employes  Find  Jobs 


Item  president  and  general 
manager,  will  be  in  charge  of 
the  liquidation. 

Mr.  Omer  said  he  expected 
the  liquidation  to  require  several 
months,  after  which  he  will  take 
New  Orleans  agreement  reached  between  the  ^  vacation  and  “thereafter  ex- 
The  Item’s  thrice-daily  elec-  Item  Co.,  Times-Picayune  Pub-  pio^e  the  newspaper  situation 
tronic  chimes  at  9  A..M.  Satur-  lishing  Co.  and  the  U.  S.  De-  elsewhere  with  a  view  to  associ- 
day.  Sept.  13  played,  “I’ll  Be  partment  of  Justice.  ating  with  or  locating  another 

Loving  You,  Always.”  The  se-  On  July  14,  the  Times-Picay-  property.” 
lection  was  happenst^ce  -  ^e  une  Publishing  Co.  had  pur- 

ta^  plays  200  tunes  m  rotation  cha^  from  the  Item  its  ^  Chaplin, 

-but  approbate.  fixed  ass^,  its  go<^  will  and  president  of  the  Item  Co., 

The  final  edition  of  the  Item  most  of  its  contracts  for  $3  4  prohibited  by  terms  of  the 

as  an  mdependent  newspaper  imllion.  To  ^form  with  the  competing  with  the 

^  Times-Picayune  Publishing  Co. 

respectable  heft— 72  pages  of  the  Times-Picayune  Publishing  .  fivp>.vpar  rierioH 
black  and  white,  8-page  color  Co.  leased  back  the  property  to  ,-,1.  ^  v  ***  j  v-  1 

comic  section  and  American  the  Item  Co.  for  60  days,  to  ^apbn  and  his  wife  left 

Weekly.  But  sadness  filled  the  enable  prospective  purchasers  Wednesday,  Sept  17,  *^avel 
plant  A  saga  which  began  June  to  come  forward.  None  did.  some  w^ks.  He  ^id  that  at 

11,  1877,  when  a  group  of  The  sale  did  not  involve  the  would  be 

printers  started  a  paper  to  print  current  assets  and  current  xt-  editorial 

local  items,  was  coming  to  an  liabilities  of  the  Item  Co.  and  ^  Nieman  Fellow,  he  is  a 

end.  Publisher  David  Stem  an- 

A  new  saga  was  begrinning —  nounced  that  liquidation  of  Couner-^ost 

with  the  first  publication  on  these  assets  and  liabilities  is  when  that  paper  was  owned  by 
Monday,  Sept.  15  of  the  New  now  in  process.  Stem  lanuly. 

Orleans  States-Item,  in  the  Mr.  Stem  said  the  Times-  Suffers  Find  Jobs 

plant  of  the  Times-Picayune  Picayune  Publishing  Co.  had 

Publishing  Co.  granted  the  Item  Co.  the  privil-  ®y  final  issue,  most  of  the 

ege  of  the  use  of  the  accounting  Item’s  newsroom  and  editorial- 
Objeciive  Suted  department  in  the  former  Item  staff  had  been  relocated. 

Toward  meeting  the  challenge  building,  722  Union  St.,  which  Henri  Wolbrette,  managing 
of  increased  responsibility  in  will  remain  open  until  the  end  editor,  is  going  with  the  Port  of 
New  Orleans  journalism,  the  ^h®  y®ar»  Irvin  M.  Oraer,  New  Orleans  as  public  relations 
best  features  of  the  States  and 
the  Item  are  being  combined, 
uid  the  coverage  will  be 

broadened  in  every  field,  said 


Irvin  M.  Orner,  general  manager 
of  the  New  Orleans  Item,  remains 
on  the  job  to  liquidate  the  com¬ 
pany's  current  assets. 

director;  City  Editor  Jerry 
Cohen  to  Chicago  Sun-Times  re¬ 
write;  Reporters  Leo  Adde  and 
Rose  Allegato  to  Miami  Herald; 
News  Editor  Les  Bennett  to 
Houston  Chronicle  copy  desk; 
Sunday  Editor  Jere  Wales  to 
Houston  Post  copy  desk. 

Assistant  City  Editor  Tom 
Thorpe  to  Wilmington  (N.  C.) 
Star;  Copyreaders  Billy  Rich¬ 
ards,  Robert  J.  Morris  and  R.  R. 
Killebrew  to  San  Antonio  Light, 
Buffalo  Evening  News  and 
Nashville  Tennessean,  respec¬ 
tively;  Phil  Johnson  to  Harvard 
for  a  Nieman  Fellowship;  Re¬ 
porter  Mary  Crossley  to  Tulane 
University  public  relations;  Re¬ 
porter  Gerald  Taitt  to  editor¬ 
ship  of  West  Bank  Herald,  local 
weekly;  Reporter  William  Reed 
to  WWL-TV  here;  Fine  Arts 
Critic  Frank  Gagnard  to  his 
former  paper,  the  Dallas  Morn¬ 
ing  News;  TV-Radio  Editor  Ted 
Liuzza,  to  his  own  public  rela¬ 
tions  firm  along  with  his  son. 
Classified  Manager  Ray  Liuzza; 
Police  Reporter  Frank  Hay,  to 
his  own  photo  business. 

The  Times  Picayune  and 
States  are  taking  Associate  Edi¬ 
tor  Herman  B.  Deutsch; 
Woman’s  Page  Editor  Laur- 
raine  Goreau,  Librarian  Warren 
Nardelle,  Church  Editor  Her¬ 
man  Drezinski;  Larry  English, 
chief  copy  boy;  Pete  Hearty, 
editorial  makeup  man  in  com¬ 
posing  room;  Photographer  Bill 
Sadlier;  and  others. 

Probably  the  busiest  man  in 

(Continued  on  page  88) 


CONSOLIDATION — Rrsf  edition  of  the  combined  New  Orleans  States 
and  New  Orleans  Item  of  Sept.  15  is  examined  by  John  F.  Tims,  left, 
president  of  the  Times-Picayune  Publishing  Co.,  and  Frank  C.  Allen, 
managing  editor. 


Highlights  from  ANA  Survey 
On  ROP  Newspaper  Color  Use 


ROP  CONFERENCE 
REPORT 


Among  million  dollar,  and  multi¬ 
million  dollar  spenders  in  daily 
newspapers,  about  three-quat- 


141  Companies  Participate  in 
Compiling  6-Page  Questionnaire 


By  Anton  Bondy 

Media  Manager— Print,  Lever  Brothers  Company 
Chairman  of  the  ANA  Newspaper  Committee 


When  the  Association  of  Na¬ 
tional  Advertisers  was  invited  to 
participate  in  this  3rd  Annual 
ROP  Color  Conference,  our 
Newspaper  Committee  decided 
that  perhaps  the  best  contribu¬ 
tion  we  could  make  would  be  to 
gather  opinions  and  experiences 
which  the  ANA  membership  has 
had  with  ROP  newspaper  color 
advertising  and  report  our  find¬ 
ings  to  you,  here  today. 

Accordingly,  we  prepared  a 
questionnaire.  It  was  reviewed 


use  ROP  color  in  1957  or  1958.  ^ers  of  the  companies  were  ROP 

The  three  “opinion”  type  ques-  ,  ,  , 

tions  which  made  up  this  section  ^s  further  background  on  our 
inquired  as  to  what  the  non-user  rf  Pondent  companies  we  foun 
of  ROP  color:  that  practically  all  of  the  RO 

,  ,  ,  ,  .  usei-s  had  experience  with  black 

1.  Thought  about  the  medium  color  space  units.  About 

in  regard  to  his  product  ^  quarter  ventured  to  use  black 
or  products.  colors,  and  approxi- 

Asked  why  his  company  mately  half  had  run  four  color 
had  not  used  any  ROP  advertising.  This  is  all,  of 
color.  course,  in  1957  or  1958. 


Percentage  of  Budget 


The  questionnaire  was:  usea  any  ivv^x-  aavertising.  inis  is  ^aii,  oi 

pages  long  color.  course,  in  1957  or  19o8. 

—it  contained  32  questions,  3.  Asked  what  factors  might  _  , 

most  of  which  required  induce  his  company  to  use  Percentage  of  Budget 

multi-part  answers  ROP  color  in  the  future.  Again,  among  ROP  color 

— and  most  of  the  questions  ™  .  usei*s,  we  checked  the  percentage 

required  that  the  respondent  “*  *  of  totel  daily  newspaper  budge? 

express  an  opinion  on,  or  Now,  to  get  back  to  the  stage  which  was  spent  for  color  ad- 
relate  his  experiences  with,  setting  which  was  done  in  Sec-  vertising.  Bureau  of  Advertij 
some  aspect  of  ROP  color  tion  I.  Here  we  asked  the  re-  ing  published  figures  indicate 
advertising,  rather  than  spondents:  that  just  over  5%  of  total  ni- 


ROP  color  m  the  future.  Again,  among  ROP  color 

•wrt-  mr  a  i  j  usei-s,  we  checked  the  percentage 

What  Was  Asked  newspaper  budge? 

Now,  to  get  back  to  the  stage  which  was  spent  for  color  ad¬ 


just  check  a  “yes”  or  “no” 


ing  published  figures  indicate 
that  just  over  5%  of  total  ni- 


We  offer  one  statistic  as  back- 


— Whether  their  companies  tional  advertising  dollars  spent 
had  done  any  daily  news-  daily  newpapers  last  year 


with  the  Advertiser  Relations  ground  to  establish  the  validity 
Committee  of  the  Newspaper  of  opinions  expressed  by  re- 


Advertising  Executives  Associa-  spondents  to  our  survey.  You 
tion  and  some  of  the  officers  of  will  recall  that  the  Bureau  of 


paper  advertising  in  1957  'went  for  ROP  color  advertising, 
or  1958.  Most  of  the  ROP  color  usen 

„  j  „  •  in  our  survey  spent  a  higher 

-How  many  do  lars  their  J  t^eir  newspaper 

companies  spent  m  daily 
newspaper  advertising  m 

‘  showed  a  median  expenditure  of 

And  whether  they  had  used  about  20%  of  their  total  news- 


the  American  Association  of  Advertising,  ANPA,  reported 


To  Ad  Executives 


Newspaper  Representatives.  $757,401,000  as  the  total  dollar  a  j  v.  av,  *i.  u  j  j  showed  a  median  expenditure  oi 

volume  spent  for  advertising  “And  whether  they  had  us^  ^bout  20%  of  their  total  new^ 
To  Ad  Executives  space  in  newspapers  by  national  color  advertising  in  paper  budgets  going  into  ROP 

In  June  of  this  vear  the  ones-  advertisers  last  year.  ‘  color. 

..  rp,  All  but  a  Small  number  of  the  As  a  final  background  note, 

tionnaire  was  mailed  to  those  Ine  questionnaires  nlled  out  ,  .  .  ^  j  j  as  ,  j  •  i.i.* 

_  ,  •  u-  u  _ ^  Tespondeut  companies  had  ad-  the  color  advertisers  in  this  sur- 

S  whS'rTe^eT  the  ANA  advertising  newspapers  in  vey  used  ROP  color  to  adverti* 

Newspajei  Group,  ^h  of  th^  whose  companies  last  year  spent  f  d  servic^  in  M 


ROP  color  advertising  in  paper  budgets  going  into  ROP 
1957  or  1958.  color. 

All  but  a  small  number  of  the  As  a  final  background  note, 
respondent  companies  had  ad-  the  color  advertisers  in  this  sur¬ 


er  is  a  potential  advertiser  for  newspapers.  Our  respondent 
the  medium.  companies,  then,  accounted  for 


companies  is  either  cuil-eiS  a  rombin^d  total  0^251:3^  .iyertlsers  were  primarily  in  ferent  categories.  We  had  i. 
advertising  in  daily  newspapers  for  advertising  space  in  daily  companies  whic 

rtiser  for  newspapers.  Our  respondent  Newspaper  budgets  of  re-  used  color  to  advertise  such  di- 
companies,  then,  accounted  for  spondent  companies  ranged  from  ver^  producte  and  services  a- 
addressed  out  of  every  three  national  as  little  as  $25,000  to  many  mil-  food,  cigarettes,  beverages 
lanv-rTd-  advertising  dollars  invested  in  Hons.  Twelve  had  spent  less  than  housewares  clothing,  tires,  ^ 
newsnaners  last  vear.  $100,000.  line  and  oils,  soaps  and  clwM- 


The  mailing  was  addressed  o"®  ®very  three  national 

personally  to  the  company’s  ad-  advertising  dollars  invested  in 
vertising  director,  or  the  execu-  newspapers  last  year. 

tive  who  is  responsible  for  his  four  Sections 

company  s  newspaper  advertis¬ 
ing  activities.  We  divided  our  questionnaire 

Questionnaires  were  mailed  to  four  sections, 

some  400  companies.  More  than  Section  I,  addressed  to  all  re- 
one-third  of  these  companies —  spondents,  set  the  stage.  This 


line  and  oils,  soaps  and  cleans¬ 
ers,  drugs,  cosmetics,  banking 


On  the  other  end  of  the  scale,  ®cs,  arugs,  cosmeucs, 

In  Four  Sections  gg  responding  companies  each  services,  aircraft,  missiles,  wnte 

We  divided  our  ouestionnaire  spent  over  a  million  dollars  in  instruments,  autom  i 

dailv  newsnaner  adverti.rin..  telephones  and  one  company 


to  four  sections.  daily  newspaper  advertising  last 

Section  I,  addressed  to  all  re- 


even  used  ROP  color  to  success¬ 
fully  sell  charcoal.  Some  of 


one-third  of  these  companies —  spondents,  set  the  stage.  This  54%  of  the  companies  who  products  are  in  national 

some  141 — completed  the  ques-  section  told  us  something  about  advertised  in  daily  newspapers  distribution.  Othere  are  region- 
tionnaire.  Statistically,  this  may  their  company’s  1957  and  1958  P^  '^®®^  ROP  color,  ^jjy  distributed, 

not  represent  a  very  large  sam-  newspaper  advertising  activi-  varying  extents,  during  this 

pie  —  but  compiling  statistical  ties.  two  year  period.  Evt>rv  Rpsnondpnt 

tabulations  was  not  the  primary  In  Section  II,  we  asked  all  In  $100  000  Class  r*  J  A  aj 

purpose  of  this  survey.  respondents  to  express  their  '  LtlStPu  A.n  AnVOntO^ff 

‘A  opinions  and  knowledge  on  ROP  color  u^ge  was  not  re-  Section  II  of  our  question- 


tabulations  was  not  the  primary 
purpose  of  this  survey. 


‘A  Labor  of  Love’ 


In  $100,000  Class 
ROP  color  usage  was  not  re- 


Evpry  Respondent 
Listed  An  Advantofie 


Section  II  of  our  question- 


We’ll  offer  a  few  “percentage” 
and  “averages”  today,  but 


twelve  general  questions  about  stncted  to  the  big  budget  news-  permitted  all  respondents 


mostly  we  want  to  report  to  companies  which  used  ROP  color  vertisers  and  companies  which 

you  what  a  group  of  people  who  in  1957  or  1958.  We  asked  them  ^ -l^C’pnp  i  experience  use  ROP  color— to  sound  off  on 

individually  are  responsible  for  to  trace  their  companies’  experi-  co  or  advertising.  their  opinions  concerning  RO” 

investing  appreciable  sums  in  ence  with  ROP  color  in  13  multi-  was  noticeable  that  as  size  color  as  an  advertising  medium’ 

newspapers  think  of  ROP  color  part  questions,  climaxing  with  ®f  newspaper  expenditure  in-  This  section  contained  tweWf 
as  an  advertising  medium.  the  inquiry  “Have  your  results  creased,  so  did  experience  with  “opinion”  type  questions.  In  the 
Our  group  of  respondents  are  been  sufficiently  good  to  war-  color  advertising.  For  example,  interest  of  time.  I’ll  just  high- 
genuinely  interested  in  news-  rant  the  use  of  ROP  color  in  about  half  of  the  advertisers  light  some  of  the  responses, 
papers.  Filling  out  this  ques-  the  future?”  More  of  this  later,  who  spent  $250,000  to  $500,000  We  started  by  asking, 
tionnaire  alone  must  be  credited  Section  IV  was  addressed  to  in  daily  newspapers  last  year  advantages,  if  any,  do  you  thin 
as  “a  labor  of  love”.  national  advertisers  who  did  not  did  some  ROP  color  advertising.  (Continued  on  page  72) 


E 


ROP  color.  paper  advertisers.  We  found  _  advertisers. 

Section  III  was  addressed  to  advertisers  with  daily  newspaper  ad- 


This  section  contained  tweWr 
opinion”  type  questions.  In  th< 


the  future?”  More  of  this  later,  who  spent  $250,000  to  $500,000  We  started  by  asking,  ‘‘Wl*** 
Section  IV  was  addressed  to  in  daily  newspapers  last  year  advantages,  if  any,  do  you  thin 
national  advertisers  who  did  not  did  some  ROP  color  advertising.  (Continued  on  page  72) 
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Advertiser  •  Newspaper 


Section  Edited 

By  Robert  B.  McIntyre 


Tie-in  Ad  Service 
Is  Gaining  Support 

By  George  A.  Brandenburg 


Chicago 

Considerable  interest  among 
newspaper  publishers  and  ad¬ 
vertising  managers  has  been 
evidenced  in  “Plan  Alfa  Tie-in 
Tie-up”  ads,  paid  for  by  the  na¬ 
tional  advertiser,  according  to 
Tom  Sinding,  newspaper  repre¬ 
sentative,  who  originated  the 
new  service  for  retailers  and 
national  advertisers.  ( E&P, 
July  26,  page  22). 

Mr.  Sinding  of  Johnson,  Kent, 
Gavin  &  Sinding,  Inc.,  told  E&P 
the  tie-in  program  as  proposed 
has  yet  to  be  put  into  effect  on 
a  national  basis.  The  Burlington 
(Vt)  Free  Press  has  experi¬ 
mented  with  the  tie-in  plan  on 
several  regional  accounts.  The 
Charleston  (W.  Va.)  Gazette 
and  Mail  and  the  Elkhart  (Ind.) 
Truth  have  indicated  their  will¬ 
ingness  to  offer  such  a  service. 

Need  Publisher  Support 

“What  is  needed  to  get  the 
program  underway  is  for  more 
newspapers  to  offer  the  plan  to 
national  advertisers,”  said  Mr. 
Sinding.  “We  are  now  in  the 
process  of  acquainting  national 
advertisers  and  their  agencies 
with  the  service  which  provides 
for  the  national  advertiser  to 
buy  tie-in  ads  at  the  general  ad¬ 
vertising  rate  along  with  sched¬ 
uled  newspaper  ads.” 

Mr.  Sinding  pointed  out  that 
“Plan  Alfa”  is  not  a  cooperative 
advertising  plan  and  should  be 
viewed  as  entirely  independent 
of  any  current  co-op  advertising 
programs  now  in  operation. 
“These  tie-in-tie-up  ads  are  to 
be  imid  for  by  the  national  ad¬ 
vertiser  at  the  general  rate,”  he 
explained. 

Appeal  to  Dealers 

“The  premise  of  Plan  Alfa  is 
that  one  of  the  best  ways  for  a 
^nufacturer  to  use  newspapers 
IS  to  run  a  large  space  national 
M  with  his  dealer  organization 
being  up  throughout  the  same 
of  the  paper,”  said  Mr. 
Smding.  “All  past  experience 
has  proven  many  times  that 
a  newspaper  advertising 
progfram  will  have:  (1)  the 
Peatest  impact  upon  the  con- 
(2)  develop  maximum 
enthusiasm  on  the  part  of  the 


manufacturer’s  dealer  organiza¬ 
tion;  and  (3)  move  merchandise 
in  volume.” 

Typical  Example 

Here  is  a  typical  example  of 
how  a  power  mower  manufac¬ 
turer  can  take  advantage  of  the 
new  service  to  be  offered  by 
newspaper  publishers: 

This  manufacturer  has  400 
key  markets  which  account  for 
a  very  high  percentage  of  his 
total  volume.  He  has  2400  deal¬ 
ers  in  these  400  markets,  aver¬ 
aging  6  dealers  per  market,  and 
ranging  from  3  to  20  dealers  in 
each  market. 

The  manufacturer  has  a  spe¬ 
cial  promotion  authorizing  the 
dealers  to  give  a  $15  trade-in  on 
the  regular  $99.50  model. 

The  national  newspaper  ads 
will  be  in  three  sizes — 1000  line, 
1500  line  and  full  page.  The 
Plan  Alfa  tie-in  copy  will  be 
42-lines  per  dealer. 

How  Plan  Works 

The  agency  will  send  orders 
to  the  400  newspapers  con¬ 
cerned,  calling  for  the  manufac¬ 
turer’s  ads  of  1000,  1500  or  full 


page  size  according  to  the  mar¬ 
ket.  The  publisher  will  also  re¬ 
ceive  proofs  and  mats  for  the 
42-line  dealer  tie-up  space,  as 
well  as  a  dealer  list  for  each 
market.  In  those  markets  where 
there  are  four  dealers,  the  in¬ 
sertion  order  will  call  for  an  ad¬ 
ditional  four  42-line  Plan  Alfa 
dealer  tie-in  ads;  in  those  mar¬ 
kets  where  there  are  eight  deal¬ 
ers,  the  insertion  order  will  call 
for  eight  42-line  dealer  tie-in 
ads,  and  so  forth. 

The  advertising  department 
of  the  newspaper  will  contact 
the  dealers  in  his  market,  ex¬ 
plain  that  there  will  be  a  large 
space  national  ad  in  the  news¬ 
paper  on  a  certain  date,  further 
explain  that  the  manufacturer 
has  bought  space  for  his  dealer 
organization  to  run  in  the  same 
issue  of  the  paper  as  the  large 
ad  to  the  extent  of  42-lines  for 
each  dealer. 

Deducted  from  Bill 

In  the  case  of  those  dealers 
who  are  regular  advertisers,  the 
three  inches  of  tie-in  space  will 
be  deducted  from  their  regular 
bill.  For  example,  if  a  retailer 
is  scheduling  a  40-inch  ad  and 
agrees  to  use  the  three  inch 
Plan  Alfa  tie-up  within  his  ad, 
he  will  be  bill^  for  only  37 
inches  of  space  by  the  publisher, 
or,  of  course,  he  could  increase 
the  size  of  his  regular  ad  to 
43  inches  and  be  billed  for  only 
40  inches. 

In  the  case  of  those  retailers 
who  are  not  regular  advertisers 


editor  &  PUBLISHER  for  September  20,  1958 


COLORFUL  DEBUT — Sunday  Editor  Bill  Hall,  left,  and  H.  Jay  Bums  of 
tho  PaciRc  Coast  Sunday  Magazine  Group  scan  tho  premier  issue  of 
the  San  Francisco  Examiner's  new  locally-edited  color  gravure  magazine, 
Pictorial  Uving.  Also  in  the  Group  are  the  Los  Angeles  Examiner's 
Pictorial  Living  and  Seattle  Post-Intelligencer's  Pictorial  Review. 


Papers  To  Get  Half 
Of  Distillers’  Budgets 

The  distilled  spirits  indus¬ 
try  will  spend  more  than  half 
of  an  estimated  $103,000,000 
ad  budget  in  newspapers  this 
year,  according  to  Otto  Klepp- 
ner.  The  Kleppner  Co. 

Addressing  wholesalers  and 
sales  managers  attending  a 
Schenley  Distillers  sales  con¬ 
ference  at  Montauk,  L.  I.,  Mr. 
Kleppner  said  he  expected  the 
$103,000,000,  a  gain  of  10% 
in  distillers’  ad  budgets  over 
1957  would  aid  the  industry 
in  topping  last  year’s  sales  of 
212,000,000  gallons,  achieved 
with  a  combined  ad  outlay  of 
$94,000,000. 

More  than  half  of  the 
amount  to  be  spent  by  the  in¬ 
dustry  this  year  will  be  chan¬ 
neled  to  newspapers,  he  said, 
“because  of  their  adaptability 
to  localized  marketing  pro¬ 
grams.” 

or  who  do  not  have  an  ad  sched¬ 
uled  for  this  particular  date, 
they  will  have  the  option  of  buy¬ 
ing  sufficient  space  for  their 
logo  and  have  a  three  inch  plus 
ad  appearing  in  the  newspaper 
on  this  date. 

Merchandising  Service 
When  the  publisher’s  repre¬ 
sentative  is  calling  on  the  deal¬ 
ers  in  the  market  to  secure  their 
permission  for  Plan  Alfa,  they 
will,  of  course,  urge  the  dealers 
to  properly  display  the  manu¬ 
facturer’s  power  mowers  this 
week,  suggest  sidewalk  display, 
window  streamers,  and  so  forth. 

On  the  day  of  publication,  the 
newspaper  will  send  to  the 
agency  and/or  manufacturer 
tear  sheets  of  the  national  ad, 
along  with  tear  sheets  of  the 
dealer  tie-ups.  When  invoice  for 
space  is  sent,  both  tear  pages 
for  the  large  ad  as  well  as  tear 
sheets  of  Plan  Alfa  dealer  tie-in 
tie-ups  will  be  enclosed. 

If  in  a  specific  market  the 
publisher  has  been  authorized 
to  solicit  seven  Plan  Alfa  Tie-In 
Tie-Ups  and  for  some  reason 
was  unable  to  obtain  only  five, 
he  would,  of  course,  bill  the 
agency  only  for  the  basic  ad 
plus  the  five  tie-ins — in  this  case 
210-lines. 

Joins  Pitt.  Courier 

Norris  G.  Shervington,  for¬ 
mer  western  regional  manager 
for  Associated  Publishers,  Inc., 
national  advertising  representa¬ 
tives,  has  joined  the  advertising 
staff  of  the  Pittsburgh  (Pa.) 
Courier  as  a  national  salesman. 
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Newspaper  Ads  Yield 
Lush  Tulip  Harvest 


By  Philip  N.  Schuyler 

Tie-in,  or  “seed”  advertising 
planted  in  newspapers,  is  yield¬ 
ing  a  bountiful  harvest  of  al¬ 
most  double  the  national  ad-  i 
vertising  space  used  by  Asso-  : 
dated  Bulb  Growers  of  Holland. 

For  example,  the  promotion 
this  year  should  flower  into  a 
$100,000  newspaper  ad  invest¬ 
ment,  up  $50,000  from  last  year. 

Key  man  in  the  promotion  is 
Murray  Thomas,  media  director, 
Anderson  &  Cairns,  Inc. 

The  agency  has  had  the  ac¬ 
count  for  five  years,  during 
which  it  has  urged  newspapers 
to  solicit  tie-in  advertising  from 
a  growing  number  of  retail  out¬ 
lets  selling  bulbs  for  fall  plant¬ 
ing. 

Although  no  exact  figures  are 
available,  Mr.  Thomas  estimated 
this  week  that  tie-in  ads  on 
bulbs  increased  25%  from  1955 
to  1956.  In  1957  they  went  up 
an  estimated  30%.  An  additional 
increase  of  50%  is  the  goal  for 
this  year,  Mr.  Thomas  said. 

Quality  Image 

“Our  quality  image  adver¬ 
tising  for  Holland  bulbs  is 
primarily  designed  to  sell,”  Mr. 
Thomas  said.  “But  it  also  serves 
the  purpose  of  ‘seed  adver¬ 
tising’,  because  it  is  used  by 
enterprising  newspaper  adver¬ 
tising  managers  to  stimulate 
local  retail  copy  to  back  our 
national  space.  The  best  way 
to  get  local  merchants  to  ad¬ 
vertise  locally  is  to  use  the 
newspapers,  because  that  is 
what  dealers  themselves  know 
produces  the  best  results.” 

The  A&C  national  newspaper 
advertisements  for  the  Asso¬ 
ciated  Bulb  Growers  of  Holland 
run  for  a  total  of  1200  lines  in 
three  insertions  of  400  lines 
each  from  Sept.  15  to  Dec.  1, 
depending  on  weather  conditions 
in  different  sections  of  the 
country.  Thirty-six  major  mar¬ 
kets  are  involved. 

Merchandising  Letter 

When  placing  insertion  orders, 
with  dates,  Mr.  Thomas  also 
sends  a  merchandising  letter  to 
the  newspapers.  This  year’s  let¬ 
ter  stated,  in  part: 

“We  are,  of  course,  anxious 
to  encourage  a  maximum  of  re¬ 
tail  dealer  tie-in  advertising.  To 
this  end,  we  send  along  here¬ 
with  a  mat  sheet  plus  one  com¬ 


plete  set  of  mats  showing  a 
number  of  different  sizes  and 
types  of  retail  ads  for  use  by 
dealers,  available  free  of  charge- 
from  the  Associated  Bulb  Grow¬ 
ers  of  Holland.  ...  We  urge 
you  to  make  the  utmost  use 
of  this  material  for  our  mutual 
advantage. 

“A  unique  feature  this  year  is 
a  Dutch  Bulb  consumer  contest 
in  which  dealers  can  also  win 
top  prizes.  The  prizes  are  quite 
valuable  (for  example,  a  free 
vacation  in  Holland  for  two) 
and  should  encourage  added  re¬ 
tail  advertising  effort.  Mats 
featuring  the  contest  are  avail¬ 
able,  in  addition,  of  course,  to 
the  usual  mats  regularly  pro¬ 
vided.  The  contest  should  fur¬ 
nish  you  with  the  necessary  am- 
mimition  to  secure  new  retail  ad¬ 
vertisers,  as  well  as  perhaps 
stimulating  added  linage  from 
regular  advertisers.  .  . 

“Because  each  of  the  bulb 
exporters  who  hold  membership 
in  the  Associated  Bulb  Growers 
of  Holland  is  in  open  competi¬ 
tion,  neither  we  nor  the  associa¬ 
tion  can  give  you  a  list  of  deal¬ 
ers  in  your  area.  However,  I 
believe  that  you  will  find  the 
prospects  for  retail  tie-in  ad¬ 
vertising  practically  unlimited. 
Some  newspapers  have  found 
the  local  telephone  classified  di¬ 
rectory  contains  the  best  pros¬ 
pect  list,  since  so  many  types 
of  retail  outlets  sell  Dut^  bvdbs 
— nurseries,  florists,  hardware, 
seed,  variety  and  drug  stores, 
as  well  as  super  markets  and 
department  stores. 

Kit  Available 

“The  Associated  Bulb  Grow¬ 
ers’  office  in  New  York  has 
available  for  distribution  to 
dealers  a  merchandising  kit  con¬ 
taining  many  pieces  of  colorful 
point-of-sale  display  material, 
as  well  as  give-away  literature, 
etc.  If  you  would  like  to  have  a 
kit  to  aid  in  selling  linage  to 
dealers,  the  Association  will  be 
happy  to  ship  you  one  upon  re¬ 
quest  direct  to  them. 

“More  than  ever,  we  are 
anxious  to  have  as  large  a 
number  of  tie-in  ads  as  possible. 
We  hope  you  will  make  every 
effort  to  cooperate  and  help 
make  this  campaign  a  success. 
Upon  completion  of  this  cam¬ 
paign,  may  we  trouble  you  to 


Murray  Thomas 


to  market,  and  Mr.  Thomas 
stated  that  “no  general  conclc- 1 
sions  can  be  drawn  which  yfi 
be  xmiversally  applicable.” 

Individual  recommendatioiii 
offered  for  each  market,  how¬ 
ever,  favored  continuation  o! 
Sunday  advertising  in  19  mar¬ 
kets;  use  of  Sunday  and  week¬ 
day  space  in  10;  and  suggested 
weekday  only  in  seven.  Week¬ 
days  specified  were  Wednesday 
Thursday,  Friday  and  Saturday 

19  Sunday  Papers 

The  19  Sunday  newspapers 
recommended  by  the  agency  art 
located  in  Albany,  Cincinnati 
Cleveland,  Columbus,  Detroit. 
Hartford,  Houston,  Indianapolis. 
Kansas  City,  Los  Angeles,  Min¬ 
neapolis,  Oakland,  Omaha,  Port¬ 
land,  Ore.,  St.  Louis,  St.  Paul 
San  Francisco,  and  Washingtot. 
D.  C. 

In  addition,  nine  cities  wert 


give  us  a  report  showing  total  suggested  for  a  double  attack 
number  of  individual  tie-ins  and  Simday  and  a  weekday.  Sevc 
linage  obtained  by  your  staff.”  for  Sunday  and  Friday,  namely: 


for  Sunday  and  PYiday,  namely: 
Boston,  Chicago,  Louisville,  New 
Interesting  Reports  York,  Philadelphia,  Richmoni 

Mr.  Thomas  has  many  in-  Rochester.  Iri  Pi^bu^ 

teresting  reports  from  news-  considered  that  Thur^y 

papers  sent  in  last  year  in  ''f  ^  the  best  to  c^ple  Sun- 
response  to  that  request  which  Moines  t 

concludes  this  year’s  letter  and  Quick  one-two  wm  sugges^for 
was  also  in  last  year’s.  Saturday  and  Simday.  In  At- 

For  example,  a  letter  from  lunta,  the  weekday  was  ler. 
John  T.  Dickerson,  of  the  gen-  open. 

eral  advertising  department  of  seven  cities  in  whicn 

the  LouisvUle  (Ky.)  Courier-  weekday  advertising  was  speci- 
Joumal  and  Times.  In  1957  Sun-  Salt  Lake  City  was  n^ed 
day  Courier-Journal  carried  {or  a  double  atteck  on  Wednes- 
three  national  insertions  placed  ‘^uy  O'Tod  Thursday.  Buff^o  m 
by  the  agency.  The  results,  Milwaukee  got  the  nod  for  Fn- 
which  Mr.  Thomas  described  as  ^®y  publication.  It  was  W 
“average”  and  “by  no  means,  ps^ed  that  newspaper  readers 
not  the  best”  showed  tie-in  copy  ^  i. 


Of  the  seven  cities  in  which 
weekday  advertising  was  speci- 


in  Baltimore  be  reached  on 


placed  by  12  different  local  re-  Wednesday;  Memphis  on  piuis- 
.  days;  and  Dallas  and  Denver 


tail  outlets.  ana  ijaiias  ana  ucu..- 

One,  the  Bunton  Seed  Com-  ®u  Saturdays, 
pany,  placed  five  different  ad-  3g  Accounts 

vertisements  in  the  Sunday 

Courier- Journal  and  three  in  Anderson  &  Cairns,  through 
the  combined  Courier- Journal  the  work  of  Mr.  Thomas,  is 
and  Times.  Krotzki’s  Flower  noted  for  its  detailed  medis 
Center  placed  five  ads  in  the  studies.  It  handles  the  accounts 
Times  and  five  in  the  Courier-  of  36  advertisers.  All  have  sc- 
Journal.  Lose  Brothers,  Inc.,  cess  to  the  results  of  th» 
bought  three  ads  in  the  Courier-  media  investigations.  In  adi- 
Journal;  four  in  the  Times;  and  tion  to  the  study  made  on  bulh 
six  in  the  Sunday  Courier-  advertising,  three  other  defini- 
Journal.  The  Cloverleaf  Garden  tive  media  analyses  were  com- 
Center  bought  four  ads  in  the  pleted  this  year  by  Mr.  Thoi^ 
Times  and  two  in  the  Courier-  Running  into  tens  of  thousaip 
Journal.  Kroger  placed  two,  one  of  facts,  they  sum  up  and 
in  the  Times  and  one  in  the  terpret  all  available  reade^P 
Courier- Journal.  Six  others  each  and  audience  data  on  busing 
ran  one  tie-in  advertisement.  publications  serving  office  equip- 


Detailed  Study 


publications  serving  office  equip¬ 
ment,  textile  and  commercial 
management  markets. 

The  study  for  the  Associated 


Early  this  year  Mr.  Thomas  ine  stuay  lor  tne  ass«^- 

completed  a  detailed  study  of  Growers  - 

the  36  newspaper  markets,  1-^®  question  which  had 
which,  while  showing  the  picture  years  ,,, 

was  more  mixed  than  expected,  ydsdom  of  contmumg  °  . 

tended  to  prove  that  Simday  insertions  as  opposed  to 
newspapers  offered  the  best  day.  It  was  argued  that  s 
media  buy  for  bulb  advertising,  work  weeks  funushed 
Conditions  varied  from  market  {Continued  on  page  20) 
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LehjghCo.Row 


City  Teamsters  I 


Pupils  Design  'Sighf  Posters 


Vote  Loyalty  to 
Parent  Uflim 


Cawncil  ••  Support 
Ouolod  lioornotionoi 
'lOOPorConT 


What  does  this  mean  to  Bulletin  adver¬ 
tisers?  It  means  that  their  messages  are  care¬ 
fully  considered— at  home—\n  the  newspaper 
Philadelphians  read,  respect  and  respond  to. 

The  Bulletin  goes  home  .  .  .  delivers  more 
copies  to  Greater  Philadelphia  families 
every  seven  days  than  any  other  newspaper. 


The  Evening  and  Sunday  Bulletin  prints  some 
40,000  local  news  stories  every  year.  These 
are  gathered  by  one  of  thf  world’s  largest 
local  news  staffs,  augmented  by  a  network  of 
special  correspondents. 

It  is  this  unique  reporting  of  the  big  and 
little  news  of  Greater  Philadelphia— together 
with  the  other  contents  of  a  great  metropolitan 
newspaper— that  has  helped  make  The  Bulletin 
a  trusted  member  of  the  household  through 
generations  of  Philadelphia  families. 


.Advertising  Offices:  Philadelphia  *  New  York  •  Chicago 
Representatives:  Sawyer  Ferguson  Walker  Company, 
Detroit  •  Atlanta  •  Los  Angeles  •  San  Francisco. 
Florida  Resorts:  The  Leonard  Company,  Miami  Beach. 


The  Bulletin  publishes  the  largest  amount  of  R.O.  P. 
color  advertising  in  Philadelphia^Evening  and  Sunday! 
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ADVERTISER  •  NEWSPAPER 


PIONEERS 


IN  ARIZONA 


1,2  and  3'Color 
ROP  lineage  1957 

Over  2,000,000  lines 

^  STAR  AND  CITIZEN 


IF  YOU  WANT  TO  COVER  ARIZONA  the 
Tucson  Star  &  Citizen  are  a  MUST.  The  Star 
&  Citizen  Retail  Trading  Zone  accounts 

for  ONE  THIRD  OF  THE  STATE'S 
POPULATION  AND  RETAIL  SALES! 


2  Independent  Newspapers  Produced  in  the  Same  Plant 
Represented  Nationally  by  Cresmer  &  Woodward,  Inc. 


Color  Marks 
Area  Fiesta 

Culver  City,  Calif. 

The  Culver  City  Star-News 
used  full  color  for  the  first  time 
in  its  35th  anniversary  edition 
heralding  the  commimity’s  an¬ 
nual  Fiesta  La  Ballona. 

A  five-column  reproduction  of 
a  color  picture  by  Gary  Brann, 
staff  photographer,  presented 
the  Fiesta  court.  A  half-page 
color  illustration  featured  a 
full-page  ad. 

The  move  provided  an  example 
of  small-city  newspaper  use  of 
color  as  the  combined  circula¬ 
tion  of  the  Star-News  and  its 
affiliated  Venice  Vanguard  is 
under  8,000. 

The  color  was  produced  from 
magnesium  plate  Lustroplate 
engravings  which  are  tap^  to 
the  press  cylinders.  These  were 
produced  for  the  newspaper  by 
Sta-Hi  Color  Service,  Inc.,  of 
Fullerton. 

The  color  is  but  one  of  many 
strides  the  newspaper  has  taken 
in  moving  from  small-paper 
operation  to  an  influential  and 
respected  daily  publication,  the 
S-N  observed  in  its  birthday 
message. 

“It  is  the  task  of  your  news¬ 
paper  to  collect  all  the  news, 
to  print  it  impartially  and  clear¬ 
ly  and  to  reserve  opinions  and 
comment  for  clearly-marked 
editorials,”  the  paper  reported. 


I  Tulip  Harvest 

j  (Continued  from  page  18) 


Saturday  gardening  opportuni¬ 
ties  and  that  nurseries  and  seed 
stores,  long  traditional  buying 
sources  for  Holland  bulbs,  and 
which  remain  open  Sundays,  are 
now  being  supplemented  by  a 
diversity  of  outlets  normally 
closed  Sundays. 

3  Points 

Three  points  in  favor  of  Sun¬ 
day  advertising,  however,  were 
advanced,  namely:  (1)  Sunday 
newspapers  generally  enjoy 
more  intensive,  leisurely  reader- 
ship;  (2)  editorial  support  on 
Sunday  is  usually  more  exten¬ 
sive;  and  (3)  Sunday  news¬ 
papers,  almost  without  excep¬ 
tion,  penetrate  into  suburban 
areas  to  a  much  greater  degree. 

In  the  36  cities  studied,  72 
newspapers  publish  either  gar¬ 
den  sections  or  garden  columns. 
Six  newspapers  print  no  regular 
garden  columns,  only  cover  this 
kind  of  news  occasionally.  Forty- 
six  newspapers  publish  Sunday 
garden  sections. 

EDITOR  &  PUB) 


Creative  Copy 
Chief  Named 
On  Ad  Staff 

Chicak 

Appointment  of  Athena  Rot 
bins  as  copy  director  of  the  ad¬ 
vertising  service  division  of  the 
Chicago  Tribune  was  announced 
this  week  by  W.  C.  Kurz,  Tiit 
une  advertising  manager. 

Miss  Robbins  will  superta 
all  phases  of  copy  planning  and 
writing  by  the  Tribune’s  ad  cop; 
staff,  which  each  year  creates 
more  than  10,000  advertisements 
for  advertisers,  Mr.  Kurz  said. 
She  will  direct  the  copy  stall  ii 
creating  and  developing  new  ad¬ 
vertising  themes  and  ideas. 

Miss  Robbins  will  also  cot 
tinue  to  consult  with  advertisers 
concerning  marketing  plans  and 
problems;  and  will  be  available 
for  special  creative  copy  and 
planning  projects.  She  his 
served  as  copy  consultant  for 
the  Tribune  ad  department’s 
copy  and  art  division  for  fin 
years. 

Bom  in  Decorah,  Iowa,  Miss 
Robbins  is  a  cum  laude  graduate 
of  Northwestern  University, 
with  first  final  honors  in  Eng¬ 
lish;  she  received  her  masters 
degree  from  Northwestern's 
Medill  School  of  Journalism. 

While  in  school  she  was  i 
reporter  for  the  Daily  North¬ 
western  for  four  years,  literary 
editor  of  the  Purple  Parrot  for 
two  years,  and  Chicago  editor 
of  a  fur  trade  publication.  After 
her  graduation  she  was  associ¬ 
ate  editor  of  Good  Ficmituri 
and  Decoration  Magazine  for 
four  years  before  joining  the 
Chicago  Tribune  staff  as  u 
advertising  copywriter  about  20 
years  ago. 

She  is  the  author  of  a  bo« 
on  flower  arranging.  Her  work 
in  collaboration  with  Artist  Ri0‘ 
Fletcher  on  “The  Old  Glory 
Story,”  which  is  syndicated  ^ 
the  Chicago  Tribune-New  Yon 
News  Syndicate,  has  earned 
Miss  Robbins  many  awards. 

• 

Miner  Takes  PR 
Job  with  Gas  Co. 

Chicam 

William  R.  Miner,  forme* 
head  of  the  public  relatioiis 
partment  at  Needham,  Louis  and 
Brorby,  Inc.,  has  been  nai^ 
public  relations  director  of  ® 
Peoples  Gas  Light  and  Coke  W 
Mr.  Miner  succeeds  Clayton  «• 
Cassidy,  who  has  been  namf 
assistant  to  the  vicepresident  n 
charge  of  sales. 

LISHER  for  September  20, 
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Dallas  1 

■ 

Big  new  lakes  in  Market  Dallas  foster  a  booming  new  outdoor  water  sports  industry! 
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Dallas 

"WATERPROOFS" 

its  Futurel 


Mow  witli  abundant  water,  Dallas  is 
entering  an  era  of  unprecedented  growth  and 
prosperit)  !  Dallas’  lakes,  including  three 
new  reservoirs,  are  filled  to  the  brim! 

There’s  enough  water  on  hand  to  last  Dallas 
for  the  next  ten  years  .  .  .  and  there’s 
more  to  come:  six  new  dam  sites  are  on  the 


HIGHLIGHTS  OF  DALLAS’  ECONOMY: 

•  Farmers  in  Market  Dallas  are  having  their  best  year! 

Huge  wheat  and  oat  crops  are  already  harvested  I  There's  a 
bumper  crop  of  maize!  Livestock  and  pastures  are  in  top  condition! 
Cotton  Prospects  are  excellent! 

•  Bank  deposits,  at  $2,156,291,804,  are  up  17.6% !  Resources  are  up 
14.8%  to  $2,441,793,646! 

•  Employment  is  higher  than  last  year! 

•  Department  store  sales  are  ahead  of  1957 ! 

•  Postal  receipts  are  up  8.2%  over  June,  1957! 

•  Building  permits,  up  9.5%  in  June,  are  8%  ahead  of  the  first  six 
months  of  1957! 

•  Consumption  of  electricity  is  up  29.4%  over  June  last  year! 


board  or  under  construction.  More  attractive 
to  industry  than  ever  before,  prosperous 
Dallas  is  now  better  prepared  for  expansion 
than  any  other  city  in  the  nation! 

To  share  in  Dallas’  prosperity,  advertise  in 
The  Dallas  Morning  News  .  .  .  the  only 
newspaper  that  delivers  Dallas  plus  the  larger 
Market  Dallas  that  contributes  over  a 
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♦  fourth  of  metropolitan  Dallas’  retail  sales! 
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Final  4- A  Report 
Confirms  Optimism 


A  total  of  225  American  As¬ 
sociation  of  Advertising  Agen¬ 
cies  members  out  of  335  have 
now  answered  the  4-A  question¬ 
naire  about  this  year’s  volume 
of  business.  The  final  report 
confirms  the  optimistic  prelimi¬ 
nary  report  of  the  first  188 
agencies  to  answer,  which  was 
released  July  31  (E&P,  Aug.  9, 
page  28). 


AD  AGENCIES 

Final  figures  are  as  follows: 

Reporting  on  agency  billing 
for  the  first  six  months  of  1958 
compared  with  the  correspond¬ 
ing  period  of  1957,  113  agencies 
were  ahead  (from  0.5%  to 
131%) ;  81  down  (from  1%  to 
60%) ;  said  “the  same;”  one  did 
not  answer. 

Estimates  for  the  second  six 
months  of  1958  compared  with 
the  second  half  of  1957  show 
100  up  (from  1%  to  125%); 


61  down  (from  1%  to  50%); 
61  the  “same;”  three  did  not 
answer. 

By  size  groups  there  were  no 
significant  differences  from  the 
general  pattern. 

More  ‘Ups’  Than  ‘Downs’ 

Geographically,  all  regions 
show  more  “ups”  than  “downs” 
for  both  six  months’  periods  ex¬ 
cept  the  East  Central  Region, 
which  includes  Detroit,  Cleve¬ 
land,  Cincinnati,  Dajrton,  Pitts¬ 
burgh  and  other  Michigan  and 
Ohio  cities. 

There  the  “downs”  exceeded 
the  “ups”  in  both  periods, 
whereas  in  the  4-A’s  preliminary 
report  the  second  half  was  a 
standoff. 

The  Western  Region  continues 
to  be  the  most  optimistic  about 
the  future,  predicting  by  more 
than  3  to  1  that  their  billing 
will  be  up  during  the  second 
half  of  1958. 


JWT’s  Longman  Sees 
Need  To  Test  Themes 

Testing  of  advertising  themes 
warrants  a  greater  expenditure 
of  time  and  money  than  testing 
any  individual  ad  embodying  it, 
according  to  Donald  R.  Long¬ 
man,  director  of  research,  J. 
Walter  Thompson  Co. 

He  spoke  on  “Putting  Copy 
Research  in  Perspective”  at  a 
lunch  meeting  of  the  San  Fran¬ 
cisco  Chapter,  American  Mar¬ 
keting  Association. 

In  the  present  stage  of  adver¬ 
tising  research,  work  on  themes 
is  probably  the  second  best  in¬ 
vestment,”  he  said,  “yielding  a 
better  return  per  dollar  of  cost 
than  the  testing  of  executions 
or  of  advertising  accomplish¬ 
ments,  but  not  so  much  as  quali¬ 
tative  work  which  helps  crea¬ 
tive  men  develop  themes  and 
ideas.” 

Mr.  Longman  noted  that  the 
success  of  a  theme  is  greatly 
influenced  by  the  way  it  is  pre¬ 
sented,  and  said  it  would  be 
unfortunate  to  discard  a  super¬ 
ior  theme  because  the  manner 
of  its  presentation  in  the  test 
was  less  effective  than  those 
used  for  other  themes  in  the 
test. 


MJ&A  Pontiac,  Cadillac 
Personnel  Realigned 

Ernest  A.  Jones,  president  o! 
MacManus,  John  &  Adams,  Inc 
has  announced  top-level  person¬ 
nel  changes  in  the  advertisiij 
agency’s  operations  groups  oi 
the  Pontiac  Motor  Division  and 
Cadillac  Motor  Car  Division  ac¬ 
counts. 

Hovey  Hagerman,  senior  vice- 
president,  becomes  Cadillac  ao 
count  supervisor  under  Charles 
F.  Adams,  vicepresident  and  a- 
ecutive  assistant  to  Mr.  Jones 

Mr.  Hagerman’s  former  poK 
as  supervisor  of  the  Pontiat 
Motor  account  is  assumed  b; 
James  H.  Graham,  who  has  bee 
Pontiac  account  executive. 

Robert  E.  Field,  who  has  bee 
assistant  account  executive  for 
Cadillac  becomes  account  execn- 
tive.  Colin  John,  associate  «- 
count  executive  succeeds  Mr. 
Graham  as  Pontiac  account  ex¬ 
ecutive. 

James  E.  McGuire,  assists:: 
Pontiac  art  director  becomes  u- 
sociate  art  director  of  that  «• 
count,  and  Robert  L.  Saffellhii 
been  named  Pontiac  aemr. 
manager,  responsible  for  co¬ 
ordination  of  all  print,  radio  ud 
television  advertising. 
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MORE  PROOF 

THAT  THE  TRIB  MOVES 

THE  BIG  WHEEL  FAMILIESI... 


The  new  Herald  Tribune  Home  Study  on  Long  Island  shows  that  63%  of  TRIB  families 
have  incomes  in  excess  of  $7000  a  year . . .  almost  30*^0  exceed  $10,000  . . . 
and  over  10%  are  in  the  $15, 000-plus  bracket!  These  are  the  quality 

,  .  new  YORK 

families  that  buy  quantity  . . .  the  families  with  more  wants . . .  _ 

more  able  and  willing  to  buy.  They’re  the  big  reason  why  the  TRIB  gives  ^Ll  ^  I  A  ^ 

you  more  results  per  advertising  dollar!  Get  all  the  details . . . 

.U.  vt™  mDini  TODAY’S  VITAL  NEVYSPAPER! 


you  more  results  per  advertising  dollar!  Get  all  the  details . . . 
get  the  top  of  the  New  York  Market ...  get  in  the  TRIB! 
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230  W««t  41  St  8tr*«t.  N«w  York  38.  N.  V. 

•  A  European  Edition  of  the  Herald  Tribune  ia  publiahed  daily  in  Paris 


ADVERTISER  •  NEWSPAPER 


MilwaAee  Sentinel 
Given  lop  Award 
For  ROP  Color 


Recogniied  as  a  Leader 
in  Color  Reproduction 
at  Recent  Color  Conference 

Recognized  its 

chanical  Sentinel  was 

advertising,  the  M  ^  Award  at 

given  a  coveted  Sep- 

the  coior  con^renc  in  ^ference. 

lember  16.  At  this  yeai  ^  g 

“'Jr  ^  »TweT2ven  wards  by  Edi¬ 
tor  &  PuWUher.®national  newspaper 

trade  for  excellent  me- 

"■■‘=^rs’^Sc'’aave^ 

full  page  ‘“If PoVd  Motor 

black  kdvert^ment  of 
Company  (Ford  November 

SPfo57  The  agency  placing  the  copy 
'■  ft  wStr  Thompson  Company. 

"“^cimmSg  on  tSe  award, 

P“’''?hf  SSis  very 
been  of  s®”  “  'the  wiy  capable  panel 
Stdgr  Of  course,  credit  for  the  fin- 
ished  printed  Product  ^es  o 

‘"“"Nt^Sl  handling  other  than  our 

th" ‘SveXement.  Obviously  the 

pUstic  printing  ‘ur 

Agency  »eoe  of  the  best  Bm  g 

ssr'i'Srg-s.s 

indication  that  there  wui 

""Varst  tSsSig 

natSnal  advertising  representative  for 
the  Sentinel. 


Restrictions 
Remain  on 
Liquor  Ads 

Winnipeg,  Man. 

Despite  the  change  in  pro¬ 
vincial  governments,  Manitoba 
newspapers  had  their  hopes 
dimmed  that  there  would  be 
any  changes  in  the  legislation 
controlling  liquor  advertising  in 
the  province. 

Manitoba’s  new  premier.  Duff 
Roblin,  whose  Conservative 
party  succeeded  Liberal  premier 
Douglas  Campbell,  said  in  an 
interview  that  he  plans  no 
changes  in  the  law  which  now 
permits  “institutional  adver¬ 
tising.” 

Mr.  Roblin  told  both  newsmen 
and  officials  of  the  United 
Church  of  Canada  that  he  can 
see  no  necessity  for  a  change  in 
the  regulations.  During  the  last 
session  of  the  legislature,  many 
Manitoba  papers  took  up  the 
cudgel  for  permission  to  take 
liquor  ads  or  beer  ads,  es¬ 
pecially  in  view  of  the  fact  that 
Manitoba  has  voted  to  allow 
cocktail  lounges  and  liquor  by 
the  drink. 

The  Campbell  government  in¬ 
dicated  on  many  occasions  that 
it  would  have  liked  to  see  even 
institutional  advertising  ended. 
The  Manitoba  Liquor  Control 
Commission,  which  is  a  multi¬ 
power  group  in  the  province, 
published  an  interpretation  of 
allowable  liquor  ads  which  are 
pretty  well  accepted  by  the 
provincial  government. 

The  interpretation  states  “the 
commission  will  authorize  pub¬ 
lishing  of  notices  or  announce¬ 
ments  which  are  of  a  public 
service  or  educational  nature  in 
the  newspapers.  Such  notices 


may  contain  the  corporate  na 
of  the  manufacturer,  but 
size  and  position  of  the  printq 
of  that  name  shall  be  such  th 
it  is  clearly  subsidiary  to 
subject  matter  of  the  notice.*! 

In  recent  weeks,  two  Win 
peg  breweries  have  inser 
institutional  ads  in  Winnip 
papers. 

At  one  time  during  the 
bate  in  the  legislature  on  liq 
advertising,  an  interpret 
claimed  that  Manitoba  con 
prohibit  anyone  from  selling  i| 
magazine  containing  liquor ; 
However,  this  interpretati 
never  gained  credence. 


Chicago  Bank  Uses 
1st  ROP  Color  Ad 

Chic 

A  colorful  new  look  came  b 
Chicago  bank  advertising  lib 
week  when  the  Chicago  Tribm, 
published  its  first  full-run  RW 
color  bank  advertisement. 

The  blue-and-black  ad,  fna 
the  Exchange  National  Bank  of 
Chicago,  promoted  personal,  ex¬ 
ecutive,  and  commercial  loaiL 
A  coupon  inviting  inquiries  foe 
more  information  was  also  »•' 
eluded. 

More  than  825,000  lines  of] 
color  advertising  were  publishdj 
during  the  first  seven  mon 
of  1958  by  the  Tribune,  whid] 
has  carried  a  significant  volo 
of  color  since  1929.  Howetn* 
previous  color  bank  ads  ap¬ 
peared  only  in  zoned  editions  of 
the  paper  which  were  circulslil; 
in  the  neighborhood  of  the  bank 
advertiser. 


Woodard  Heads 
Gary  Ad  Staff 

Gaby,  Ini 

H.  B.  Snyder,  editor  and  pok- 
Usher  of  the  Gary  Post-TribvM, 
announced  the  following  addi¬ 
tions  to  staff: 

Jerry  Woodard  has  beo 
named  as  advertising  director 
of  the  paper;  Edson  Page  has 
joined  the  staff  as  creative  ad 
director;  Valerie  Glenn  as  ad¬ 
vertising  artist;  and  Jerry  Clark 
as  promotion  director. 

• 

Waxed  Wrapper  Ad 

With  its  issue  of  Aug.  28  tk»| 
St.  Augustine  (Fla.)  Be® 
joined  the  growing  list  of  n< 
papers  throughout  the  U.S. 
have  carried  a  sheet  of  w* 
bread  wrapper  as  a  full-] 
ad.  Advertiser  was  City  Ba 
Co.,  local  baker  of  “Hols 
bread.  Regular  rate  wall 
charged. 
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F  ILL  COLOR  for  your  Oaily  Newspaper  Advertising 


Available  Now!  Available  Here! 

I 

i  EASTERN  COLORTYPE  CORPORATION 


Jell-0  Chiffon  Pie . . .  newest  dessert  wonder 


Make  glamorous  Chiffon  Pie  in  mere  minutes 


MooREMACK  Announces 

LUX®  V  UNSRS  TO  SOUTH 

' _  A _ U..  WnvMc  Dec.  12. 19S8 


IWU  oUrc.rMD  - -  -  iota 

«  Br«it  V0,.ke  Sept.  12. 1958  ss  »rg«rtin.  V„.*.  Dec.  12. 1958 


FULL 

COLOR 

“Hi-Fidelity”  Color  for  your 
Daily  Newspaper  Advertising 

You  know  it’s  possible— you’ve  seen  it  done!  You’ve 
felt  the  impact  of  the  brilliant,  full-page,  full-color 
advertisements  on  coated  paper  for 
. . .  Jell-O  Chiffon  Pie 

Moore-McCormack  Lines  .  .  • 
created  by  our  client,  Young  &  Rubicam,  Inc.  These 
advertisements  appeared  in  daily  editions  of  Los  An¬ 
geles  Examiner,  Detroit  News,  New  York  World 
Telegram  and  Sun,  Philadelphia  Inquirer,  and  were 
produced  by  our  process. 

This  color  process  is  now  available  in  I-  and 
2-page  units  to  other  advertisers  and  their  agencies, 
and  brings  to  them  for  the  first  time  these  important 
advantages: 

FL  LL  COLOR  when  you  want  it— on  week  days 
when  the  stores  are  open. 

FL  LL  COLOR  where  you  want  it— you  contract  for 
space  only  in  the  papers  and  the  markets  you  want. 

FL  LL  COLOR  of  magazine  quality — to  put  your 
co-op  dollar  to  work  to  make  your  campaign  pay  off 
where  the  sales  are  made— in  the  local  markets! 

HERE’S  HOW  YOU  DO  IT: 

1.  Contract  with  your  newspaper 
for  the  space. 

2.  Then  we  do  the  rest.  Your 
Production  Department  turns 
over  art  work  and  copy.OnO.K. 
of  proofs,  we  supply  pre-printed 
rolls  to  the  newspapers  you  have 
selected. 

The  cost?— less  than  the  postage 
for  a  mail  campaign— leu  than 
you'd  think! 


DESIGNER’S 

CLINIC 

Special  design  tech¬ 
niques  are  available 
for  making  the  most 
of  this  “fluid"  adver¬ 
tising  medium.  Have 
your  creative  people 
get  in  touch  with  us! 


LEIGHTON  ASSOCIATES,  INC. 

Division  of 

EASTERN  COLORTYPE  CORP. 

9  Brioliloii  Road,  ('.liflon.  J. 

LiirlitI  BItlo..  Llrvfluntl.  tFliio 
Telephone:  Oxford  7-9700  in  New  York  City 
PRescott  7-3400  in  New  Jersey 


ADVERTISER 


Newspapers’ 


NEWSPAPER 

>  ‘Back-to-School’ 

-  S  Issue  Aids  Sales 


Cost-Per-M 
Bests  TV’s  1 

Newspaper  advertising,  on  the 
basis  of  cost-per-1,000,  has  a  i 
“clear-cut  advantage”  over  net-  ( 
work  television  —  daytime  or  < 
nighttime  —  according  to  a  < 
study  just  released  by  the  Re-  ( 
search  Department  of  the  i 
Bureau  of  Advertising,  ANPA.  1 
Several  different  sets  of  cal-  • 
culations  in  the  Bureau’s  latest  ' 
“valuable  Data  About  News-  1 
papers”  give  newspapers  a 
superiority  ranging  from  38% 
to  79%  over  network  TV. 

A  similar  study  recently  is-  ' 
sued  by  the  Bureau  showed  that 
newspaper  ads  were  40%  more 
efficient  than  spot  announce¬ 
ments  on  television. 

The  new  analysis  presents  the 
following  comparisons: 

38%  Difference 

1.  A  600-line  newspaper  ad 
produces  1,000  “noters”  for 
(5.52,  against  $7.63  per  1,000 
commercial  viewers  for  a  typi¬ 
cal  30-minute  evening  network 
show.  This  is  a  difference  of 
38%. 

2.  When  a  200-line  ad  is  com¬ 
pared  with  a  single  commercial 
on  a  half-hour  evening  program, 
the  cost  differential  in  favor  of 
newspapers  is  79%.  (This  com¬ 
parison  is  presented,  the  Bureau 
States,  “for  advertisers  who  are 
accustomed  to  analyzing  their 
costs  on  the  basis  of  an  indi¬ 
vidual  commercial.”)  The  costs 
per  1,000  are  $2.74  for  news¬ 
papers,  $4.91  for  television. 

3.  A  600-line  grocery  ad  in 
newspapers  delivers  141  “con¬ 
firmed  women  noters”  for  every 
100  women  noters  of  commer¬ 
cial  messages  on  a  quarter-hour 
^ytime  network  tv  show.  This 
is  a  difference  of  41%. 

60%  Advantage 

4.  When  a  200-line  grocery 
id  is  compared  with  a  single 
commercial  on  a  quarter-hour 
daytime  program,  the  newspaper 
advantage  is  60%,. 

In  its  publication,  the  Bureau 
presents  figures  on  circulation 
and  audience,  ad-noter  and  com¬ 
mercial-audience  totals  and 
other  statistical  items  entering 
mto  the  computations.  It  also 
offers,  on  request,  a  complete 
Wplanation  of  the  data  in  the 
•^Port,  obtainable  from  the  Re- 
March  Department  in  the  New 
York  office. 


Gary,  Ind. 

A  huge  “Back-to-School”  issue 
published  recently  by  the  Gary 
Post-Tribune  was  credited  with 
breaking  the  three-year  reces¬ 
sion  here. 

As  a  result  of  the  advertising 
in  the  Post-Tribune,  thousands 
of  shoppers  lined  the  streets  to 
establish  the  largest  buying 
crowds  in  the  past  three  years. 
Observers  were  quoted  as  say¬ 
ing  that  “every  youngster  on 
the  sidewalks  was  sporting  new 
shoes.”  In  addition  to  the  clothes 
being  worn,  many  additional 
parcels  were  being  carried. 

Mrs.  D.  Perry,  executive  sec¬ 
retary  of  the  Downtown  Gary 
Council,  stated  that  all  retail¬ 
ers  reported  an  upturn,  with 
those  having  placed  ads  in  the 
“back-to-schooi”  edition  showing 
a  decided  sales  inci'ease. 

Ads  and  editorial  copy  in  the 
52-page  edition  were  slanted  to 
the  parents  and  youngsters  of 
school  age.  Special  features  were 
inserted  to  attract  buyers  to 
patronize  the  downtown  Gary 
stores. 

• 

DelMonte  Color  Ad 
Serves  as  Recipe 

Chicago 

Six  of  Trader  Vic’s  Polyne¬ 
sian  pineapple  tricks  are  fea¬ 
tured  in  an  ROP  color  page  for 
DelMonte  plantation  pineapple. 
The  full-color  ad,  designed  so  it 
can  be  folded  into  a  recipe  book¬ 
let,  is  part  of  an  ROP  color  cam¬ 
paign  DelMonte  is  running  in 
the  Chicago  Tribune's  Weekly 
Illustrated  Food  Guide.  It  ap¬ 
peared  in  the  Food  Guide  on 
Friday,  Sept.  19,  and  is  also 
scheduled  for  publication  in  the 
Chicago  Daily  News.  McCann- 
Erickson  is  the  advertising 
agency. 


PERSONNEL 

MANAGER 

OPPORTUNITY  for  as¬ 
sistant  personnel  manager 
on  large  paper  or  person¬ 
nel  manager  of  smaller 
one  to  take  over  existing 
vacancy  as  head  of  6-per- 
son  department  on  large 
eastern  metropolitan 
newspaper.  Functions  now 
include  employment,  test¬ 
ing,  some  training,  insur¬ 
ance,  employee  relations 
and  activities,  house  organ 
and  suggestion  system.  No 
labor  negotiations.  Box 
3900,  Editor  &  Publisher. 


COUERHGE 

ALWAYS  ON  THE  WAY  UP! 


_  i  X 

A  A 

EVENING  CITY  ZONE  LACKA.COUNTY 

0imc3 . 80%  71% 

MORNING 

TRIBUNE . 437o  43% 

SCRANTONIAN ....  62%  59% 


source:  figures  ASCERTAINEOSylCheSimrs 

USING  ABC  AUDITORS  REPORT  YEAR  ENDING 
JUNE  30,1957 


>  GEORGE  AMcDEVITT  COL,  INC.  National  Represenia  fives 
» New  York. Chicago,  Philoddphia,DetrDltLos  Angetes 
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/  Advertisers  in  New  York  News,  1957 

/  /  Spent  more  money  in  The  News  than  in  any  other  New  York  City  newspaper 


Total  U.  S.  Spent  In  News  % 
Expenditure  N.Y.  News  in  N.Y. 

/  1  General  Motors  Corp.  $52,390,306  $729,431  16.9 

//  2  Ford  Motor  Co .  31,533,144  601,635  24.7 

✓  /  3  Chrysler  Corp .  26,144,287  501,614  23.5 

/  /  4  Lever  Bros.  Co .  14,288,510  606,840  47.8 

5  Distillers  Corp.— 

Seagram’s  Ltd .  11,781,350  669,431  33.3 


/  /  6  Colgate-Palmolive  Co.  . 
/  /  7  National  Distillers 

&  Chemical  Corp . 

✓  ✓  8  Schenley  Industries,  Inc. 
/  /  9  Procter  &  Gamble  Co. 
/✓  10  General  Foods  Corp . 


8,663,208  393,149  43.0 

8,541,769  186,343  35.3 
8,295,414  181,515  36.1 
7,939,655  246,390  47.5 
7,917,380  169,861  42.4 


// 11  National  Dairy 
Products  Corp. 

/  / 12  General  Electric  Co. . 

✓  / 13  Philip  Morris  &  Co.,  Inc. 

✓  / 14  American  Tobacco  Co. 

/ 15  Studebaker-PackardCorp. 


6,848,351  376,438  47.5 
6,799,213  322,164  47.1 
5,464,195  278,027  43.3 
5,265,110  238,983  32.8 
4,804,199  93,153  24.9 


/  / 16  R.  J.  ReynoldsTobacco  Co. 

// 17  Campbell  Soup  Co . 

✓  ✓  18  P.  Lorillard  Co. . 

/✓  19  Eastern  Airlines  Inc . 

/  /  20  Hiram  Walker-Gooderham 
&  Worts,  Ltd. 


4,600,007  160,994  38.0 
4,493,783  458,512  77.4 
4,205,610  202,941  28.4 
4,174,114  346,977  24.2 

4,076,145  139,397  28.2 


/✓21  Quaker  Oats  Co. 

//  22  Standard  Brands,  Inc. 

23  Coca-Cola  Co. . . . 

//24  Gulf  Oil  Corp. . . 

/  /  25  National  Biscuit  Co . 


3,839,399  198,935  67.3 
3,743,465  117,263  27.7 
3,469,297  - 

3,366,630  54,026  20.4 
3,362,597  218,685  78.0 


// 26  Gillette  Co. 

✓  /  27  Armour  &  Co. 

✓  /  28  Bristol-Myers  Co. . 
/  29  Pillsbury  Mills,  fnc. 

✓  ✓30  Pepsi-Cola  Co . 


3,212,481  202,950  60.7 
3,188,021  154,500  61.9 
3,120,537  232,626  58.5 
3,114,078  55,666  32.6 
3,087,613  112,714  34.7 


✓  31  Doubleday  &  Co.,  Inc . 

✓  ✓32  General  Mills,  Inc . 

✓  ✓  33  GoodyearTire&RubberCo. 

/  /  34  American  Motors  Corp . . 


2,965,086  113,718  19.4 
2,910,816  41,707  34.8 
2,906,589  133,490  75.3 
2,807,997  52,817  34.5 


Total  U.  S.  Spent  in  Newt  % 
Expenditure  N.Y.  News  in  N.Y. 


✓  ✓  35  Liggett&MyersTobaccoCo. 

✓  ✓  36  Standard  Oil  Co.  (Indiana) 
/  /  37  Jos.  Schlitz  Brewing  Co. 

✓  ✓  38  Westinghouse  Elec.  Corp. 

✓  ✓39  Standard  Oil  Co.  (N.  J.) ... 

✓  ✓40  Liebmann  Breweries,  Inc. 

✓  41  Socony-Mobil  Oil  Co.,  Inc. 
/✓  42  Wesson  Oil  & 

Snowdrift  Sales  Co . 

✓  43  American  Airlines,  Inc. 
// 44  Sterling  Drug,  Inc. 

✓  ✓45  Kellogg  Co. . 

46  Carnation  Co.. . 

✓  47  Trans-World  Airlines,  Inc. 

✓  ✓48  Carter  Products,  Inc. 

✓  49  Curtis  Publishing  Co. 

✓  50  United  Air  Lines,  Inc. 


2,763,668  182,470  41.7 
2,763,047  6,595  26.9 

2,711,244  110,245  39.0 
2,686,786  55,566  42.3 
2,682,164  117,449  36.4 

2.644.463  595,403  32.6 
2,563,252  64,035  20.0 

2,516,264  184,170  65.9 
2,498,676  96,225  17.8 
2,423,801  170,557  59.2 
2,422,979  122,126  57.8 

2.409.464  -  - 

2,387,818  162,017  22.2 
2,372,555  89,836  41.8 
2,323,734  36,160  5.4 
2,280,948  104,609  22.2 


✓  51  Hunt  Foods  & 

Industries  Inc . 

✓  ✓52  Shell  Oil  Co. 

✓  53  Du  Pont  De  Nemours  &  Co. 

✓  ✓54  Philco  Corp. . 

✓  ✓  55  Continental  Baking  Co. 

✓  ✓  56  Warner-Lambert 

Pharmaceutical  Co., Inc. 

✓  ✓  57  Prudential  Insurance  Co. 

✓  ✓  58  Borden  Co . 

59  Wm.  Wrigley  Jr.  Co. 

✓  60  Sun  Oil  Co.  . 

✓  61  G.F.Hueblein  &  Bros.,  Inc. 

✓  ✓  62  AmericanHomeProd.Corp. 

✓  ✓63  Nestle  Co.  Inc.,  The  . 

✓  64  GlenmoreDistillersCo.,lnc. 

✓  65  Pan  American 

World  Airways . 

66  Phillips  Petroleum  Co. . . 

✓  67  Renfield  Importers,  Ltd.  .. 

✓  ✓  68  Swift  &  Co. 

✓  ✓69  Standard  Oil  Co. (Calif.)  .. 


2,270,875 

4,710 

2.7 

2,240,129 

60,300 

37.4 

2,224,897 

70,678 

18.4 

2,130,415 

92,438 

59.6 

2,126,142 

75,010 

70.6 

2,101,024 

143,748 

55.2 

2,066,847 

115,081 

56.9 

2,037,519 

110,089 

37.3 

2,030,673 

— 

— 

1,988,756 

46,119 

30.6 

1,950,250 

82,815 

22.5 

1,919,172 

60,853 

40.0 

1,889,158 

155,868 

42.2 

1,834,818 

10,472 

25.3 

1,824,054 

59,849 

9.6 

1,774,172 

_  — 

— 

1,756,395 

68,909 

20.4 

1,754,464 

36,289 

69.5 

1,749,413 

16,124 

45.0 
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✓  ✓70  Hawaiian  PineappleCo., Ltd.  1,724,467 

✓  ✓  71  Publicker  Industries,  Inc. . 

✓  72  Brown-Forman 

Distillers  Corp.  . . 

✓  73  Institute  of  Life  Insurance 

✓  ✓74  H.  J.  Heinz  Co . 

75  Stokely-Van  Camp,  Inc. . 

✓  76  Time,  Inc . 

✓  ✓77  Johnson  &  Son,  Inc . 

✓  78  Radio  Corp.  of  America 

✓  79  National  Airlines,  Inc. 

✓  80  Delta  Airlines,  Inc. . . 

✓  81  Reader’s  Digest  Assn.,  Inc. 

✓  ✓82  FirestoneTire&RubberCo. 

✓  ✓83  Plough,  Inc.  . . 

✓  ✓84  Anheuser-Busch,  Inc . 

✓  ✓85  Canada  DryGingerAle,lnc. 

✓  /  86  Corn  Products  Refining  Co. 

✓  ✓  87  Cannon  Mills,  Inc. 

✓  ✓  88  Beacon  Co. . 

✓  89  Brown  &  Williamson 

Tobacco  Corp. . 

✓  90  Whirlpool  Corp . 

✓  /  91  California  Packing  Corp. 

✓  ✓  92  B.  F.  Goodrich  Co . 

✓  ✓  93  Sinclair  Refining  Co . 

✓  ✓  94  Rath  Packing  Co. 

✓  ✓  95  Allstate  Insurance  Co. 

✓  ✓  96  New  York  Life 

Insurance  Co...... . . 

✓  ✓97  Stanley  Warner  Corp. . 

✓  ✓  98  Helene  Curtis  Industries 

✓  ✓  99  Libby,  McNeill  &  Libby . 

✓  ✓  100  Motorola,  Inc . 


Total  U.S.  Spent  m  Nawt% 

Expenditure  N 

.Y.News  lnN.Y. 

1.  1,724,467 

85,358  44.7 

1,718,057 

98,068  41.8 

1,672,502 

7,042  11.7 

1,647,960 

31,443  20.0 

1,633,303 

145,010  61.8 

1,632,450 

—  - 

1,630,860 

11,430  1.6 

1,575,904 

104,421  52.6 

1,572,306 

142,130  39.5 

1,571,710 

160,995  21.5 

.  1,519,608 

60,561  23.4 

1,504,352 

44,783  27.0 

,  1,456,512 

66,378  57.2 

1,429,079 

93,212  55.3 

1,381,452 

105,944  74.5 

.  1,373,549 

64,261  24.6 

.  1,372,919 

83,096  59.8 

1,366,753 

67,897  55.9 

.  1,322,401 

160,162  40.0 

.  1,316,102 

45,956  19.7 

,.  1,314,338 

80,216  39.8 

1,310,805 

84,999  54.5 

.  .1,306,867 

20,472  27.5 

1,265,346 

43,420  37.9 

1,256,470 

40,200  34.1 

1,238,246 

64,088  68.7 

..  1,226,901 

76,150  59.3 

..  1,211,793 

19,852  38.7 

1,205,572 

116,394  69.6 

1,197,422 

42,816  51.1 

..  1,154,735 

98,490  100. 

TOTAL 


$395,551,133  $14,164,951  33.1 


THE  H  NEWS,  New  York’s  Picture  Newspaper 

with  more  than  twice  the  circulation,  daily  and  Sunday, 
of  any  other  newspaper  in  America 
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CALLS 

ROANOKE 

NEWSPAPERS 

a  “Fabulous 
Organization” 


Coverage  in 
Roanoke  City 


Coverage  in 
61  principal 
cities  and  towns 


Coverage  in 
16-county 
primary  market 


Roanoke  is  the  center 
of  all  business 

activity  in  an  area  covering 
16  counties  and  over  550,- 
000  population.  The  Roan¬ 
oke  Newspapers  are  by  far 
your  best  advertising  media 
profit-wise. 


Roanoke-“Burgoyne”  City-Ideal  Test  Market 


ROANOKE 


TIMES  AND 
WORLD-NEWS 


National  Representatives 

SAWYER  —  FERGUSON  —  WALKER  CO. 


Sliding  Scale  Rates 
Give  Advertiser  Bonus 


An  accelerated  increase  in  the  group  have  an  average  of  12r< 
number  of  daily  newspapers  of-  discounts  available  to  an  adver 
fering  sliding  scale  rates  accord-  tiser  using  25,000  line  volume  i 
ing  to  volume  has  been  noted  by  year,  this  would  reduce  aggit- 
the  J.  Walter  Thompson  Co.,  one  gate  net  line  rate  for  the  fall 
of  the  heaviest  users  of  news-  list  to  $89.85.  On  his  25,000  lim 
paper  linage  and  for  years  a  volume  this  could  represent  t 
strong  advocate  of  discount  rate  savings  of  $98,000  per  yer 
structures  for  newspapers.  Since  from  original  estimates  at  th 
1956,  20  dailies  representing  a  ‘open’  line  rate.” 
circulation  of  nearly  five  million  or,. 

—an  increase  of  63%— changed  Advanlage 

from  a  flat  to  a  sliding  scale  The  increasing  prevalence  of 
rate.  sUH  incr  scaIp  Hifironnfjs  nromitRt 


irom  a  nat  to  a  siiaing^  scale  The  inci'easing  prevalence  of 

sliding  scale  discounts  promise 
58  Papers  on  List  a  three-fold  advantage  to  tht 

newspapers  themselves,  Mr 
A  study  recently  completed  by  Porter  said, 
the  agency’s  Media  Research  “First,  the  sliding  scale  m 
Department  reveals  that  a  total  helps  return  newspapers  as  i 
of  58  daily  newspapers,  repre-  whole  to  a  more  competitiw 
senting  22%  of  the  entire  U.  S.  basis  with  other  media.  This  is 
daily  newspaper  circulation,  now  important  when  you  realize  thi: 
offer  the  sliding  scale  rate  bene-  in  1939  newspapers  share  of 
fit  to  national  advertisers.  total  national  advertising  wis 

“If  this  trend  continues,”  ac-  31%  and  in  1957  this  hid 


fit  to  national  advertisers.  total  national  advertising  wis 

“If  this  trend  continues,”  ac-  31%  and  in  1957  this  hii 
cording  to  Arthur  A.  Porter,  dropped  to  27%.  Secondly,  slid 
vicepresident  and  media  direc-  ing  rates  encourage  the  larger 
tor,  “it  cannot  help  but  increase  advertiser  to  give  newspapers 
the  incentive  for  an  advertiser  more  business.  And  finally,  they 
to  get  in  and  really  do  a  strong  enable  the  newspaper  to  pa'- 
selling  job  for  his  product  along  to  its  advertisers  some  of 
through  newspapers.  What  it  the  savings  effected  by  a  volw 
actually  means  is  that  an  adver-  sale,  long  an  established  prin 
tiser  is  now  getting  a  bonus  in  ciple  of  competitive  America' 
newspaper  advertising  he  wasn’t  business.” 
getting  a  few  years  ago.”  For  the  agency  and  adver 

.  ....  tiser,  according  to  Mr.  Porter 

^  the  new  trend  provides  an  op 

The  JWT  report  reveals  that  Portunity  to  improve  schdules 
sliding  scale  rates  are  particu-  secure  greater  continuio 

larly  important  now  in  the  na-  available  budget.  In  » 

tion’s  largest  circulation  news-  ^_*T.ion,  in  situations  where  ro 
papers.  It  shows  that  sliding  comparisons  are  a  factor  s, 
scale  ROP  rates  are  now  avail-  determining  the  length  of 
able  in  six  of  the  11  U.  S.  news-  discount  eam^  by 

papers  with  over  half  a  million  advertiser’s  anticipate  annul 
circulation— representing  55%  ’"ay,  an  importir 

of  the  papers  with  61%  of  the  Tieanng  on  these  decisions, 
circulation  in  this  category.  • 

Similarly,  30  of  the  111  U.  S.  t»  l 

newspapers  with  circulations  Hartley  Publishes 

ranging  from  100,000  up  to  a  Columbus  Weekly 

half  million,  representing  27%  ^ 

of  the  circulation  in  this  cate-  ^ 

gory,  now  offer  sliding  scale  Eastern  Review,  a 

community  weekly  newspaper 

Mr.  Porter  points  out  that  this  ^ade  its  appearance  in  Coluro 
concentration  of  sliding  scale  an  Saturday  morning,  *P 
rates  among  the  larger  circula-  paper  is  contain 

tion  newspapers  means  consid-  a  green  cover  page, 
erable  savings  for  those  adver-  C.  Carlton  Hartley  is  pu** 
tisers  placing  their  newspaper  lisher.  Other  Hartley  New^ 
advertising  in  the  major  mar-  pers  include  the  Hilltop  Reeon. 
kets.  West  Side  News,  South  Sid« 

“For  example,”  he  said,  “the  Leader,  West  Rural-Urba* 
aggregate  open  line  rate  for  all  News  and  South-East  Rural' 
122  papers  with  over  100,000  Urban  News.  Mr.  Hartley  >-* 
circulation  is  $93.77.  Since  the  also  publisher  of  the  GreenfitU 
36  sliding  scale  papers  in  this  (Ohio)  Daily  Times. 
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ADVERTISER  •  NEWSPAPER 


Paper  to  Use 
Own  Space  to 
Back  Up  Ads 

Greenville,  Tex. 

Publisher  Matt  Sheley  of  the 
Greenville  Herald-Banner  is 
turning  to  in-paper  promotion 
to  provide  a  more  glamorous 
merchandising  service  for  na¬ 
tional  advertisers. 

He  advised  agrencies  this  week 
about  the  “remodeling  job” 
that’s  being  done.  His  letter 
stated: 

“In  approaching  the  creation 


^The  Baltimore  Sun 


♦The  Boston  Globe 


Buffalo  Courier- 


Express 


Des  Moines 
Register  &  Tribune 

Iowa  Farm 
&  Home  Register 


Minneapolis 
Star  and  Tribune 

New  York 
Herald  Tribune 

The  Pontiac  (Michigan) 
Press 

Poughkeepsie 
New  Yorker 


*  KcprcMntIng  in 
Chicago  and  Oatrolt  only 


of  a  new  and  better  service  to 
national  advertisers,  the  Herald- 
Banner  publisher  and  advertis¬ 
ing  personnel  reached  the  con¬ 
clusion  that  probably  the  most 
neglected  method  of  merchan¬ 
dising  national  advertising  is 
through  the  newspaper  itself; 
in-paper  promotion.  And  that  is 
where  much  of  our  heavy  am¬ 
munition  will  be  used  in  the 
promotion  of  national  advertis¬ 
ing,  particularly  in  the  intro¬ 
duction  of  new  products. 

Sustained  Promotion 

“However,  continued  heavy 
emphasis  will  be  placed  on  sus¬ 
tained  promotion  of  continuing 
schedules,  through  merchandis¬ 
ing  letters  and  sales  of  tie-ins. 


Wkai^ 


We  cannot  neglect  the  ‘old 
friends’  (our  steadies)  for  the 
one-date  affairs. 

“Spot  Surveys  by  the  news¬ 
papers  will  be  another  feature 
offered  to  national  advertisers, 
and  their  agencies.  If  you  plan 
a  campaign  in  our  $50,000,000 
market,  it  will  be  our  pleasure 
to  personally  help  you  ‘get’  the 
product  into  the  store  and  into 
the  market.  Or  the  Herald-Ban¬ 
ner  will  put  you  in  contact  with 
a  selected  group  of  consumers 
for  testing  or  sampling. 

“Readership  surveys  can  be 
furnished  as  well.  All  we  need 
to  know  is  what  you  want,  how 
you  wish  to  approach  the  mar¬ 
ket,  and  the  Herald-Banner  and 
its  staff  will  immediately  go  to 
work  —  with  and  for  you.” 


Agency  Billing  List 
In  E&P  Sept.  27 

Editor  &  Pubushis’s  sec¬ 
ond  annual  tabulation  of  ad¬ 
vertising  agencies  accordinj 
to  their  1957  newspaper  ad¬ 
vertising  billings  will  be  pre¬ 
sented  in  the  Sept.  27  issue 

Figures,  compiled  by  Editos 
&  Publisher  through  ques¬ 
tionnaires  sent  to  major  agen¬ 
cies,  will  show  that  432  agen¬ 
cies  billed  a  total  of  $3,978- 
719,277,  of  which  $753,161,311, 
or  18.9%  were  in  newspapers. 

The  listing  will  present  eacf. 
agency’s  total  billings,  news¬ 
paper  billings,  percentage  to 
the  totals  and,  as  a  new  fea¬ 
ture,  the  percentage  of  the 
agency’s  total  newspaper  bill¬ 
ings  going  into  daily  anc 
Sunday  papers. 

Chi  S-T  Has 
New  Color 
Food  Section 


MEMO  TO:  National  Advertisers  and  Agencies  j 

FROM:  Seolaro,  Meeker  &  Scott  j 

1.  THE  BALTIMORE  SUNPAPERS  ANNOUNCE  THE 
AVAILABILITY  OF  BLACK  AND  ONE  COLOR  AD¬ 
VERTISING  FOR  GENERAL  ADVERTISERS  (MON¬ 
DAY  THROUGH  FRIDAY)  MINIMUM  SIZE  1,000 
LINES.  CALL  FOR  PARTICULARS. 

2.  NOW  AVAILABLE  —  THE  DES  MOINES  SUNDAY 
REGISTER'S  BRAND  INVENTORY  —  A  REPORT  ON 
GROCERIES.  DRUGS  AND  APPLIANCES  IN  THE 
HOMES  OF  IOWA  SUBSCRIBERS  IN  CITIES. 
TOWNS  AND  FARMS.  ALSO  AVAILABLE.  1958 
CIRCULATION  ANALYSIS  AND  MARKET  DATA. 
CALL  US  TODAY. 

3.  NOW  READY  —  23rd  ANNUAL  GRIT  READER 
SURVEY  —  A  5-YEAR  BRAND  STUDY  IN  AUTOMO¬ 
TIVE.  DRUG.  COSMETIC,  GROCERY.  APPLIANCE 
AND  TOBACCO  FIELDS  —  ALSO  OTHER  DATA 
ON  THE  SMALL  TOWN  MARKET  GRIT  HAS 
SERVED  FOR  OVER  76  YEARS.  WE’LL  DELIVER  A 
COPY  PERSONALLY;  JUST  CALL  US.  OR  DROP 
US  A  LINE. 

4.  THE  NEW  YORK  HERALD  TRIBUNE  ANNOUNCES 
A  NEW  CONTINUING  HOME  STUDY.  PART  I.  A 
DETAILED  PROFILE  OF  READERSHIP  IN  LONG 
ISLAND'S  NASSAU  AND  SUFFOLK  COUNTIES. 
COVERS  THE  MAJOR  INDICES  OF  A  FAMILY'S 
POTENTIAL  PURCHASING  POWER.  WE  WILL  BE 
GLAD  TO  GIVE  YOU  FURTHER  DETAILS. 

Seolaro,  Meeker  &  Scott 

NATIONAL  NEWSPAPER  REPRESENTATIVES 


CHICAGO 
NEW  YORK 
SAN  FRANCISCO 


DETROIT 


A  new  concept  in  newspaper 
lift-out  food  se^ions  will  be  ii 
troduced  by  the  Chicago  Sm- 
Times  beginning  Oct.  2,  featur 
ing  step-by-step  color  photo  se 
quences  of  various  dishes  a; 
they  are  being  prepared. 

Entitled  “Good  Food  anir 
Creative  Cooking,”  the  sectior 
will  emphasize  new  ways  of 
combining  standard  processec 
foods  to  produce  new  dishe? 
which  are  practical,  easy  tc 
make  and  provide  a  welcoro 
change  of  pace. 

This  kind  of  creativity  is  the 
unique  talent  of  Alma  Lad 
Sun-Times  food  editor,  who  wil 
edit  the  new  section.  She  recent 
ly  proved  it  by  winning  the  top 
prize  in  the  1958  Pillsbury  Mill> 
creative  cookery  contest  for  tht 
nation’s  newspaper  and  mags 
zine  food  editors.  Mrs.  Lach  i-' 
one  of  the  few  American  wotner 
graduates  of  the  Cordon  Bleu 
world-famous  French  school  fof 
professional  chefs. 

The  new  supplement,  which 
will  be  published  on  Thursday- 
and  contain  ROP  color,  is  d* 
signied  for  every  member  of  tif 
family,  but  will  stress  that  cook¬ 
ing  can  be  easy  and  challen^? 
for  busy  homemakers. 

A  special  feature  of  the  sec¬ 
tion  will  be  weekly  Ameri^ 
interpretations  of  prize  foreip 
recipes  by  food  writer  Clem®' 
tine  Paddleford,  who  has  trat- 
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The  Boston  Globe  is  the  first 
—  and  only  —  metropolitan 
newspaper  in  New  England 
to  offer  its  advertisers  ROP 
Full  and  Spot  Color.  Join  the 
leading  advertisers  who  are 
gaining  these  huge  advantages 
of  COLOR  ADVERTISING: 


^  Vastly  Increased  Readership 

a.  by  women  —  77% 

b.  by  men  —  87% 

Q  Vastly  Increased  Retention  Value 

a.  by  women  —  67% 

b.  by  men  —  133% 

Q  Increased  Action 

27%  more  women  and  50%  more 
men  did  something  about 
color  advertising. 

Q  Increased  Desire  To  Buy 

(All  figures  from  survey  by 
Publication  Research  Service 
for  The  Milwaukee  Journal.) 


SELL  MORE 
WITH 


ROP 


FULL  &  SPOT 

COLOR 


The  Boston  Globe 


Scolaio,  Medcet  &  Scott 
ChicBgo,  Detroit 


Qesmer  &  Woodward,  Inc. 

New  York,  San  Fraodsco,  Los  Angeles 


The  Leonard  Co. 
Miami  Beach,  Florida 
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ADVERTISER  •  NEWSPAPER 

General  Telephone 
Ads  ‘Ring 


When  you’re  advertising  in 
the  shadow  of  a  giant  competi¬ 
tor,  your  advertising  must  really 
ring  a  bell.  That’s  what’s  hap¬ 
pening  to  the  General  Telephone 
System  on  copy  appearing  in 
983  newspapers,  and  other 
media,  prepared  by  Kudner 
Agency,  Inc. 

The  Bell  System  has  some 
53,000,000  telephones  in  service. 
Fast  growing  General  has  just 
under  4,000,000  in  30  states,  con¬ 
necting  with  Bell  and  some 
4,000  other  independent  phone 
companies. 

“We  must  use  advertising  and 
merchandising  to  accomplish 
these  specific  selling  tasks," 
Donald  C.  Power,  General’s 
president,  told  Editor  &  Pub- 
LISHE31.  He  continued: 

“1 — Get  across  our  name 
identification,  our  corporate 
image.  Create  a  broader  market 
for  our  securities.  We  look  to 
the  sale  of  our  securities  for 
some  $200,000,000  of  expansion 
money  each  year. 


the  Bell’ 

de  corps;  make  them  and  their 
families  proud  that  they  are  a 
part  of  a  great  and  growing 
organization. 

“3 — Upgrade  the  standing  of 
our  various  operating  com¬ 
panies  as  part  of  General  Tele¬ 
phone  and  make  their  local  ad¬ 
vertising  more  productive. 

“4 — Build  goodwill  with  gov¬ 
ernment  units,  regulatory  agen¬ 
cies,  individuals. 

“5 — Build  acceptance  for  Gen¬ 
eral  Telephone  with  molders  of 
public  opinion. 

“6 — Show  and  explain  the 
benefits,  convenience  and  econ¬ 
omy  of  new  and  improved  tele¬ 
phone  services  and  appliances.” 

Works  Willi  Agency 

Mr.  Power,  personally  keenly 
interested  in  advertising,  works 
very  closely  with  Kudner  to  see 
to  it  that  the  advertising  meets 
these  six  objectives.  Also  on 
the  team  are  George  P.  Norton, 
public  relations  director  of  the 
company,  the  PR  directors  of 


Now-call  long  distance  anywhere 
with  a  Telephone  Credit  Card 


all  19  operating  companies; 
William  A.  MacDonough,  ac¬ 
count  manager,  Joseph  Mc- 
Parland,  control  manager, 
Robert  Bode,  executive  art  di¬ 
rector,  Douglas  Leigh,  art  di¬ 
rector,  Bob  Haig,  copy  chief, 
and  Bob  Betts,  copywriter,  and 
others  on  the  Kudner  Agency 
staff. 

Most  of  the  newspaper  ad¬ 
vertising  is  created  and  placed 
by  Kudner  working  with  the 
public  relations  directors  of  the 
19  operating  companies.  Each 
month  Kudner  sends  the  local 
PR  directors  their  media  esti¬ 
mates  and  newspaper  schedule 
with  dates  and  proposed  ads. 
Substitutions  are  permitted  as 
local  conditions  warrant,  using 
a  Kudner  prepared  comprehen¬ 
sive  loose-leaf  advertising  and 
promotion  catalog  that  is  kept 
j  constantly  up-to-date. 

I  In  the  cat^og  are  special  ads 
I  (see  cut),  most  of  them 
running  420  or  252  lines,  to  cover 
the  various  General  Telephone 
local  newspaper  advertising  ob¬ 
jectives.  Major  and  secondary 
emphasis  ads  are  listed.  Thus 
for  October,  the  “Electronic 
Secretary”  will  be  promoted, 
with  secondary  emphasis  given 
to  additional  telephone  sets  for 
the  kitchen  or  for  bedroom  in 
color.  During  November  and 
December  there  will  be  extensive 
promotion  of  additional  exten¬ 
sions  as  Christmas  gifts. 

Measurable  Results 

The  local  newspaper  adver¬ 
tising  is  definitely  ringing  the 
bell  with  results  that  can  be 
measured,  as  well  as  a  great 
many  intangibles  which  cannot 
be  put  down  in  black  and  white. 

For  example,  the  General 
Telephone  Company  of  Cali¬ 


fornia,  using  94  newspapers  on 
a  year-round  schedule,  reports 
an  11.7%  increase  in  telephones, 
at  an  advertising  cost  of  18 
cents  per  phone.  But  though  the 
increase  in  telephones  can  be 
put  down  in  black  and  white, 
there  is  no  way  to  record  the 
goodwill  that  has  been  created 
by  these  ads,  nor  the  additional 
services,  such  as  extra  listings, 
phone  extensions  and  additions, 
etc.,  that  also  came  from  them. 

Thus,  phone  increases  ranging 
from  5%  to  20%  in  the  various 
operating  territories  show  only 
a  part  of  the  picture.  Adver¬ 
tising  costs  per  phone  also 
range  from  California’s  18  cents 
to  Michigan’s  8  cents. 

During  the  last  12  months  the 
over  all  gain  was  5%%,  pro¬ 
ducing  some  450,000  new  tele¬ 
phones  in  service,  at  an  adver¬ 
tising  cost  of  11  cents  a  tele¬ 
phone. 

Ratio  Up  14% 

In  other  areas  the  gains  art 
impressive.  For  instance,  since 
the  company  started  adver¬ 
tising  extension  telephones  the 
ratio  is  up  14%.  When  credit 
cards  were  first  offered  by  the 
California  company  the  whole 
supply  was  completely  exhaust¬ 
ed  20  days  after  the  first  adver¬ 
tisement  appeared. 

Growth  is  what  General 
especially  from  its  advertising. 
Mr.  Power  put  it  this  way: 

“Our  research  experts  tell  u* 
that,  if  we  just  coast  along  and 
let  natural  expansion  of  tte 
great  and  growing  communities 
in  which  so  many  of  our  com¬ 
panies  operate,  take  its  course 
by  1976  the  just  under  4,060,OM 
telephones  we  now  operate  will 
almost  automatically  increase  to 
7,000,000  phones. 

“But  we  know  from  merchan¬ 
dising  tests  we  have  made,  that 
if  we  aggressively  merchandise 
and  advertise  the  new  products 
and  services  that  are  ^ 
coming  available,  we  can  in¬ 
crease  this  growth  to  16,000,0^ 
phones  in  the  same  markets  in 
the  same  period. 

“That  is  why  I  insist  that  our 
people  use  advertising  and  pW" 
(Continued  on  page  40) 


“2 — Improve  employee  esprit 


Only  “hometown”  newspapers  can  give  you 
effective  coverage  of  Greater  Los  Angeles  . .  . 
the  vast  suburban  market  which  surrounds 
the  city  itself.  And  2!i%  of  the  people  in  Greater 
Los  Angeles  live  in  areas  served  by  these 
COPLEY  “Hometown”  Newspapers: 


ALHAMBRA  POST-ADVOCATE 
MONROVIA  NEW^POST 
BURBANK  DAILY  REVIEW 
SAN  PEDRO  NEWS-PILOT 
GLENDALE  NEW^PRESS 
VENICE  EVENING  VANGUARD 
CULVER  CITY  EVENING  STAR-NEWS 
SOUTH  BAY  DAILY  BREEZE 

(Redondo  Beach,  Hermoso  Beach,  Manhattan  Beach) 

Truth"  IHWRiMNHMMBHHRHRBMHRHBHIi 

COPLEY  NiWSPAPIRS  15  "Hometown"  Newspapers 
covering  Greater  las  Angeles  —  Springfield,  Illinois  —  Northern  Illinois  —  ond 
San  Diego,  California  .  . .  Served  by  the  COPLEY  Washington  Bureau  and  the 
COPLEY  News  Service. 


‘The 
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VIBS9I  HE 

USES  A 
SUPER  GRAPHIC* 
...OF  COURSE! 


The  press  photographer  never  knows  what  his 
next  assignment  will  be.  It  may  range  all  the 
way  from  documentary  to  human  interest  to 
crime  to  disaster  to  wedding  or  society  shots. 
It  can  require  the  stopping  of  fast  action, 
picturing  of  tall  buildings  without  distortion, 
close-ups,  pictorial  or  portraiture.  His  camera 
must  be  sufficiently  versatile  to  meet  all 
these  challenges — and  more.  And,  his  camera 
must  be  light,  compact  and  “human 
engineered”  for  convenient  handling  and 
split-second  operation.  Successful  press  men 
use  a  Super  Graphic,  of  course! 
Price  of  the  Super  Graphic  with  135mm.  Graflex 
Optar  f/4.7  lens  in  Graphex  fully  synchronized 
shutter,  1375.00.  See  this  camera  and  its 
full  line  of  accessories  at  your  professional 
Graflex  dealer — listed  in  the  “yellow 
pages”  of  your  telephone  directory.  Or, 
for  full  information  write:  Dept.  hlP-OS. 
Graflex,  Inc.,  Rochester  3,  N.  Y.,  a  subsidiary 
of  General  Precision  Equipment  Corporation. 

Price  includes  federal  tax 
and  is  subject  to  change  without  notice. 
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ke  a  cool  Ilntc'/cZr 

(h<-  lunH'J  .t'Y  Uuf  tynff-n' 


•UNllHE  COLOR  WORLD  IN  90  DAYS! 


Just  90  days  after  the  Sun-Times  began  producing  color  In  its 
great  new  plant  on  the  Chicago  River,  a  four-color  ad  in  its  pages 
for  Hamm's  Beer  won  top  honors  In  the  Editor  &  Publisher  R.O.P. 
national  contest — most  exacting  competition  in  the  field. 

A  decade  of  careful  planning  and  preparation,  and  the  finest 
equipment  available  were  behind  that  seemingly  quick  achievement. 
No  effort  or  expense  was  spared  in  placing  the  Chicago  Sun-Times 
at  the  top  in  machines,  technique  and  know-how.  Results  followed 
quickly — proof  that  fine  craftsmanship  combined  with  good  tools 
can  still  achieve  a  high  quality  product. 

The  Campbell-Mlthun  agency  supplied  the  original  excellent  art 
work  and  carefully  prepared  color  plates  for  this  prize  winning 
Hamm's  advertisement. 


Call  for  Hamm't  on  too  / 

lAr  $amo  famou$  ivfn'oKutg  flavor  i 


The  Chicago  Sun-Times  won  Firsi  Award  with  ihe 
reproduction  of  this  Hamm's  Brewery  Co.  adver¬ 
tisement  in  the  1958  Editor  &  Publisher  R.O.P. 
color  contest  for  a  general  subject  in  3  colors  and 
black  printed  by  newspapers  with  circulation  over 
250,000 


Materials  were  expertly  handled  by  the  Sun-Times  color  production 
team  shown  on  the  opposite  page.  Communication  between  agency 
production  personnel  and  Sun-Times  craftsmen  was  maintained  by 
a  carefully  conceived  system. 

All  this  planning  and  cooperation  were  brought  to  effective 
fruition  in  the  Sun-Times  new  plant.  High  calibre  stereotype  machines 
and  modern  Goss  Headliner  presses  preserved  the  high  fidelity  of 
original  copy  to  final  form. 

This  kind  of  achievement  is  typically  Chicago  —  the  kind  of 
achievement  that  will  bring  success  to  your  R.O.P.  color  campaign 
if  you  schedule  your  ads  in  — 


the  new  SUN-TIMES-WHERE  great  things  are  HAPPENING! 


of  Florida's  2nd  largest 
Metropolitan  Market 

In  the  combined  City  and 
Retail  Trading  Zones,  The 
Times  reaches  93.8%  of  the 
occupied  homes  daily,  97.0% 

Sunday.  (Figur*$  from  A.A.A.A.) 

Use  FULL  ROP  or 
Spot  Color  to 
highlight  your 
sales  message 
in  profitable 
St.  Petersburg. 

The  “biggest  half"  of  this  billion-dollar 
market  is  only  covered  by  the 


i^t.]petersbur0  StmcB 

^  rLOtlOA'S  MST  NCWSrAMt 


Write  -  phone  -  wire  -  or  better  still 
visit  us  for  more  detailed  market  data. 


'  Subscribers’  Buying 
Power  Analysis  Issued 

The  findings  of  the  most  com¬ 
prehensive  research  ever  under¬ 
taken  amonp  subscribers  to  the 
Ifa/I  Street  Journal  are  now 
available.  Questionnaires  were 
sent  to  31,632  subscribers  — 
every  fifteenth  name  amon^  a 
total  national  circulation  of 
i  ">41,337.  A  54'^r'  response  was 
achieved. 

Responsibility  for  purcha.ses 
'  of  a  variety  of  poods  and  serv- 
j  ices  for  their  companies  is  re¬ 
vealed.  Average  income  of  a 
Wall  Street  Journal  subscriber 
is  $22,648,  according  to  this  re- 
I  search. 

I  Research  was  conducted  by 
I  Erdos  &  Morgan,  marketing  re- 
j  search  specialists  of  New  York. 
The  report,  “Analysis  of  Sub¬ 
scriber  Buying  Power,”  is  avail¬ 
able  free  to  advertising  and  pub¬ 
lic  relations  executives. 

• 

'  Carriers*  Retrard 
For  Boosting  Sales 

Hope,  Aik. 

I  When  Hope  Star,  evening 
daily,  increased  its  city  circula¬ 
tion  rate  from  25c  to  30c  a  week 
a  year  ago,  the  paid  carrier 
draw  took  a  jolting  drop  of  13'  f . 
Alex  H.  Washburn,  editor  and 
publisher,  promised  the  carrier 
crew  that  on  the  day  they  re- 
j  covered  all  the  lost  circulation 
he  would  take  the  top  five  boys 
on  a  motor  tour  of  Yellowstone 
and  Mesa  Verde  National  Parks. 

In  July  1958  Hope  Star’s  car¬ 
rier  circulation  reached  an  all- 
time  peak.  The  boys’  reward  was 
a  4,602-mile  camp-out  tour  with 
Mr.  Washburn  and  C.  M.  Rogers 
I  Jr.,  circulation  manager. 

The  three-seater  station  wag¬ 
on  carried  seven  persons,  a 
12x12  tent,  seven  sleeping-bags. 
30  blankets  —  a  gross  load  of 
two  tons. 

• 

Factory  Invokes 
Right'tO'Know 

Norwalk,  Conn. 

A  factory  owner  has  instituted 
what  may  be  unprecedented 
legal  action  against  Norwalk’s 
Redevelopment  Agency  under 
Connecticut’s  Right  -  to  -  Know 
law. 

Miles  Pennybacker  is  seeking 
a  court  order  that  will  compel 
the  agency  to  make  records 
available  for  inspection  that 
have  previously  been  withheld. 

Under  the  Right-to-Know  law, 
in  effect  since  Jan.  1,  all 
records  of  any  public  body  in 
the  state  are  considered  public 
records  and  any  resident  has 
the  right  to  inspect  and  copy 
them  unless  records  would  ad- 
I  versely  affect  public  interest  or 
'  iccurity. 


Printing  School 
Cost  $9  Million 

The  new  seven-story  New 
York  School  of  Printing,  a  $9,- 
000,000  addition  to  New  York 
City’s  public  school  system,  has 
been  opened  to  students  this 
Fall.  It  is  located  off-Broadway 
on  West  49th  Street  between 
Ninth  and  Tenth  Avenue.s. 

Newspaper  publishers  and 
commercial  printers  have  con¬ 
tributed  to  the  facilities  which 
include  modern  machinery  in  all 
branches  of  the  printing  indus¬ 
try.  Provision  will  be  made 
eventually  for  classes  in  photo¬ 
composition,  Principal  Ferdy  J. 
Tagle  said. 

The  school,  which  began  in 
a  settlement  house  on  the  East 
Side  early  in  the  1900’.s,  com¬ 
prises  a  High  School  Depart¬ 
ment  and  a  .section  for  the  train¬ 
ing  of  apprentices  in  coopera¬ 
tion  with  the  printing  crafts 
unions.  It  can  accommodate  2.- 
727  students  at  one  time  in  49 
shops  and  22  classrooms.  The 
faculty  consi.sts  of  123  in.struc- 
tors. 

Mooii-Rorkel  Fizzle 
Fizzled  Ad  FlaiiM 

The  Air  Force’s  lecent  failure 
to  launch  a  rocket  to  the  moon 
resulted  in  Ideal  Toy  Corp. 
holding  back  public  sale  and  pro¬ 
motion  of  a  new  toy  called  “The 
Moon  Rocket  Launcher”  until 
the  Air  Force  clicks. 

The  toy  was  .set  to  be  un¬ 
veiled  when  the  Air  Force  made 
its  first  moon  rocket  attempt. 
Major  department  stores 
throughout  the  U.S.  had  full 
page  newspaper  ads  prepared 
on  a  “hold”  basis. 

When  the  Thoi-Able  missile 
fizzled,  so  did  the  promotion  of 
Ideal’s  new'  toy. 


Photo  Short  Course 

Schenectady,  N.  T 
News  photographers  from 
northeastern  states  have  been 
invited  to  a  short  course  at 
Union  College,  here,  Nov.  U- 
George  Burns,  regional  educa¬ 
tional  chairman  of  the  National 
Press  Photographers  A.ssocia- 
tioji,  is  conference  chairman- 
Gene  Swierkosz.  chief  photogra¬ 
pher  for  the  Binghotulon  (N- 
Y.)  PrenH,  announced  plans  for 
the  cour.se.  The  program  com¬ 
mittee  includes  Art  Brof)k.s,  As¬ 
sociated  Press,  Albany;  P'dward 
Schulz.  Schenectady  Union- 
Star;  Robert  Mayette,  Saratoga 
Springs  Sarntogian,  and  Jame- 
A.  Burns,  Schenectady. 
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HERE’S  YOUR  AWARD-WINNING 
COLOR  TEAM  IN  THE  WEST . 


Offering  sympathy  to  color-teammate  Dale  Morgan, 

Head  of  Photo.  Serv.,  temporarily  hospitalized  with  broken  leg, 
are  department  managers  representing  the  mechanical  departments 
which  comprise  a  pan  of  the  color  team 
at  The  Spokesman-Review  and  Spokane  Daily  Chronicle. 

Left  to  right:  Al  Keigley,  engraving;  Don  Scott,  Mech.  Supt.; 


HIGHEST  HONOR  FIRST  PL  A  CE 


The  Spokane  Daily  Chronicle  placed  first  in 
the  ROP  Color  category  in  the  15th  annual 
"News  Pictures  of  the  Year”  competition  for 
1957. 

TOP  AWARD 

In  1957  E  &  P  Color  Contest  the  Spokane 
Daily  Chronicle  received  the  top  award  given 
newspapers  of  100,000-500,000  circulation  for 
one  color  and  black,  general  subject. 


The  Spokesman-Review  was  awarded  first 
place  for  advertising  color  among  some  300 
entries  at  the  Fall  1957  meeting  of  the  Ricific 
Northwest  NAEA. 

BEST  IN  U.  S. 

The  Spokane  Daily  Chronicle  was  singled 
out  by  the  Associated  Press  as  the  newspaper 
producing  consistently  the  best  news  color 
in  1957. 


From  the  editorial  departments  .  .  .  through  each  mechanical  department  .  .  .  it’s  a  com¬ 
petent,  color-conscious  team  at  The  Spokesman- Review  and  Spokane  Daily  Chronicle. 
Producing  a  combined  total  of  337  editorial  color  cuts  during  1957— that,  plus  the  above 
widely  acclaimed  accomplishments  in  ROP  Color.  Doesn’t  it  make  good  sense  that  when 
your  Color  looks  best— it  sells  best.^  In  the  two  Spokane  newspapers,  sales-winning  Color 
is  available  every  day  of  the  week! 


Thk  Spokksman-Rbvibw 
Spokank  Daily  Chroniclb 

Advtrtising  Rtpratntaihts:  Cmmtr  6  Voadmard,  Im. 
SumUy  SppkemoH-R/vitw  Carrie  Merv  Smutay  camia  and  This  Witk  magazmt. 
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with  quality  in 
reproduction  of 


ROP  COLOR 

Portland  Newspapers  make  your 
color  talk.  They  are  the  winners  of  First 
Prize  for  one  color  and  black 
reproduction  in  Editor  &  Publisher's 
1957  Color  Awards.  Maximum 
effectiveness  .  . .  It's  yours 
in  Portland,  Maine. 

One  or  two  colors,  plus  black, 
available  both  dally  and  Sunday. 

TESTING  1-6-2 


Portland  is  the  No.  I  test  market 
among  all  1 50,000  class  U.  S.  cities; 

No.  6  among  U.  S.  cities  regardless  of 
size  and  No.  2  among  all 
New  England  cities. 

FOR  COLOR  FOR  RESULTS 


PRESS  HERALD 
EVENING  EXPRESS 
SUNDAY  TELEGRAM 


Represented  by  the  Julius  Mulheuis 
Special  Agency,  Inc. 
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standard  seeks  oil  in  strange  places... 

of  every  dollar  we  take  in  goes  to  meet  your  future  oil  needs 


On  frozen  plains,  in  the  desert,  in  the  jungle,  on  ocean  floors  —  our 
search  for  oil  has  spread  far  afield  as  discovery  becomes  increasingly 
difficult  and  more  costly. 

The  United  States  has  less  than  10%  of  the  free  world’s  population,  but 
we  use  55%  of  its  oil  production.  Consiunption  is  rising  at  a  rate  that 
will  call  for  as  much  oil  in  the  next  15  years  as  we  produced  in  the 
last  hundred. 

In  answer  to  the  challenge  of  keeping  America  supplied  in  the  future. 
Standard  last  year  invested  more  than  ever  before  in  oil  exploration, 
development  of  producing  fields,  research  and  construction  of  facilities 
—  or  nearly  one-fourth  of  every  dollar  we  took  in. 

Year  after  year.  Standard  is  reinvesting  a  big  share  of  its  income  in  the 
never-ending  search  for  petroleum  to  help  meet  the  growing  needs  of 
motorists,  industry,  home  owners,  farms  and  the  Armed  Forces. 


Progress  in  petroleum  means... 

Oil  companies  will  have  to  invest  more 
than  80  billion  dollars  in  the  next  10 
years  in  the  U.  S.  alone  to  find  and 
develop  the  oil  you  will  need. 


^  STANDARD  OIL  COMPANY  OF  CALIFORNIA  plans  ahead  to  serve  you  better 
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Editors  Told 


I  Of  Federal 
‘Brush-Off 

Dbs  Moines 

There  are  two  major  breed¬ 
ing  grounds  of  excessive  federal 
secrecy,  John  J.  Mitchell,  chief 
counsel  for  the  congressional 
subcommittee  on  information, 
said  in  an  address  before  the 
annual  Iowa  Daily  Press  Asso¬ 
ciation  clinic  here. 

One  is  the  “none  of  your  busi¬ 
ness”  attitude  of  some  officials 
and  the  second  is  “the  blanket 
of  federal  rules  and  regulations 
and  the  twisted  interpretations 
of  federal  laws  which  are  used 
to  hide  the  facts  of  govern¬ 
ment.” 

“Maybe  some  of  the  newspa¬ 
permen  and  women  gathered  at 
this  clinic  have  not  experienced 
the  federal  brush-off,”  Mr. 
Mitchell  declared.  “Maybe  some 
of  you,”  he  continued,  “have  not 
yet  come  up  against  a  federal 
I  official  who  believes  a  newspa- 
pei-man  is  nothing  more  than  a 
nosey  reporter  when  he  asks  to 
see  a  public  record.  Maybe  a  few 
of  you,  who  have  yet  to  experi¬ 
ence  a  refusal,  think  the  free¬ 
dom  of  information  fight  >s  be- 
I  ing  waged  only  by  a  few  corre- 
1  spondents  and  a  few  politicians 
in  Washington.  But  this  is  your 
fight,  for  the  skirmishes  in  the 
freedom  of  information  battle 
are  fought  on  every  federal 
news  beat  in  every  city  in  the 
nation.” 


FIRST  AMONG  HUNDREDSI 

The  Holyoke  Transcript-Telegram 
prints  direct  from  engraving*  for  the 
maximum  of  color  excellence.  But, 
most  important,  TRANSCRIPT-TELEGRAM  color  produces  first 
prize  SALES  RESULTS  for  advertisers  in  the  prosperous  Greater 
Holyoke  area! 


*No  •xtrg  charg*  for  spot  color  ongrovings 


HOLYOKE,  MASSACHUSETTS.  WILLIAM  DWIGHT,  PUBLISHER 
REPRESENTED  BY  THE  JULIUS  M A T H E W S  S P E C I  A L  AGENCY 


There  ai-e  over  80  laws  which 
federal  officials  contend  grant 
them  varying  degrees  of  author¬ 
ity  to  hide  the  facts  of  govern¬ 
ment  from  the  people,  Mr. 
Mitchell  told  the  200  newsmen 
attending  the  Sept.  6  meeting. 
“In  addition  to  these  specific 
laws,  there  is  another  broad 
claim  of  power  to  impose  secrecy 
which  was  emphasized  by  Presi¬ 
dent  Eisenhower  when  he  signed 
the  freedom  of  information 
amendment  to  the  ‘housekeeping* 
law. 

“The  President  issued  a  state¬ 
ment  claiming  that  there  is  ‘in¬ 
herent  under  the  constitution’  a 
power  in  the  executive  branch 
of  government  to  keep  informa¬ 
tion  confidential  ‘in  the  public 
interest,’”  Mr.  Mitchell  said. 

He  told  the  Iowa  newsmen 
that  this  doctrine  of  “executive 
privilege”  may  hold  more  dan¬ 
ger  for  the  people’s  right  to 
know  than  all  the  restrictive 
laws  which  Congress  could  pass. 

“If  any  constitutional  ‘privi¬ 
lege’  exists  to  keep  secret  the 
facts  of  government,  it  certain¬ 


ly  is  granted  only  to  the  Presi¬ 
dent  himself  and  certainly  not 
to  his  appointees,  heading  offices 
which  are  not  even  mentioned 
in  the  constitution,”  Mr.  Mitch¬ 
ell  asserted. 

Thankful  for  Help 

The  speaker  commended  Iowa 
newspapers  which  ran  advertise¬ 
ments  last  Spring  supporting 
the  “housekeeping”  amendment 
offered  by  Rep.  John  Moss  of 
California.  All  10  executive  de¬ 
partments  led  by  the  attorney 
general  opposed  this  amendment 
and  the  Iowa  Daily  Press  Asso¬ 
ciation  was  one  of  the  real  lead¬ 
ers  in  overcoming  this  formid¬ 
able  opposition,  Mr.  Mitchell 
said. 

The  chief  counsel  for  the  con¬ 
gressional  committee  said  the 
attitude  of  excessive  secrecy  is 
apparent  not  only  at  the  “apex 
of  government”  but  it  seeps 
down  to  all  levels.  He  cited  the 
case  of  an  official  who  refused 
to  make  public  a  report  on  a 
bow-and-arrow  type  weapon  de¬ 
veloped  for  cloak-and-dagger  op¬ 
erators  during  World  War  11. 
Many  years  after  the  war,  the 
physicist  who  developed  the  wea¬ 
pon  asked  the  pentagon  to  de¬ 
classify  his  report  for  presenta¬ 
tion  at  a  professional  society 
meeting. 

The  Washington  lawyer  also 
told  of  a  secrecy  stamp  on  a  re¬ 
port  of  shark  attacks  on  ship¬ 
wrecked  seamen.  The  report 
was  prepared  as  part  of  a  Worid 
War  II  study  which  resoluted 
in  an  effective  shark  repellent 
now  attached  to  all  military  life 
jackets.  “It  detailed  69  cases 
of  shark  attacks  and  carried  a 
‘secret’  stamp  because  9  of  the 
cases  were  military  disasters 
which  were  not  covered  in  news 
stories  published  prior  to  the 
report. 

“The  other  cases  in  the  classi¬ 
fied  report  occurred  between 
1907  and  1940  and  a  major  sec¬ 
tion  of  the  report  was  an  article 
entitled  ‘The  Shark  Situation  in 
the  Waters  About  New  York’ 
taken  from  the  Brooklyn  Mu¬ 
seum  Quarterly  of  1916,”  Mr. 
Mitchell  stated. 

Gene  Thome,  managing  edi¬ 
tor  of  the  Waterloo  Daily  Cour¬ 
ier,  recommended  to  the  man¬ 
aging  editors’  section  that  ffie 
next  legislative  session  which 
convenes  in  January  authorize 
an  impartial  study  of  freedow 
of  information  at  all  levels  of 
government  in  the  state. 

Both  of  Iowa’s  gubematoria 
candidates.  Governor  Herschel 
C.  Loveless,  Democrat,  and  Dr. 
William  G.  Murray,  Republican, 
endorsed  the  proposition  that 
public  is  entitled  to  complete  in¬ 
formation  about  government  in¬ 
formation  at  all  levels. 
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OS  ISTADOS  UNIDOS  RESPONSABILIZARAM  A  RUSSIA  PELO 
ESTABEIECIMEMTO  0E  UM  ESTADO  POLICIAL  NO  LESTE  ALEMaO 


* . .  ’i  mm 


Good  business  with  good  neighbors . . . 

FIVE  MORE  SOUTH  AMERICAN 
NEWSPAPERS  CHOOSE  HOE 


Hoe  has  good  news  from  our  good  neighbors  to  the  south  .  .  .  news  which 
marks  Hoe  equipment  more  clearly  than  ever  the  preferred  choice  in  the 
Western  hemisphere.  New  Latin  American  orders  include  a  total  of 
twenty  new  Hoe  Streamline  Color  Convertible  Press  units,  as  well  as  folders, 
reels,  tensions  and  pasters,  color  cylinders  and  stereo  machinery.  All 
equipment  is  the  finest,  most  modern  Hoe  has  to  offer. . 

Five  famous  newspapers  placed  the  orders.  They  are:  Correio  da  Manha, 

O  Globo,  and  Jornal  do  Comercio  of  Rio  de  Janeiro:  Correio  do  Povo 
of  Porto  Alegre,  Brazil;  and  El  Nacional  of  Caracas,  Venezuela. 

For  over  fifty  years  Hoe  has  supplied  the  leading  South  American 
newspapers  with  high  speed  press  equipment.  All  the  important 
Latin  American  publishers  use  Hoe.  Advanced  engineering,  dependable 
performance  and  reliable  service  have  built  this  confidence,  and  Hoe  is 
proud  of  the  opportunity  to  work  so  closely  with  the  South  American  press. 


910  Caat  138th  Straat.  Naw  York  84,  N.Y. 

Soles  Offices:  BOSTON  •  NEW  YORK  •  CHICAGO  •  DALLAS  •  MIAMI  •  SAN  FRANCISCO 
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THE  TIMES-MIRROR  COMPANY  TOP  MANAGEMENT  ORGANIZATION  CHART 


Organizational  Change 
Made  at  Times-Mirror 


coftpoun 

STAff 

MANACCM8(T 


New  assigTiments  which  de-  on  a  corporate  staff  level.  - 

centralize  executive  authority  The  title  of  real  estate  man-  1— 

have  been  made  in  the  Times-  ager  has  been  changed  to  invest- 

Mirror  Company.  ment  manager.  William  Ruby  I — -i — .  __ 

“We  have  strengthened  the  remains  in  this  position.  I  I  I  —  | 

organizational  base  upon  which  ^  •  •  , — i — ,  , — i — .  . — 

we  can  expand  our  operations,”  Newspaper  D.v.s.on 

said  Norman  Chandler,  presi-  In  the  Newspaper  Division,  I — i. — „  i — 

dent.  Also,  he  said,  the  changes  there  are  three  new  posts  —  I  I 

mean  that  more  authority  for  Newspaper  Operations  control-  ....jrs:-. 

decisions  is  being  placed  closer  ler,  and  a  marketing  manager  i 

tojthe  operating  areas.  for  the  Times  and  the  Mirror-  |  .rrs.  [1|— jsrr— 

Three  new  positions  are  at  the  News, 
corporate  level.  Mrs.  Nonnan  James  Isaacs,  previously  con- 

Chandler  has  been  named  di-  troller  of  the  Mirror  News  Di-  and  circulation  programs, 
rector  of  public  serv’lce.  She  has  vision,  has  assumed  the  new  con-  Ed  Brandt,  fonnerly  assistant 
been  serving  as  assistant  to  the  troller’s  post,  with  the  responsi-  director  of  Public  Relations,  will 
president.  The  jobs  of  adminis-  bility  of  planning  and  directing  serve  as  Marketing  manager  ol 
trative  assistant  and  director  the  accounting  and  controlling  the  Mirror  News,  with  responsi- 
of  corporate  planning  have  not  functions  of  both  newspapers.  bilities  similar  to  those  of  Otis 
been  filled  as  yet. 

Omar  Johnson,  long-time  as¬ 
sistant  to  the  president  and  as¬ 
sistant  secretary  of  the  com¬ 
pany,  becomes  treasurer  on  Oct. 

1,  replacing  Harry  Bowers,  re¬ 
tired. 

Fred  Selzer  now  htads  tin 


Divontui 

MANASMMT 


Otis  Booth  replaces  Glen  Rockland,  Me. 

.  .  Hutchinson  as  production  man-  Two  photographers  of  the 
tising  “Hutch,”  who  retires  Waterville  (Me.)  Morning  Sen- 

early  next  year,  serving  in  an  tinel  scored  a  “sweep”  in  the 

- 1  advisory  -capacity.  Small  City  section  of  the  photo 

I  contest  sponsored  by  the  New 

j  New  Times  Editor  England  Associated  Press  News 

i  -KT-  1  .TT  i,-  Executives  Association. 

!  Nick  Williams  moves  from  j  Maxwell  won  first 

inanaging  ^itor  of  the  Times  to 

news  and  sports 

editor,  with  L  p.  Hotchkiss  re-  categories  and  his  coUeague,  Ed- 
maining  as  editor-in-chief  until  ^^^^d  W.  Cragin,  captured  the 
his  retiiement.  ^^^rd  in  the  feature-pic- 

In  a  minor  change,  the  Public  ture  competition. 

Relations  Department  became  The  “Best  in  Show”  award 
the  Promotion  Department,  a  went  to  a  picture  by  Charles  Co- 
name  more  accurately  describing  caine  of  the  Worcester  (Mass.) 
its  principal  function.  Ed  Reap  Evening  Gazette.  Titled  “Evicted 
continues  as  Promotion  man-  Store  Owner,”  it  also  won  the 
ager.  first  prize  in  the  Big  City  news 

The  changes  were  made  after  photo  classification, 
study  by  the  reorganized  Execu-  Individual  winners  in  the 
tive  Committee,  taking  into  con-  writing  contest  were  Selig 
sideration  recommendations  of  Greenberg,  Providence  (R.  !•) 
McKinsey  &  Co.,  the  manage-  Journal;  Jim  Harrington,  Bos- 
ment  consultant  firm  which  has  l-on  Traveler;  George  Robinson, 
been  making  an  analysis  of  the  Portsmouth  (N.  H.)  HerM 
company  at  the  executive  level,  aad  Ray  Murphy,  Claremm^ 

(N.  H.)  Eagle. 

Committee  Reorganized  First  place  awards  in  the 

:  The  Executive  Committee  is  typographical  competition  w^t 
«  u  to  the  Providence  Journal,  Lo»- 

composed  of  the  five  members  Burlington  Free  Press 

irnmo  f  and  Keene  Sentinel. 

icome  in  the  day-by-day  operation  of  • 

"’''TT"'',.-  „  ^  Merchandising  Aide 

toria  While  these  studies  have  beeu 

.  going  on  at  the  executive  level,  j 

Iinois  vie,  4.  a.-  L  named  vicepresident  and  an  as- 

s  department  operations  are  be-  gociate  dir^tor  of  the  merchan 

diaing  department  of  Young  i 
headed  by  Industrial  Engineer  Rubicam.  Inc..  advcrtismj 


\ntrated 

)und 


Only 


four? 


only 


four! 


630,000 

In  Minnesota,  North  and  South  Dakota,  Western  Wisconsin 


*New  York  •  Los  Angeles  •  Chicago  •  Philadelphia 


Only  4  U.S.  cities* 
have  newspapers  with  more 
circulation  than  the 
Minneapolis  Sunday  Tribune 


Minneapolis  Star  an  Tribune 

r  iVENING  MORNING  and  SUNDAY 

630,000  SUNDAY  •  495,000  DAILY 

JOHN  COWLES.  President 
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member  of  the  editorial  staff  tired  journalism  professor  and  dsar  Brown  Dies ; 
of  the  Detroit  (Mich.)  Free  former  newspaperman;  Sept.  3.  ^ 

Press,  of  a  heart  attack;  Sept.  He  taught  journalism  at  Boston  ADOUl  LiOnc 

9.  He  had  worked  on  papers  in  University  before  retiring  last 

Texas,  Louisiana,  Ohio,  Wash-  June.  Elgar  Brown,  61, 

ingrton  and  Pennsylvania.  *  *  *  Chicago  American,  repo: 

ATCTiiniM  T  Vnv  •?«  cnnrfc  Geoege  M.  Deckard,  73,  for  Correspondent,  died 

Anthon  L.  FOY,  38,  sports  vears  editor  of  the  old  Liver-  ^  illness, 

editor  of  the  Greenville  (S.  C.)  .  ,p^ .  ^  weekly  since  with  cancer”  foi 

Piedmont,  of  Hodgkin’s  disease;  ^  ^  Newport  (Pa.) 

*  *  *  News-Sun;  Sept.  2.  to  write  a  series  as  i 

victim.  Shortly  after  coi 

Ffederick  Webster  Gillett,  ♦  •  *  series,  Mr.  Brown 

59,  editor  of  the  Greenwich  Vil-  Victor  Russell  Goeller,  63,  return  to  the  hospital. 
lage  Villager;  Sept.  5.  He  was  local  advertising  manager  of  the  tumor  had  developed, 
a  member  of  the  National  Press  Charlotte  (N.  C.)  News,  after 
Club.  a  month’s  illness;  Aug.  31. 


Obituary 

NcttiL  Houston,  50,  former 
city  editor  of  the  Oklahoma  City 
(Okla.)  News  and  general  as¬ 
signment  reporter.  Daily  Okla¬ 
homan,  after  a  long  illness; 
Sept.  9. 


Mrs.  Rising  Dies 

Chicago 

Mrs.  Loretta  Leitner  Rising. 
52,  conductor  of  the  Chicago 
Tribune’s  needlework  column, 
died  Sept.  7.  She  joined  tk 
Tribune  32  years  ago  and  be¬ 
came  secretary  to  the  Sunday 
Department  editor.  At  the  time 
of  her  death  she  was  assigned 
to  the  Sunday  department,  writ¬ 
ing  the  column  and  assisting  in 
the  promotion  department  con¬ 
test  section. 


Morris  Seskino,  86,  who  re¬ 
tired  in  1953  after  34  years  as 
labor  editor  of  the  Jewish  Daily 
Forward,  at  Edgewater  Hospi¬ 
tal,  Chicago;  Sept.  5.  He  was 

Chicago’s  first  labor  editor.  Benjamin  S.  Cowen,  96,  for¬ 

mer  AP  writer  in  Detroit,  St. 
Paul,  Cincinnati  and  New  York 
bureaus;  Aug.  27. 


Horace  C.  Broyles  Jr.,  47, 
founder  and  publisher  of  the 
11-year-old  weekly  Davidson 
(N.  C.)  Gazette,  Aug.  30. 


C.  F.  Messerschmitt,  60,  PR 
director  of  the  N.  J.  State  De¬ 
partment  of  Institutions  and 
Agencies  and  widely  known  po¬ 
litical  reporter  in  the  Trenton, 
N.  J.,  area,  of  a  heart  ailment; 
Sept.  7. 


Preston  S.  Krecker,  89,  re¬ 
tired  New  York  financial  writer, 
after  a  long  illness;  Sept.  4. 

He  retired  in  1950  after  nearly 
50  years  as  a  New  York  news¬ 
paperman.  His  last  post  was 
with  the  old  New  York  Sun 
city  staff  of  the  Boston  (Mass.)  which  was  purchased  that  year 
Transcript,  later  was  associated  by  the  World-Telegram.  Before 
with  the  Boston  (Mass.)  Times  joining  the  Sun,  he  was  with 
Herald  and  16  years  ago  joined  the  Times,  Herald,  Journal,  and  Ste.  Marie,  Mich.,  and  former 
the  Washington  (D.  C.)  Star,  the  Evening  Telegram.  correspondent  for  the  Toronto 

*  *  *  •  *  •  (Ont.)  Globe  and  Mail  and  free- 

Miller  Hollingsworth,  50,  Reginald  Coggesiiall,  64,  re-  lance  news  photographer;  Sept 


Nathan  W.  Huston,  84,  pub¬ 
lisher  and  editor  of  the  Coluw- 
6ms  (Kas.)  Advocate  from  1915 
to  1927,  following  a  case  of  heat 
prostration;  Aug.  29. 


Thomas  M.  Kennett,  76,  re¬ 
tired  president  of  the  Pelham 
(N.  Y.)  Sun,  a  weekly  newspa¬ 
per;  Sept.  1.  After  working  on 
the  old  New  York  World  and 
other  papers  in  the  East,  Mr. 
Kennett  became  editor  of  the 
Sun  in  1921.  He  purchased  the 
paper,  became  president  four 
years  later,  and  retired  in  1953. 


Walter  S.  Wyrick,  67,  re¬ 
tired  veteran  of  the  Milwauktt 
(Wis.)  Journal  news  staff,  of 
a  heart  attack;  Aug.  30. 


The  Altoona  Mirror  is  a  K 

veritable  garden  of  color 
these  days.  Advertisers  who’ve 
discovert  how  color  pulls 
in  this  bustling  market 
placed  nearly  142,000  lines 
in  the  first  half  of  'S8  .  .  . 
pushing  ahead  of  fast  year’s 
record  pace.  And  19S7's  total 
passed  280,000  lines — more  than 
many  metropolitan  daili^!  Here  are 
three  reasons  for  the  Mirror’s  color 
linage  success  .  .  . 

First,  a  bustling,  growing  market 
that’s  ready  to  buy.  Second,  an 
accepted  local  newspaper  that  really 
covers  the  market — ^95.1%  of  the 
city  zone,  75%  of  the  entire 
county.  Third,  the  kind  of  color 
craftsmanship  that  lets  your  color 
shine  in  all  its  glory.  Pick  yourself 
a  bouquet  of  business  by  advertising 
in  COLOR  in  the  Altoona  Mirror. 


Michael  Scully,  60,  Latin 
American  expert  for  the 
Reader’s  Digest  and  former 
columnist  for  Texas  news¬ 
papers,  of  a  heart  attack;  An? 
25.  He  worked  for  the  Ntr 
Orleans  (La.)  Times-Pieayunt, 
the  Nashville  (Term.)  Tenn^- 
sean  and  the  Grand  Rapids 
(Mich.)  Press. 


0.  H.  Raleigh,  82,  retired 
former  newspaper  editor  and 
publisher  of  ten  newspapers  in 
Iowa,  Nebraska,  South  Dakota, 
and  Minnesota;  Aug.  25. 


newspaper  circulation  man-  Wallace  M.  Morgan,  90, 
ager;  Aug.  18.  He  began  his  ca-  founder-publisher  of  Creseenta 
reer  with  the  Kansas  City  Valley  Ledger,  Tujunga,  Calif-- 
(Kas.)  Post  and  later  worked  from  1920  until  he  retired  in 
for  the  Denver  (Ckilo.)  Post,  1937;  Aug.  21. 

Casper  (Wyo.)  Tribune  and  the  •  * 

Los  Angeles  (Calif.)  News,  p  yolles.  66,  for 

where  he  served  as  district  man-  of  the 

ager  of  street  sales. 

cnmcTA  H  n i 1 V  Now 


Eltoona  SEttror 


Alteeaa  PeRnsylvanla's  Mly  dotty  newspaper 
Richard  f.  Bee/er,  Adv.  Mgr. 


The  new  BOSTON  HERALD- 
TRAVELER  building,  now  in 
course  of  construction.  A 
modern  two  story  building 
with  210.000  square  feet  of 
space  with  provision  for  fu¬ 
ture  expansion.  Situated  on 
a  6>2  acre  plot  with  parking 
facilities  for  over  300  cars. 


CHOOSES  UlOOD  REELS,  TENSIONS,  AUTOPASTERS 


The  air-conditioned  building 
will  house  all  mechanical 
departments  on  one  floor 
with  executive  offices,  edi¬ 
torial  and  other  departments 
above,  connected  by  electric 
stairways.  When  ready  for 
occupancy  in  1959, the 
Herald-Traveler  will  be 
housed  in  one  of  the  most 
modern  newspaper  plants  in 
the  world. 


In  newspaper  plants  where  quality  is  the  first  consideration,  WOOD  Reel, 
Tension,  and  Autopaster  equipment  is  in  the  forefront.  Now,  another  famous 
newspaper  joins  our  rapidly-growing  family  of  users  who  recognize  the 
advantages  of  WOOD  equipment. 

We  are  proud  to  announce  that  the  BOSTON  HERALD-TRAVELER  has 
chosen  WOOD  equipment  for  their  reel  room  and  we  are  installing; 


WOOD  STANDARD  REELS 
WOOD  PNEUMATICALLY-CONTROLLED  TENSIONS 
WOOD  BELT-DRIVEN  ELECTROTAB  AUTOPASTERS 
WOOD  AUTOMATIC  OPERATING  DEVICES 


Like  the  Herald-Traveler,  any  newspaper  that  puts  quality  first,  will  be 
years  ahead  with  WOOD  equipment.  When  we  say,  “If  It’s  WOOD,  It’s 
Good,”  the  established  reputation  of  our  equipment  for  long  life  and  fine 
performance  bears  out  our  claim. 

Send  for  illustrated  literature. 


WOOD  NEWSPAPER  MACHINERY  CORPORATION 

PUINFIELD,  NEW  JERSEY  .  Executive  &  Sales  Office:  501  Fifth  Avenue,  Nev»  York  17.  N.Y. 

MANUrACTURmS  OF  PRKSSCS.  COLOR  UNITS.  RCCLROOM  AND  STCRCOTYPC  CQUIPMCNT  FOR  A  CENTURY 
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Ettelson  Urges  War 
On  Production  Costs 


San  Francisco 

A  war  On  costs  was  advocated 
by  Lee  Ettelson,  publisher  of 
the  San  Francisco  Call-Bulletin, 
in  addressing  closing  sessions 
here  of  the  Pacific  Newpaper 
Mechanical  Conference. 

Such  a  war  is  a  must  to  keep 
alive  a  free  press  for  a  free  peo¬ 
ple,  the  publisher  told  the  gath¬ 
ering  of  736  registered  in  a 
record  meeting. 

“It  is  the  time  the  strong 
newspapers  and  the  weaker  sis¬ 
ters  alike  enlisted  in  this  war 
against  slow  death  by  the  poi¬ 
soned  dart  of  costs,”  Mr.  Ettel¬ 
son  said. 

“The  need  for  battling  costs 
on  every  front  was  never  so 
great  and  the  cause  for  which 
free  newspapers  live  was  never 
so  embattled  on  all  sides  by  ex¬ 
otic  ideologies,”  he  declared. 

An  All  Ebinds  War 

Editors,  circulators  and  espe¬ 
cially  production  men  can  help 
win  this  battle,  he  declared.  The 
fighting  should  be  with  ideas, 
with  skills,  and  not  with  dollars, 
he  observed. 


In  an  outspoken  commentary 
the  publisher  listed  today’s 
trends,  opportunities  and  fail¬ 
ures  in  department  after  depart¬ 
ment  as  well  as  in  the  produc¬ 
tion  field. 

Of  monopoly,  he  declared  that 
when  the  press  of  any  one  com¬ 
munity  is  reduced  to  only  one 
paper  or  one  ownership  in  a 
community  “you  no  longer  have 
freedom  of  the  press  or  choice 
of  opinion.” 

The  editor  can  cut  costs  and 
edit  a  newspaper  with  perhaps 
half  of  its  present  staff,  but 
such  moves  “are  merely  short 
cuts  to  the  grave,”  he  waraed. 

Avenues  Listed 

Two  things  can  be  done  with 
“antiquated  printing  devices 
available  today,”  he  declared. 
One  is  every  economy  that  can 
be  made  competitively. 

The  other  and  more  difficult  is 
to  make  every  economy  which 
competitive  newspapers  could 
agree  jointly  would  not  affect 
their  relative  positions  in  the 
field. 

The  term  antiquated  machin- 


eiy,  Mr.  Ettelson  said,  was  used  tinued  or  merged  in  the  metro- 
in  a  theoretical  sense.  There  politan  field.  This  trend  is  not 
have  been  improvements  but  the  evident  in  the  suburban  field  be 
same  basic  web  press  that  was  cause  the  suburbs  have  not  yjt 
first  invented  is  still  being  used,  stopped  growing. 

The  web  press,  he  explained.  In  his  survey,  Mr.  Ettelson 
“was  a  new  idea.”  obseiwed  that  higher  costs  hate 

“Isn’t  it  possible  some  genius  not  influenced  employment  “ei- 
among  you  here  will  think  of  cept  perhaps  in  some  particnlar 
something  as  radically  better  cases  among  editorial  employes." 
fram  our  current  presses  as  As  an  aid  to  newspapers,  tho 
they  were  over  the  flatbed?”  he  publisher  saw  no  likelihood  in 


On  Feather  Bedding 

Of  “what  some  persons  call 
feather-bedding,”  Mr.  Ettelson 
suggested  improvements  were 


the  foreseeable  future  for  i 
boost  in  circulation  above  the 
dime  level  per  copy. 

.4d  Rate  Plight 

Advertising  rates  in  highly 


unlikely.  But  he  suggested  that  competitive  cities  cannot  oft» 


many  things  can  be  done. 


or  meaningfully  be  increased 


“They  include  your  manning  and  the  total  advertising  dollan 


FOUR 


FULL 


hour-by-hour  in  the  various  de-  available  in  the  city  commtmi- 
partments,  your  liaison  with  ties  are  not  increasing,  he 
your  editorial  department  to  pro-  declared. 

duce  copy  when  you  have  the  Newspapers  in  the  red  or 
machines  to  set  it,  and  to  avoid  marginal  areas  have  only  four 
unnecessary  overset  and  re-  courses,  he  suggested.  To  merge, 
plates,  and  the  skillful  maneu-  reduce  costs,  shut  down  or  “to 
vering  of  the  makeup  of  the  be  maintained  as  subsidies  by 
paper  on  certain  days  to  pro-  rich  men  or  corporations.” 
duce  fewest  possible  cylinders  Mr.  Ettelson ’s  speech  climaxed 
engaged  in  the  pressroom  so  as  three  days  of  sessions  hen 
to  hold  down  excess  manning.  which  began  early  and  on  one 
“These  pi-ocesses  involve  not  day  extended  beyond  midnight 
only  mechanical  know-how  but 

also  a  very  high  degree  of  skill  Officers  Elected 

in  dealing  with  other  human  p  q  «Gerry”  Burke,  San 

beings  —  with  your  editor  and  fliego  (Calif.)  Uniov-Tribm. 
your  advertising  manager  par-  ,^.35  elected  president  to  succeed 
.  ,  John  C.  Bonato,  San  Frnneiici 

The  real  importance  of  keep-  Chronicle. 
ing  costs  down  and  keeping  Werner  Sell  and  Charles  Gal- 

I  newspapers  publishing^  is  that  lagher  were  elected  vicepresi- 
I  of  keeping  a  free  American  pub-  ^ents  of  the  Southern  divisior. 
j  lie  properly  infonned,  Mr.  Ettel-  Fred  Moyer,  Sr.,  re-elected 

son  said.  secretary-treasurer. 

Difference  Noted  E imest  Loebner  and 

j  Moyer,  Jr.,  were  re-electec 

“We  differ  in  this  respect  Northwest  division  viceprea- 


Officers  Elected 
.  “Gerry”  Burke,  San 


Difference  Noted 


Trust  your  next  schedule 
to  our  prize  winning  “pros” 
_ and  RELAX! 


Experience  with  hundreds  of  full  color 
pages  since  August,  1954  assures 
you  the  some  high  quality  reproduction 
that  captured  a  1  957  E  &  P  color  award. 
Write  for  samples  of  our  pressmanship  now. 


Full  R.  O.  P.  color 
available  in 
every  edition— 
Morning,  Evening 
and  Sunday. 


I  DAVENPORT 
I  NEWSPAPERS 

I  •  MORN 


•  MORNING  •  IVENING 


Circulating  Davenport  and  Bettendorf,  Iowa 
Rock  Island,  Moline,  and  East  Moline,  Illinois 

Ktprtitnftd  by  Jann  (,  Ktiley,  Inc. 


from  many  other  users  of  dents  with  Don  Newhouse,  see- 
printed  matter.  It  is  a  difference  retary. 

of  kind  and  not  merely  of  Harry  Davidson  and  Howard 
degree.  Fitzsimmons,  vicepresidents;  Ed- 

“We  are  doing  a  different  and  ward  J.  Maggi,  secretary  and 
unique  job.  Our  free  enterprise  Worron  E.  Wert,  treasurer, 
system,  our  political  institutions  were  renamed  officers  of  th< 
require  a  free  press  Without  a  Central  division, 
free  press  we  lose  not  merely  The  PNMC  will  enter  a  bid 
the  press  but  the  institutions.”  for  the  1964  convention  of  tbf 
In  his  beginning  remarks,  Mr.  ANPA  Mechanical  Confererw 
Ettelson  produced  figures  show-  for  San  Francisco  or  any  other 
ing  that  all  newspaper  expenses  Pacific  Coast  site  desired,  it  was 
of  all  departments  have  gone  up  announced. 

233  per  cent  in  20  years,  and  • 

40.5  per  cent  in  the  past  10. 

The  breakdown  by  mechanical  Buys  Station 
departments  for  the  20  year  MiNCTTE,  Ala- 

span  ranged  to  405%  in  stereo-  Jimmy  Faulkner,  president 
typing.  Composing  i-oom  costs  and  principal  stockholder  of  the 
top  the  gain  for  the  passt  decade  Southwest  Alabama  Broadcast- 
with  a  98  per  cent  gain.  jj^p  Co.,  and  publisher  of  the 

Pavroll  Advance*  Baidu  in  County  Times 

nounces  the  purcha.se  of  raoio 
Newspaper  payrolls  alone  station  WHEP  at  Foley,  Ala- 
have  gone  up  344.6%  in  20  Other  stockholders  are  Ji® 
years  and  54.5%  in  10  years,  he  Stewart,  formerly  sales  man- 


Buys  Station 

Bay  Mi.vette,  Ala 
Jimmy  Faulkner,  presideat 


Payroll  Advance* 


added. 

The  result  is  a  constant  suc¬ 
cession  of  papers  being  discon- 


ager  of  WHEP  and  now  man¬ 
ager  of  WBCA,  and  E.  R-  M®' 
risette  Jr.,  editor  of  the  Tim«a 
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ELMIRA,  N.Y.  is  one  of  the  FINEST 
GROCERY  TEST  MARKETS  . 


IN  ELMIRA  .  . 


IN  ELMIRA  .  . 


IN  ELMIRA  .  . 


IN  ELMIRA  .  . 


IN  ELMIRA  .  .  . 


the  ratio  of  wholesale  grocery  sales  to  retail  grocery  sales  on  a  per  capita 
basis  is  nearer  state  and  national  averages  than  are  those  of  any  other 
large  city  in  the  northeastern  states. 

grocery  business  is  self-sufficient  and  independent  of  outside  influences 
and  markets. 

you  may  better  judge  the  retail  sales  progress  of  your  product  on  the 
basis  of  wholesale  shipments  into  Elmira,  without  expensive  field  re¬ 
search,  store  inventories  and  sales  checks,  than  you  can  in  many  larger 
cities. 

The  Elmira  Star-Gazette  &  Advertiser,  evening  and  morning  newspapers, 
deliver  your  advertising  message  to  70%  of  a  248,500  population  area 
market  at  a  low  $3.72  milline  cost. 

this  circulation  is,  for  the  most  part,  home  delivered.  This  is  “SHOPPING 
READERSHIP”  .  .  .  The  Elmira  Star-Gazette  &  Advertiser  is  the  most 
popular  advertising  medium  in  the  ELMIRA  market,  proven  over  years 
by  retail  merchants,  who  do  the  second  largest  per  capita  retail  grocery 
volume  of  any  large  market  in  the  state. 


'According  to  the  U.  S.  Cen.sus  of  Business. 

TO  TEST  ELMIRA  .  .  . 

USE  THE  ELMIRA  STAR-GAZETTE  &  ADVERTISER 


Members  of  the  Gannett  Group  of  Newspapers 

national  REPRESENTATIVES: 

J-  p.  McKinney  &  son.  inc.,  new  york,  Chicago,  san  francisco.  Detroit.  Syracuse 
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PROMOTION 


Stores  Ask  for  Hoop-la, 
Hoop-De-Doo  Does  It 


Merchants  of  San  Francisco’s 
elegant  Stonestown  Shopping 
Center  recently  called  on  Robert 
B.  Selby,  advertising  director  of 
the  San  Francisco  News,  for  a 
joint-promotion  idea  which  could 
benefit  their  area. 

Mr.  Selby  suggested,  because 
of  the  popularity  of  the  new 
hula  hoops,  that  a  Hoop-De-Doo 
contest  be  promoted,  with  one 
of  the  center’s  huge  parking 
areas  set  aside  for  twirling  and 
judging. 

Results  were  astounding.  With 
only  four  brief  stories,  men¬ 
tions  in  the  News’  “Junior 
Newsette’’  section  on  the  comic 
pages  and  three  ads  (3  x  11, 
3  X  11  and  2x7)  by  the  Stones¬ 
town  merchants  in  the  five  days 
preceding  the  Saturday  of  the 
contest,  thousands  of  youngsters 
6  to  14  jammed  the  lot  and 
turned  it  into  a  blur  of  color 
and  motion  throughout  a  dizzy 
moming  —  with  similar  thou¬ 
sands  of  adults,  parents  and 
friends,  on  hand  to  see  the  kids 
give  it  a  whirl. 

♦  *  * 

BEAIjTYRAMA  ATTRACTS 

Highlighted  by  the  twice- 
daily  showings  of  the  fashion 
creations  of  Christian  Dior,  the 
Philadelphia  INQUIRER’S  sec¬ 
ond  annual  ‘Beautyrama,’  de¬ 
scribed  as  “America’s  major  cos¬ 
metic  fair  for  consumers,”  at¬ 
tracted  10,461  visitors  to  the 
ballroom  of  the  Sheraton  Hotel 
during  the  three-day  exhibit  that 
began  on  Sept.  3.  Local  retail¬ 
ers  described  the  show  as  “a 
good  thing  for  the  industry.” 

The  combined  display  of 
beauty  aids  and  costumes  drew 


a  2o%  larger  crowd  than  last 
year.  Women  and  teen-agers 
thronged  the  clinics  and  demon¬ 
strations,  39  for  adults  and  27 
for  the  younger  set  from  noon 
to  the  10  P.M.  closing  and,  at 
times,  overflow  crowds  found 
customers  waiting  in  line  to  pay 
the  50c  admission. 

The  Paris  creations  of  Chris¬ 
tian  Dior-New  York  spotlighted 
the  relationship  of  beauty  and 
fashion.  Mrs.  Esther  Carlitz,  co¬ 
ordinator  of  the  showings, 
stressed  in  her  commentary  that 
“New  fashions  in  clothing  bring 
about  new  fashions  in  make-up.” 

Many  new  fall  and  winter 
lines  were  on  display  for  the 
first  time  and  women  welcomed 
the  opportunity  to  absorb  infor¬ 
mation  from  the  experts  and  to 
get  advice  on  the  proper  use  of 
make-up  as  an  accessory,  the 
choice  of  perfume  to  blend  with 
the  personality  and  other  sub¬ 
jects  vital  to  beauty  care. 

The  day  prior  to  the  oi)ening 
of  “Beautyrama,”  the  Inquirer 
printed  a  colorful,  32-page  tab¬ 
loid  supplement  to  promote  the 
show.  Well-illustrated,  it  in¬ 
cluded  numerous  articles  on  the 
events  and  displays.  The  supple¬ 
ment  contained  23,000  lines  of 
advertising. 

♦  ♦  ♦ 

POLICY  IN  BRONZE 

A  bronze  scroll  setting  forth 
the  historic  policy  of  the  San 
Francisco  Chronicle  has  been 
placed  in  the  lobby.  Highlighted 
is  the  message  contained  in  the 
first  editorial  statement  of  the 
co-founders,  Charles  and  M.  H. 
deYoung: 

“We  propose  to  publish  a  bold. 


Everything  in  Baltimore 
revolves  around 


THE 


SUN 


Morning 


Evening 


Sunday 


TWWaTiconfl**^  Cieen 


bright,  fearless  and  ti-uly  inde¬ 
pendent  newspaper  .  .  •  inde¬ 
pendent  in  all  things,  neutral  in 
nothing,”  were  the  words  se¬ 
lected  from  the  Jan.  16,  1865, 
edition. 

Proof  that  proofreading  on 
bronze  is  just  as  treacherous  as 
on  newsprint  is  found  in  the  pre¬ 
amble,  as  the  word  journalism 
appears  as  ‘jomalism.” 

Charles  deYoung,  the  plaque 
observes,  was  assassinated  in 
1880.  His  brother,  “Mike,”  was 
publisher  until  1925. 

Charles  deYoung  Thieriot,  a 
grandson,  is  present  publisher. 
The  only  other  Chronicle  pub¬ 
lisher  was  the  late  George  T. 
Cameron,  his  uncle. 

*  *  * 

FR.\CnONAL  AUDIENCES 

A  Western  Union  suiwey  of 
radio  and  television  coverage  in 
the  state  capital  has  proved  to 
be  one  of  the  most  effective  sales 
tools  eve"  used  by  the  Charleston 
(W.  Va.)  Gazette  and  Daily 
Mail. 

Results  of  the  sui-vey  have 
just  been  published  in  a  two- 
color  booklet  showing  the  frac¬ 
tional  audiences  of  the  broad¬ 
cast  media  related  to  the  total 
audience. 

“We  have  seen  the  diversion 
to  our  newspapers  of  money  ear¬ 
marked  for  television  and  have 
had  two  other  accounts  cancel 
their  broadcast  schedules  to 
come  into  print  as  a  result  of 
the  survey,”  reports  James  B. 
Martin,  director  of  advertising 
for  the  Newspaper  Agency 
Corp.,  publisher  of  the  two  news¬ 
papers. 

“The  survey  figures  taken 
from  Western  Union  data  are 
no  different  from  that  of  other 
broadcasting  industry  data  we 
have  seen  in  past  years,”  Mr. 
Martin  said.  “The  main  differ¬ 
ence  in  their  survey  and  ours 
is  that  we  plotted  total  audience 
for  each  station  against  the 
total  market.  This  dramatizes 
the  truly  fractional  audiences 
each  station  can  call  its  own.” 

The  Charleston  survey  was 
patterned  after  a  similar  study 
of  listening  and  viewing  under¬ 
taken  last  year  by  the  Richmond 
(Va.)  Times-Dispatch  and 
News-Leader. 

*  «  * 

BOAT  SHOW  AGAIN 

The  Boston  Herald-Traveler 
announces  that  its  third  annual 
New  England  Boat  Show — big¬ 
gest  marine  event  of  the  Winter 
in  the  six-state  area — ^will  be 
held  next  Feb.  22  through  March 
1  in  Commonwealth  Armory. 

I  Last  year  a  total  of  125,000 
i  persons  visited  the  Herald- 
1  Traveler  show  and  afterwards 
I  exhibitors  and  dealers  rubbed 


PUBLISHER  tide  hat  been  givtn 
to  Henry  H.  Keller,  longtime  bin- 
inett  manager  of  the  SyracuM 
(N.Y.)  Pott-Standard,  a  New- 
houte  newtpaper.  He  hat  bean 
attociated  with  the  paper  linci 
1926,  following  graduation  from 
the  Wharton  School  at  the  Uni 
vertity  of  Penntylvania. 


their  hands  over  a  cool  $4,000, 
000  in  cash  on  the  barrelhead  on 
sales  at  the  show  or  on  orders 
to  be  filled  later  in  the  season. 

The  New  England  Boat  Show 
will  repeat  its  theme  that 
“Boating  is  for  Everybody.” 

The  show,  endorsed  by  the 
New  England  Marine  Trade  As¬ 
sociation,  will  again  have  three 
days  in  which  dealers  and  dis 
tributors  will  be  allowed  to  at 
tend  before  the  doors  are  opened 
to  the  pablic. 

• 

Offset  Color 
Special  Issued 

Danville,  Calif- 

A  weekly  begpin  on  a  mimeo¬ 
graph  four  years  ago  and  in  its 
own  production  plant  only  » 
year  turned  out  an  offset  edi¬ 
tion  of  32  tabloid  pages  that 
sparked  this  area’s  centennial 
observance. 

Color  and  coated  paper  added 
to  the  appearance  of  the  Vallfi 
Pioneer,  published  by  Semmes 
Gordon.  More  than  2,000  extra 
copies  were  sold  at  25  cents  eaeh. 


Special  Section  Marks 
New  Car  Introduction 

DETKOIT 

The  Detroit  News  will  puJ)- 
lish  a  special  “DeSoto”  section 
Tuesday,  Sept.  23,  marking  » 
three-day,  30ito  anniversary 
Soto  model  introduction  fete  in 
Detroit. 

The  section  will  help  focus  at¬ 
tention  on  the  first  centraliM<i 
dealer  preview  in  22  years  to 
which  all  the  nation’s  2,200  D*" 
Soto  dealers  have  been  invited- 
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•  Chicago  (III.)  Sun-Times 

•  Chicago  (III.)  Tribune 

•  Columbus  (Ohio)  Dispatch 

•  Shreveport  (La.)  Journal-Times 

•  Salt  Lake  City  (Utah)  Tribune 

•  Holyoke  (Pa.)  Transcript-Telegram 

•  Olympia  (Wash.)  Olympian 


7  OUT  OF  12 


The  experience  and  results  of  these  winners  prove 
that  they  have  successfully  and  skillfully  combined 
the  basic  factors  of  art  preparation,  engravings, 
and  press  run  to  produce  the  highest  quality  ROP 
color  reproductions.  We  are  particularly  proud 
that  7  out  of  12  of  the  Editor  &  Publisher 
award-winning  newspapers  operate  Goss  press 
equipment  to  produce  the  color  excellence  which  was 
essential  to  gain  top  honors. 


PREPARATION 


PLATES 


Whatever  your  newspaper  requirements,  look  to 
Goss  for  the  finest ...  first— /irs/  in  complete  services 
for  equipment  planning;  a  full  line  of  modern 
presses;  quality  stereo  machines;  and  newspaper 
materials  handling  analysis  and  equipment. 


The  BuSSCompany 

Division  of  Miehls-Goss-Dexter,  Inc. 

5601  WEST  31st  STREET,  CHICAGO  50.  ILLINOIS 
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Two  NEW  Teletype  tape 


TAPE  PUNCH 

Teletype  Model  28 
Typing  Reperforator 


TAPE  READER 

Teletype  Model  28 
Transmitter-Distributor 
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I 


units  speed  work,  cut  costs 

More  uniform  work  loads,  greater  accuracy,  lower  cost,  faster  han¬ 
dling,  greater  operating  efficiency  in: 

•  sales,  sales  analysis,  warehousing,  accounting,  purchasing,  pro¬ 
duction  control,  shipping,  receiving,  manufacturing; 

•  communications,  data  processing,  automation  and  paperwork 
simplification. 


These  new  punched  tape  units  offer  you 
the  opportunity  of  extending  your  commu¬ 
nication  and  business  systems  into  new  de¬ 
partments  at  a  relatively  low  cost.  They  can 
be  used  individually  ...  or  in  combination 
with  other  Teletype  equipment  ...  or  with 
such  business  machines  as  computers,  calcu¬ 
lators  and  card  punches. 

All  advanced  Teletype  Model  28  features 
—operation  at  100  words  per  minute,  hand¬ 
some  styling,  compactness,  extremely  quiet 
operation,  modular  design,  metal  clutches 
that  require  oiling  only  once  or  twice  a  year, 

TAPE  PUNCH  •  The  Teletype  Model  28  Tape 
Punch  is  a  receiving  unit— for  message  re¬ 
laying  in  communication  systems  .  .  .  inte¬ 
grating  data  from  several  sources  into  a  single 
tape  .  .  .  monitoring  .  .  .  by-product  tapes. 

Features  and  Specifications: 

1.  Receives  incoming  sequential  signals  and  trans¬ 
lates  them  into  punched  code  combinations  in 
tape. 

2.  Types  corresponding  characters  on  the  tape. 

3.  Provides  facility  for  parallel-wire  output  of  in¬ 
coming  signals,  with  simultaneous  punching  of 
tape,  for  control  of  external  equipment. 

Speed  100  wpm  (or  lower  speeds  where  re¬ 
quired  for  compatibility  with  existing  systems). 
Produces  chadless  (partially  punched)  5-level  code 


tape,  wide.  Prints  on  tape.  Dimensions,  a  com¬ 
pact  9H*  high,  13'  wide,  and  14  J'*'  deep. 

TAPE  READER  •  The  Teletype  Model  28 

Tape  Reader  is  a  transmitting  unit.  When 
punched  tape  is  fed  into  the  unit,  it  ’’reads” 
the  code  combinations  and  automatically 
sends  them  to  their  destination.  Serves  as  a 
sending  imit  in  commimications  systems  .  .  . 
read-out  device  for  business  machines  .  .  . 
control  mechanism  for  automated  equipment. 

Features  and  Specifications: 

1.  Translates  code  in  perforated  tape  into  elec¬ 
trical  impulses  for  sequential  transmission. 

2.  Translates  code  in  perforated  tape  into  elec¬ 
trical  impulses  for  parallel-wire  transmission. 

3.  Receives  electrical  impulses  from  external  par¬ 
allel-wire  source  and  translates  them  for  se¬ 
quential  transmission. 

Operates  at  100  wpm  (lower  if  required).  Han¬ 
dles  chadless  or  fully  punched  tape.  Dimensions  6^’ 
high,  9'  wide,  16'  deep. 


MORE  INFORMATION  •  For  descriptive  lit¬ 
erature  on  the  new  Pimch  and  Reader— or 
other  units  in  the  Teletype  Model  28  line — 
please  write  to  Teletype  Corporation,  Dept. 
50J,  4100  Fullerton  Avenue,  Chicago  39, 
Illinois. 


TELETYPE* 

CORPORATION 
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Change  Seen 
In  Tone  of 
Movie  Ads 

Los  Angeles 
A  “decided  change”  in  the 
tone  of  motion  picture  advertis¬ 
ing  in  local  metropolitan  news¬ 
papers  was  reported  this  week 
by  Arthur  Pollock,  manager  of 
the  Los  Angeles  Newspaper 
Publishers  Association. 

The  association  stirred  up  a 
hot  word  battle  in  entertain¬ 
ment  circles  last  month  when  it 
warned  movie  producers,  dis¬ 
tributors  and  theaters  that  it 
planned  to  set  a  screening  sys¬ 
tem  for  movie  advertising  un¬ 
less  vulgar  and  suggestive  copy 
was  eliminated. 

Mr.  Pollock  said  this  week 
that  plans  to  require  association 
approval  for  movie  advertising 
in  the  local  metropolitan  papers 
have  definitely  been  shelved  be¬ 
cause  the  advertisers  have 
cleaned  up  their  copy. 

“The  advertising  speaks  for 
itself,”  said  Mr.  Pollock.  “There 
has  been  a  decided  change.  We 
are  still  going  to  w'atch  it,  but 
as  long  as  things  go  on  as  they 


have  in  the  last  two  weeks  we 
will  leave  things  alone.” 

In  the  meantime,  Frank  H. 
Ricketson  jr.,  vicepresident  of 
National  Theaters,  blamed  what 
he  called  the  “horror  plague” 
and  “art  houses”  for  starting 
the  controversy  and  called  upon 
the  theater  operators  themselves 
to  clean  up  movie  advertising. 

Speaking  at  a  meeting  of  150 
Fox- West  Coast  theater  man¬ 
agers  Mr.  Ricketson  said  the 
motion  picture  industry  “must 
rid  itself  of  the  ‘horror  plague’ 
it  has  been  plagued  with  in  re¬ 
cent  months.” 

He  said  the  horror  cycle  must 
be  ended  “lest  w’e  lose  the  confi¬ 
dence  and  goodwill  of  the  Ameri¬ 
can  people.” 

“Some  art  houses,”  he  said 
were  to  be  blamed  for  “exceed¬ 
ing  the  bounds  of  decency  in 
their  advertising  approach. 

“Theaters  catering  to  the 
family  trade  should  never  bow 
to  attempting  advertising  which 
seeks  ‘quick  bucks’  but  insults 
a  vast  majority  of  the  public. 
We  do  not  welcome  censorship 
by  any  outside  group.  It  is  up 
to  ourselves  to  do  the  job  of 
cleaning  up  movie  ads.” 

‘Typo’  in  Trophy 
For  *Gulf^  Players 

Erie,  Pa. 

New'spapermen  of  Northwest¬ 
ern  Pennsylvania,  New  York 
state  and  Ohio  were  unable  to 
escape  the  proverbial  “typo” 
bugaboo  in  their  fourth  annual 
golf  tournament  here  Sept.  11. 

When  they  presented  the  tro¬ 
phy,  they  found  to  their  dismay 
the  engraver  had  mis-spelled  the 
word  “Golf”  in  the  inscription 
“Newspaper  Golf  Tournament.” 
The  letter  “U”  had  been  substi¬ 
tuted  for  the  letter  “O”  in  the 
word  “Golf.” 

Disc  Jockey  Robert  (Bob) 
Holmes  of  Radio  Station  WLEU 
and  Richard  (Dick)  Glass  of  the 
Altman-Hall  Advertising  agency 
here  won  the  tournament  in 
which  70  newspapermen  and  rep¬ 
resentatives  of  radio,  television 
and  advertising  agencies  par¬ 
ticipated. 


Cruise  on  Seaway 

Buffalo,  N.  Y. 

Nearly  125  Western  New 
Yorkers  viewed  the  St.  Law¬ 
rence  Seaway  from  the  SS. 
South  American  in  a  Sept.  Il¬ 
ls  cruise  sponsored  by  the  Buf¬ 
falo  Evening  News.  City  Hsdl 
Reporter  Ernie  Gross  reported 
their  activities.  James  H. 
Righter,  News  publisher,  and 
Mrs.  Righter  were  hosts  at  a 
cocktail  party  in  the  ship’s  ball¬ 
room. 


Kalamazoo  Seen 
At  Germany  Fair 

Kalamazoo,  Mich. 

For  the  second  time  in  less 
than  a  year,  the  Kalamazoo 
Gazette  occupies  a  prominent 
place  in  a  foreign  exhibit  pre¬ 
pared  by  the  United  States  In¬ 
formation  Agency. 

The  newest  endeavor  is  an 
exhibit  at  the  Berlin  Industrial 
Fair,  entitled  “Middletown  in 
the  Middlewest;  Life  and  Work 
in  Kalamazoo,  U.  S.  A.”  The 
display  consists  of  a  large  num¬ 
ber  of  photos,  models,  maps, 
products  and  three  dimensional 
exhibits  designed  to  portray  life 
in  Kalamazoo.  Each  visitor  at 
the  exhibit  will  receive  a  four- 
page  special  edition  of  the  Kala¬ 
mazoo  Gazette,  written  in  Kala¬ 
mazoo  but  printed  in  the  Ger¬ 
man  language  in  Berlin. 

Dan  Ryan,  Gazette  feature 
writer,  flew  to  Berlin  with 
Mayor  Glenn  S.  Allen  Jr.  and 
representatives  of  local  indus¬ 
try  and  labor,  and  is  covering 
the  exhibit  opening  Saturday, 
Sept.  13. 

Selection  of  Kalamazoo  for 
the  American  display  sponsored 
by  USIA  and  the  U.  S.  Depart¬ 
ments  of  Labor  and  Commerce 
followed  the  success  of  a  “Kala¬ 
mazoo  and  How  it  Grew”  ex¬ 
hibit  w’hich  recently  concluded  a 
nine-month  tour  of  Great 
Britain. 

• 

Harold  E.  Johnson, 

Ohio  Editor,  Dies 

Painesville,  Ohio 

Hai'old  E.  Johnson,  editor  and 
executive  editor  of  the  Tele¬ 
graph  here  for  37  years,  suc¬ 
cumbed  Sept.  9  of  a  heart  ail¬ 
ment.  He  was  59. 

Mr.  Johnson  was  chief  policy 
editorial  writer  for  Rowley  Pub¬ 
lications. 

When  he  became  editor  of  the 
Telegraph  in  1921,  he  was 
youngest  editor  in  Ohio. 

In  his  early  years,  Mr.  John¬ 
son  covered  many  of  the  top 
stories  himself.  Three  of  his 
biggest  were  the  tragic  NYC 
Flyer-bus  crash  and  the  Burns 
murder  case,  in  which  he  pro¬ 
cured  the  only  confession,  both 
in  the  early  192(>s,  and  the  com¬ 
ing  of  Industrial  Rayon  Corp. 
to  Painesvile  amid  the  depres¬ 
sion  year  of  1937. 

In  the  case  of  the  latter,  Mr. 
Johnson’s  eight-page  special  edi¬ 
tion  scooped  all  metropolitan 
papers.  He  wrote  the  story  in 
the  Rayon  offices  in  Cleveland, 
set  the  type  at  night,  locked  it 
in  the  Telegraph  safe  and  sent 
engravings  as  far  as  Indiana 
to  protect  the  exclusive. 
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Auto  Copy’s 
Turn  Seen  to 
Newspapers 

San  FRANciscf' 

Belief  that  this  year’s  aut<»no- 
bile  advertising  trend  is  toward 
newspapers  was  expressed  by 
Ralph  M.  Grady  of  Kenyon  i 
Eckhardt. 

But  the  dealer  is  a  decisive 
factor  in  the  campaigns  promot¬ 
ing  the  new  models,  the  account 
executive  of  the  Lincoln-Mer- 
cury  Dealers’  Advertising  Asso¬ 
ciation  said. 

“I  think  the  trend  is  back  to 
newspapers,  so  it  is  important 
you  have  the  dealers  solidly  be 
hind  you,”  Mr.  Grady  told  the 
Northern  California  unit  of 
California  Newspaper  Adverti^ 
ing  ETxecutives  Association. 

The  manufacturer  seda  to 
gain  favor  for  his  product  and 
the  agencies  consider  newspa- 
peis  as  the  primary  medium, 
but  that  may  be  only  if  pressure 
develops  from  the  dealers,  he 
explained. 

Dealers  Benefit 

The  dealers  themselves  car. 
obtain  special  benefits  from  the 
use  of  newspapers,  he  said. 

The  results  of  proper  assist 
ance  to  dealers  will  be  more 
local  auto  linage  “than  you  may 
realize,”  and  the  development  of 
a  feeling  that  the  dealer  and 
the  newspaper  are  working  to¬ 
gether  to  build  business,  he  said 

Then,  when  schedules  are 
made,  “the  dealer  will  take  pains 
to  see  that  you  are  on  his  sched¬ 
ule,”  the  accoimt  executive  de¬ 
clared. 

Mr.  Grady  said  he  did  not 
think  the  application  of  a  news¬ 
paper’s  local  retail  rate  is  the 
answer  to  meeting  certain  com¬ 
petitive  cost  figures. 

A  bulk  rate  or  a  frequency 
discount  might  prove  advanto 
geous,  he  observed  in  response 
to  a  question  by  Clifton  J 
Toney,  publisher,  Fair/tsid 
(Calif.)  Solano  Republic,  who 
said  that  cost  factors  involved  in 
the  use  of  a  newspaper  in  every 
dealer’s  territory  had  caused 
some  curtailment  of  the  news¬ 
paper  list  in  favor  of  certain 
outdoor  boards. 

The  general  dealer  practice  is 
to  use  newspapers  and  no  other 
medium  at  announcement  time. 
Mr.  Grady  said.  Newspapers  are 
the  prime  medium  and  they  also 
are  of  special  advantage  from 
the  dealer-relationship  stand¬ 
point,  he  observed  in  reply  t®  * 
question  on  bulk  coverage  f^ 
Ed  Bauer,  Sunnyvale  (CaW-) 
Standard. 
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BURROUGHS 

ELECTRONIC  COMPUHRS 
ON  CIVILIAN  JOBS  ALONE  , 
ALREAOY  TOTAL  273  A 


eloolntiiic  filing  syslctns.  and 
oquipmenl  for  liigh-pp<*e(]  pro* 
ossing  of  punched  cards. 

In  all,  the  far-rangine 
Burroughs  data  processins 
etjuipment  line  is  a  resoundingl' 
successful  result  of  the  firm* 
comprehensive,  long-range  re 
search  program.  Spearheadei 
hy  scientific,  engineerini; 

and  support  personnel,  thepre 
gram’s  goal  is  the  aintinuins 
creation  of  even  more  advance' 
data  processing  equipment, 


Defense  Also  Taps  Burroughs  Electronic 
Wizardry-to  Tune  of  $400  Million 


Atl  as  to  processing  intricate 
data  in  such  vital  defense  sys¬ 
tems  as  SA(iE  air  defense. 

I'NMATCIIKI)  A  1)1*  I.INK 

Hard  at  work  along  with  the 
computers  in  both  eivilian  and 
defense  installations  are  mem¬ 
bers  of  the  Burroughs  family  of 
input-output  eijuipment — biggest 
in  the  automatic  data  processing 
field.  These  include  high-speed 
input  and  read-out  devices, 
many  types  of  punched  paper 
and  magnetic  tape  equipment. 


and  small  electronic  computers. 

In  addition.  U.  S.  Defense 
has  already  called  on  Burroughs 
to  produce  well  over  $400 
million  worth  of  electronic  data 
processing  and  digital  communi¬ 
cations  equipment.  Applications: 
Everything  from  guiding  I!T,(KK)- 
mph  ballistic  missiles  such  as 


FIRM'S  RESEARCH 
SPURS  ADP  ADVANCES 


DETROIT  —  Burroughs 
fast  pace  in  electronics  has. 
in  a  remarkably  short  time,  re¬ 
sulted  in  273  civilian  installa¬ 
tions  of  the  firm’s  giant,  medium 


Sjixic*  sr  o  UL  ^  iTk  s 


©Burroughs 
Corporation 

‘SEW  DIMESEIONE  /  in  vhclmnicif  and  ilalit  i)nH  rs!<iiif<  sifslnns" 


Hearing  Set 
On  Utilities’ 
Ad  Tax  Ruling 

Washington 

The  position  taken  by  two 
Federal  agencies  that  utility  in¬ 
stitutional  advertising  is  not  an 
ordinary  expense  of  doing  busi¬ 
ness  is  being  reviewed  by  both 
departments  under  the  watch¬ 
ful  eye  of  Senator  Estes  Ke- 
fauver’s  monopoly  subcommit¬ 
tee. 

Senator  Kefauver  w'as  re¬ 
sponsible  for  rulings  by  the  In¬ 
ternal  Revenue  Service  and  the 
Federal  Power  Commission  that 
the  costs  of  publicizing  the  ad¬ 
vantages,  and  problems,  of  pri¬ 
vate  ownership  of  utilities  con¬ 
stitute  lobbying  and  may  not 
be  set  up  either  as  a  deductible 
business  expense  in  computing 
Federal  tax  obligation,  nor  as  an 
element  of  cost  from  w'hich 
power  rates  to  consumers  are 
reckoned. 

A  closed  door  conference  was 
conducted  Tuesday  at  FPC  offi¬ 
ces,  preliminary  to  public  re¬ 
view  at  sessions  which  start  Oct. 
7.  Attending  this  week’s  meet¬ 


ing  with  power  commission  law¬ 
yers  and  statisticians  were  rep¬ 
resentatives  of  76  utility  com¬ 
panies  who  have  appealed  a  rul¬ 
ing  that  they  improperly  charged 
$863,130.15  in  contributions  to 
the  1957  Electric  Company  Ad¬ 
vertisers  Program  (ECAP)  as 
a  business  expense,  rather  than 
setting  it  up  in  the  books  as 
miscellaneous  deductions,  after 
taxes.  The  meeting  was  called 
to  define  and,  if  possible,  limit 
the  issues  by  agreement,  and  de¬ 
termine  the  procedure  to  be  fol¬ 
lowed  in  the  October  sessions. 

The  Internal  Revenue  Seiwice 
issued  its  ruling  on  the  basis 
of  advertising  directed  against 
the  Tennessee  Valley  Authority 
in  Kefauver’s  home  state.  The 
Senator  said  it  was  lobbying, 
whereas  the  power  companies 
contended  it  was  aimed  at  pro¬ 
tecting  the  private  enterprise 
system  on  which  it  depends  for 
successful  existence.  IRS  an¬ 
nounced  an  appealable  holding 
of  non-deductibility  subject  to 
review.  The  power  companies 
asked  for  reconsideration.  Two 
conferences  have  taken  place 
and  briefs  have  been  filed  but 
the  fact-finding  endeavor  has 
not  been  concluded.  There  has 
been  no  forecast  as  to  when  a 
final  order  will  issue. 

In  normal  operations  of  the 


revenue  offices,  questions  such 
as  the  deductibility  of  advertis¬ 
ing  costs  arise  in  the  field  and 
are  referred  to  Washington.  The 
national  office  then  accepts  testi¬ 
mony  or  comments  on  all  sides 
of  the  issue,  and  eventually  ad¬ 
vises  field  offices.  The  same 
steps,  in  reverse  order,  were 
taken  in  the  present  situation: 
A  Congressional  request  for  a 
ruling  was  received,  and  was 
given;  now  the  opportunity  to 
reverse  it,  after  the  fact,  is  be¬ 
ing  afforded  the  taxpayers. 

• 

Contractor  Sues 

Youngstown,  Ohio 
The  Youngstown  Vindicator 
has  been  named  defendant  in  a 
$100,000  libel  suit  in  Common 
Pleas  Court  by  an  Alliance 
(Ohio)  contracting  engineer, 
who  has  objected  to  an  editorial 
in  the  paper  last  November.  The 
editorial  supported  a  city  bridge 
contract,  which  went  to  another 
bidder. 

Stine  Buys  Weekly 

Baltimore,  Ohio 
Charles  W.  Stine,  former 
news  editor  of  the  Evansville 
(Ind.)  Courier,  recently  pur¬ 
chased  the  weekly  Twin  City 
News.  The  weekly,  suspended 
since  April  12,  will  resume  pub¬ 
lication  next  week. 


Famous  Person 
Pages  Available 

Detroit 

Jay  W.  McFadden,  of  the 
Special  Advertising  Department 
staff  of  the  Detroit  Free  Press, 
is  offering  mats  in  black  and 
white  and  full  color  on  the 
series  that  ran  for  10  years 
called,  “Stories  of  Men  Who 
Made  Jobs  for  Thousands 
Through  Free  Enterprise.” 

Edward  Geller,  publisher  of 
the  series,  received  the  Award 
of  Merit  from  the  Freedoms 
Foundation  for  his  work  in  com¬ 
piling  the  data  and  the  method 
of  presentation  of  the  informa¬ 
tion  on  the  lives  of  noted  men. 
These  pages  appeared  in  the  De¬ 
troit  Free  Press.  Signatures  ap¬ 
peared  at  the  bottom  of  each 
ad  which  resulted  in  payment 
of  the  space  at  the  national  l  ate. 


Neal  A.  Bellies 

River  Forest,  Ill. 

Neal  A.  Beliles,  50,  division 
sales  manager  for  Whitlock  & 
Co.,  circulation  promotion  firm, 
died  Sept.  2  in  Louisville,  Ky., 
while  returning  from  a  vacation 
in  Florida.  Previously,  Mr.  Be¬ 
liles  had  worked  on  newspapers 
in  lyouisville,  Cincinnati,  Omaha 
and  Chicago. 
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DULUTH  •  SUPERIOR 

2nd  Market  in  Minnesota, 

and  in  Wisconsin,  too* 


Wr 


We've  been  printing  ROP  color  in  the  Duluth  newspapers  for  34  years,  and 
our  color  lineage  is  still  gaining  steadily. 

Media  Records  shew  an  increase  of  17  per  cent  in  ROP  color 
lineage  published  for  the  first  six  months  of  1958  compared 
to  the  same  period  in  1957. 

This  increase  reflects  the  activity  in  the  rich,  active  Twin 
Ports  market.  Our  4.2  per  cent  gain  in  Retail  lineage  for  the 
same  period  indicates  our  market's  stability. 

These  400,000  lines  plus  of  ROP  color  do  not  approach  our  maximum 
capabilities.  If  you  are  interested  in  running  ROP  color  in  Duluth,  any  day  of  the 
week  In  any  section  except  4  colors  in  main  news  on  Sunday,  contact  a  Ridder* 
Johns  office  or  John  W  Giesen,  our  national  advertising  manager. 

*ROP  color  lines  published  according  to  Media  Records. 


DULUTH  HERALD  ^eu)5-tEriiittne 


NEW  YORK 


RepresMted  NatioRally  by  RIODER-JOHNS,  INC. 

CHICAGO  MINNEAPOLIS  SAN  FRANCISCO 
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MORE  R.O.P.  COLOR 


each  year  in  the 
Oklahoman 
and  Times 
color  ods 


$24,000,000  for  air  facilities 
to  grow  with  Oklahoma! 


Oklahoma  City’s  Will  Rogers  field  is 
expanding,  $24,000,000  worth.  About 
$14,000,000  is  the  value  of  the  Civil 
Aeronautics  Authority’s  new  “Univer¬ 
sity  of  the  Air’’  which  administers  the 
government’s  program  of  air  safety  and 
air  traffic  control  and  gives  technical 
instruction  to  civil  aviation  administra¬ 
tors  from  all  over  the  world. 

Another  $10,000,000  is  for  expansion 
of  municipal  facilities — runways,  hang¬ 
ars  and  other  facilities. 


'I'his  civil  aviation  investment  is  an¬ 
other  evidence  of  growth  in  capital 
investment  in  Oklahoma  that  foretells 
even  more  growth  of  population  and 
annual  payrolls. 

The  Oklahoman  and  Times  give 
advertisers  unequalled  coverage  of  this 
growing  market.  Are  you  getting  your 
share?  Schedule  your  advertising  in  the 
Oklahoman  and  I'imes  to  achieve  the 
best  sales  results  in  Oklahoma! 


1957  I  1958 

With  937  R.O.P.  color  ads 
and  254  color  editorial  features, 
last  year  was  another  record 
color  year  for  the  Oklahoman 
and  Times,  a  color  ad  increase 
of  8%  over  the  previous  year. 
.Some  of  the  nation’s  finest  news¬ 
paper  color  reproduction  ap¬ 
pears  in  the  Oklahoman  and 
'l  imes,  the  result  of  40  years  ex¬ 
perience  in  printing  color  in  edi¬ 
torial,  advertising  and  Sunday 
color  comics. 

Srnd  for  thr  fire  Oklahoman  and 
'I’imrs  btfM>kIrt  “Production  Methods  for 
IW'ttrr  Newspaper  R.O.P.  Color.” 


■ 
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FAIRCHILD 

news 


In  order  to  speed  business  news 
faster  to  the  midwest,  Fairchild 
Publications  will  inaugurate  a 
telephone  news  bulletin  service  in 
Chicago  on  Sept.  22.  News  bul¬ 
letins,  summarizing  highlights  of 
latest  issues  of  WOMEN’S  WEAR 
DAILY,  DAILY  NEWS  RECORD, 
HOME  FURNISHINGS  DAILY, 
will  be  available  daily  by  tele¬ 
phoning  WEbster  9-1600  from  6 
p.  m.  until  9  a.  m.  The  telephone 
service  will  be  expanded  on  week¬ 
ends  to  include  news  highlights 
from  Fairchild’s  three  weeklies — 
FOOTWEAR  NEWS,  SUPER¬ 
MARKET  NEWS,  ELECTRONIC 
NEWS. 


Jack  Robertson,  of  the  Chicago 
news  staff  of  Fairchild  Publica¬ 
tions,  has  been  appointed  manager 
of  Fairchild’s  Dallas  News  Bureau, 
where  he  will  supervise  all  news 
activities  in  Texas.  Elizabeth  Cleve¬ 
land,  who  has  represented  Fair- 
child  in  Dallas  for  many  years, 
will  continue  as  fashion  editor  for 
that  citv  tmd  the  Southwest. 


Complete  and  up-to-the-minute 
coverage  of  the  25th  annual  meet¬ 
ing  of  National  Assn,  of  Food 
Chains  in  Chicago,  Oct.  5-8.  will 
be  handled  by  SUPERMARKET 
NEWS  editor,  Julian  Handler, 
aiid  four  members  of  his  New 
York  news  staff,  as  well  as  the 
regular  Chicago  bureau  news  re¬ 
porters.  The  New  York  and  Chi¬ 
cago  ad  staff  of  the  paper  attend¬ 
ing  wUl  be  headed  by  Robert 
Stainton.  ad  director. 


In  recognition  of  the  impor¬ 
tance  of  the  National  Electronics 
Conference  in  Chicago,  Oct.  13, 
14,  15.  ELECTRONIC  NEWS  will 
publish  an  extra  edition  Oct.  14, 
in  addition  to  the  regular  weekly 
issue  of  Oct.  13.  Along  with  copies 
to  regular  subscribers,  room-to- 
room,  lobby  and  dining  room  dis¬ 
tribution  of  both  editions  will  be 
made  for  convenience  of  all 
visitors  to  the  conference. 


Edgar  W.  B.  Fairchild,  vice 
president  and  treasurer  of  Fair- 
child  Publications,  Inc.,  and  L.  E. 
Williams,  ad  director  of  HOME 
FURNISHINGS  DAILY,  plan  to 
be  in  Chicago  for  the  board  of 
directors  meeting  of  Associated 
Business  Publications  on  Oct.  21 
and  ABP’s  Midwest  conference  on 
Oct.  22.  Mr.  Williams  is  chairman 
of  the  board  of  ABP,  and  Mr. 
Fairchild,  secretary. 

FAIRCHILD 
Publications,  Inc. 

7  East  12tli  St.,  Now  York,  N.  Y. 


Daily  Nawt  Rocord,  Supormarkat  N«wt, 
Woman'i  Woar  Daily,  Eloctronic  Nawt, 
Homa  Fumiihingt  Daily,  Diractoriat, 
Man's  Woar,  Footwaar  Nawt.  Books. 


I  Bitner  Joins  Youth 
Reading  Group 

I  Lynn  N.  Bitner,  general  man¬ 
ager  of  the  Gannett  Newspa- 
1  pers,  has  accepted  an  assign- 
I  ment  in  connection  with  our 
'  Youth  Reading  Study  program, 

I  James  M.  Rankin,  president  of 
the  International  Circulation 
Managers  Association  has  an¬ 
nounced.  Mr.  Rankin  is  circula¬ 
tion  director  of  the  Topeka 
(Kas.)  Daily  Capital  and  State 
Journal. 

“Mr.  Bitner,”  said  Mr.  Ran¬ 
kin,  “will  represent  the  pub¬ 
lisher  level  of  the  newspaper  in¬ 
dustry  on  the  Coordinating 
Policy  Committee  which  will  di¬ 
rect  and  implement  future  plans 
in  our  Youth  Reading  Study 
program.”  He  announced  also 
that  C.  K.  Jefferson,  circulation 
manager  of  the  Des  Moines 
1  (Iowa)  Register  and  Tribune, 

I  would  continue  to  represent 
ICMA  on  that  committee.  A 
third  member  of  the  committee 
'  who  is  to  represent  the  educator 
j  groups  which  have  participated, 

I  is  yet  to  be  named. 

A  comprehensive  report  of  the 
workshop  findings  and  recom¬ 
mendations  is  being  prepared 
by  Dr.  Jonathon  C.  McLendon 
of  Duke  University  who  acted 
1  as  evaluation  officer.  It  will  be 
!  reviewed  by  the  Coordinating 
I  Policy  Committee  in  early  Oc- 
!  tober  as  the  basis  for  further 
j  development. 

[  *  *  ♦ 

Leon  William  Lindsay,  who 
worked  this  Summer  as  a  copy 
reader  on  the  St.  Louis  (Mo.) 
i  Globe  Democrat — named  an  in¬ 
structor  in  technical  journalism 
j  at  Kansas  State  College. 

*  *  4: 

Patricia  Grevatt,  formerly 
i  with  New  Yorker  magazine  — 
to  news  staff  of  the  Marietta 
(Ohio)  Times. 

*  *  * 

j  Clarence  C.  Jensen,  with  the 
!  City  News  Bureau  of  Chicago 
since  1935  and  city  editor  of 
the  day  side  —  promoted  to 
assistant  to  the  general  man¬ 
ager  of  CNB  and  City  Press 
Association,  in  charge  of  CPA’s 
new  PR  News  Service. 

«  *  « 

I  William  H.  Goodman,  former 
I  assistant  retail  advertising  man¬ 
ager  of  the  Camden  (N.  J.) 
Courier-Post  —  to  retail  ad 
manager. 

«  «  « 

Chuck  Barnes,  formerly  on 
the  editorial  staff,  Denison 
(Iowa)  Newspapers  —  to  edi¬ 
torial  staff.  Garden  City  (Kas.) 
Telegram. 

*  ♦  « 

Len  Calvert  —  resigned  as 
news  editor  of  the  Coquille 
!  (Ore.)  Valley  Sentinel  to  enter 
I  free  lance  writing  field. 


personal 


James  M.  Rawungs,  city  edi¬ 
tor  of  the  Kewanee  (Ill.)  Star- 
Courier  since  August,  1953  — 
resigned  to  be  associate  direc¬ 
tor  of  public  relations  for  Moose- 
heart,  the  “Child  City”  of  the 
Loyal  Order  of  Moose. 

*  *  * 

Dan  Swinton  —  from  Valley 
editor  of  Hollywood  (Calif.) 
Citizen-News  to  general  report¬ 
ing  on  Los  Angeles  (Calif.) 
Times. 

«  «  * 

Lowbxl  a.  Toenniessen,  for¬ 
mer  sports  deskman  at  Sara¬ 
toga  Springs  (N.  Y.)  Sara- 
togian  —  to  sports  editor  of 
the  West  Chester  (Pa.)  Daily 
Local  News. 

*  *  * 

Joan  Connor  Toenniessen, 
former  publicity  agent.  New 
York  State  Youth  Commission 
—  to  reporter  with  West  Chester 
(Pa.)  Daily  Local  Netvs. 

«  *  * 

Sydney  Johnson  —  now  lit¬ 
erary  and  drama  editor  of  the 


Montreal  (Que.)  Star,  succeed* 
ing  Walter  O’Hearn  now  man* 
aging  editor. 

a  •  • 

Howard  Wilson,  business 
manager  of  the  Carroll  (Iowa) 
Times-Herald  —  elected  presi* 
dent  of  the  Iowa  Daily  Press 
Association. 

a  *  • 

Leonard  Warnek,  farm  edk 
tor  and  political  reporter  for  the 
Providence  (R.  I.)  Journal  and 
Bulletin  —  to  the  American 
Fai-m  Bureau  Federation  as 
press  relations  director. 

*  «  * 

Byron  White,  formerly  with 
the  Portland,  Ore.,  UPI  bureau, 
later  Portland  representative 
for  Fairchild  Publications  — 
now  assistant  public  relations 
director  for  United  Fund  in 
Portland. 

*  a  * 

Phillip  Mayer,  Pueblo 
(Colo.)  Star-Journal  and  Chief¬ 
tain  reporter  —  to  Honolulu 
(T.  H.)  Star  Bulletin  copy  desk. 


,  ''WX- 


,  1 
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COLLEGIATE  —  Mrs.  Margaret 
Dixon,  managing  editor  of  the 
Baton  Rouge  (La.)  Morning  Ad¬ 
vocate,  is  serving  another  two-year 
term  as  secretary  of  the  Board  of 
Supervisors  of  Louisiana  State  Uni¬ 
versity.  She  received  B.A.  from 
LSU  in  1928. 


Ted  Michel,  fomierly  with 
both  editorial  and  adveitising 
departments  of  the  San  Fran¬ 
cisco  (Calif.)  Examiner,  and 
with  the  Napa  (Calif.)  Register 
—  new  associate  editor  of  West¬ 
ern  Advertising  with  headquar¬ 
ters  at  Los  Angeles. 

*  *  « 

Catherine  Worth,  reporter 
with  the  Grants  Pass  (Ore.) 
Courier  for  the  last  12  years  — 
retired  and  succeeded  by  Wil¬ 
liam  Palmroth. 

♦  *  « 

Charles  L.  Scott  —  ])ro- 
moted  to  picture  editor  of  the 
ilihvaitkee  (Wis.)  Journal.  He 
has  been  an  assistant  since 
1956;  previously  he  was  head 
photographer  of  the  Champaign- 
Vrhnna  (Ill.)  Courier. 


Ron  Morrison,  Cortez  (Colo.) 
Sentinel  reporter-photographer 

—  to  managing  editor,  Albany 
(Mo.)  Ledger. 

«  *  * 

Neil  Shively,  1958  graduate 
of  the  University  of  Wisconsin 

—  to  the  staff  of  the  Dubuque 
(Iowa)  Telegraph-Herald  as  a 

city  reporter. 

*  *  * 

Pat  Lumi.nello  —  resigned 
as  night  editor  of  the  Dubuque 
(Iowa)  Telegraph-Herald  to  re¬ 
turn  to  college.  He  will  work 
on  his  Masters  Degree  in  jour¬ 
nalism  at  Columbia  this  fall. 

*  *  * 

Tom  Brydges,  member  of  the 
sports  staff  of  the  Springfield 
(Ill.)  Illinois  State  Journal  — 
resigned  to  enroll  as  a  freshman 
at  Massachu.setts  Institute  of 
Technology. 

*  *  * 

Clarence  A.  Rawlings,  for¬ 
merly  of  the  Fresno,  Calif.,  and 
Los  Angeles  bureaus  of  United 
Press  International  —  to  the 
San  Diego  bureau. 

«  ♦  * 

Sam  Campbell  —  to  editorial 
writer  and  editorial  page  edi¬ 
tor  from  city  desk.  Garden  Grore 
(Calif.)  Daily  News. 

v  *  * 

Mr.  and  Mrs.  Paul  Bixler, 
former  members  of  the  staff  of 
the  Cleveland  (Ohio)  Plain 
Dealer  and  the  Cleveland  (Ohio) 
News  —  leaving  for  Burma 
where,  in  the  next  two  years, 
Mr.  Bixler  will  organize  a  li¬ 
brary  for  the  School  of  Social 
Science  of  the  University  of 
Rangoon. 

*  *  * 

Helen  Becken  —  new  .society 
editor  of  the  Klamath  Falls 
(Ore.)  Herald  and  News,  re¬ 
placing  Milly  Ramsby,  resigned 
after  nearly  eight  years  in  that 
position. 

(Continued  on  page  62) 


FOOTBALL'S  BEST  PLAYS 

The  Peh  of  the  Nation's  Leading  Coaches 
EXPLAINED  BY 

Forest  Evashevski 

Complete  with  Diagrams  and  Illustrations 

This  30-lnstaliii*nt  series  Is  brand  new  and  will  be  a  real  winner  on 
year  Sports  Pages.  May  be  used  anytime  during  the  season,  and  as  the 
various  plays  tigure  in  the  news.  Phone  or  wire  tor  samples,  terms. 

the  register  and  tribune  syndicate 

Des  Moines  4U  Madison  Ave.,  N.Y.C. 


L’envoi  — 


When  you’ve  been  around  a  long  time,  it  is  not 
too  hard  to  find  history  repeating  itself. 


Newspapers  (good  ones)  always  have  been  hard 
to  buy.  Yet  there  is  always  some  one  who  will 
tell  a  Publisher  just  how  and  where  he  can  get 
the  right  property — that  can't  or  won’t  he  sold. 


We  try  to  keep  in  touch  with  every  opportunity 
for  purchase  in  America. 


Our  contacts  make  us  realists,  and  we  are  ever 
hopeful  that  sincere  sellers  as  well  as  buyers  will 
remember  our  honest  belief — 


"Newspapers  belong  to  newspaper  people.” 


AllEN  KANDER  AND  COMPANY 

Negotiators  for  the  Purchase  and  Side 
of  Daily  Netespapers 

WASHINGTON  1625  Eye  St.  NW  NAtional  8-1990 
NEW  YORK  60  East  42na  St.  MUrray  Hill  7-4242 
('.HIC.AGO  3.5  East  Wacker  Dr.  RAndolph  6-6760 
DENV'ER  1700  Broadway  AComa  2-3623 
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The  folks  most  opt  to 
buy  TOMORROW  ore 
reoding  the  NEWS 
tonight! 


Cleveland 

NEWS 


p  1  CP  escorted  to  the  police  pokey  by  a 

j9.rlY  OtSlIICrS  cheering  cavalcade  of  localsym- 
d  pathizers  in  a  torchlight  proces- 

stopped  along  the 
lUl  route  for  liquid  refreshment  at 
all  the  hostelries  and  to  applaud 
,  ,  ^  1  ^  ^  XT  speeches  between  rounds. 

UDllCCl-jUlllUIl  Cayley  stayed  as  a  guest  of 

the  police  for  10  days  until  the 
Calgary,  Alta.  Dominion  government  ordered 
The  Calgary  Herald  published  jjjg  x^iease,  again  celebrated  by 
92-page  tabloid  edition  Satur-  ^  procession  through  the  streets, 
ly.  Sept.  G,  to  mark  its  75th 

iniver^ry.  original  gold  brick 

The  Calgary  Herald,  Mimng  s^j^dies,  when  Editor  J.  J. 
id  ^nch  Advocate  and  Gen-  young  and  a  bank  manager 

bought  a  “gold  brick”  fixim  an 

ndrewM.  Armour  and  Thomas 

:  ently  just  back  in  town  from 

'^be  B.C.  goldfields.  D.  J.  Young 
ug.  31,  1883.  Then  the  North-  denies  the  banker  and  his 
est  frontier  ^ttlem^t  had  a  bother  were  “taken”  for  $40,- 
ipulation  of  aW  400  and  the  qqq^  ^ 

rculation  of  the  first  issue  of 

stei-s  decamped  with. 

The  Herald  anniversary  edi¬ 
tors  were  assisted  by  historians 
and  old-timers  in  Hieir  search 
for  details  of  the  early  history 
of  the  paper. 

A  long  search  through  all 


Personals 

(Continued  from  page  Gl) 


E.  A.  Donnelly,  publisher 
and  owner  of  Prineville  (Ore.) 
Central  Oregonian  —  retired 
from  active  newspaper  work  for 
health  reasens. 


Kenneth  Zimmerman,  Oma¬ 
ha  (Neb.)  World-Herald  pho¬ 
tographer  —  to  army  ser\'ice 
at  Ft.  Leonard  Wood,  Mo.  Ed 
Rath,  former  cameraman  for 
an  Omaha  TV  station  —  to  the 
W-H  photo  staff. 


Henry  W.  Pierce,  former 
general  assignment  reporter  for 
the  Pierre  (S.  D.)  Capital  Jour¬ 
nal  —  to  the  Cornell  University 
news  bureau. 


Stanley  Levine,  formerly 
with  the  Neiv  York  Joumal- 
American  —  to  press  editor, 
California  National  Produc¬ 
tions. 


To  mark  the  75th  birthday 
the  Herald  printed  70,700  copies 
of  the  anniversary  edition  which 
included,  in  addition  to  the  spe¬ 
cial  tabloid  four-section  supple¬ 
ment,  44  pages  of  the  regular 

edition,  an  8-page  Magazine,  parts  of  Canada  and  the  U.S. 
both  standard-page  size,  and  the  Northwest  failed  to  find  any 
16-page  tabloid  comics  section,  trace  of  Founder  Armour  or  his 
for  a  total  of  160  pages.  family.  About  all  that  is  known 

The  Herald  story  was  told  bim  is  that  he  and  Braden 
principally  by  former  members  from  Ontano,  and  m 

of  the  staff,  including  J.  D.  ^be  Her- 

McAra,  Calgary’s  dean  of  print-  J? 

ing  who  has  had  his  own  print-  the  Mcdict^  Hat  m  1885 

ing  shop  here  since  1909  and 

Spokesman,  replacing  Mrs.  Dick  first  worked  for  the  Herald  in  California.  There  the 

Clanfield  who  has  moved  to  John  1890.  D.  J.  Young,  who  was  the  ends. 

Day,  Ore.  Herald’s  city  editor  in  1896  • 

*  *  when  his  brother  J.  J.  Young  l  j?  *  p 

MTllard  D.  Eberhart,  former  owned  the  paper,  also  wrote  his  C,refSfies  front  rOgB 

reminiscences.  Daothin,  Man. 

Another  contributor  was  Nor-  W.  K.  Marsh,  publisher  of  the 
man  Luxton,  founder  of  the  Weekly  Herald,  made  the  news 
famed  Luxton  museum  in  Cal-  when  his  small  plane  crashed 
gary.  He  worked  for  the  Herald  in  utter  darkness  during  a  power 
at  the  turn  of  the  century,  just  failure  that  blacked  out  the 
before  he  and  another  adven-  lights  of  the  Manitoba  country- 
turer  spanned  the  Pacific  from  side.  Mr.  Marsh  landed  in  a 
Vancouver,  B.  C.,  to  Australia,  field  of  grain  and  was  un¬ 
in  a  28-foot  outrigger  canoe.  conscious  more  than  four  hours. 

O.  L.  Leigh-Spencer,  retired  When  he  regained  consciousness 
publisher  of  the  Herald  and  he  walked  to  a  farm  house  ai^^i 
laterof  the  Vancouver  Protitncc,  telephoned  his  family  in  Dau- 
told  of  the  trials  and  tribula-  Pbm.  Later  the  same  day  h 
tions  of  the  newspaper  and  the  ^ 

city  from  1907  until  1940.  Herald  office. 

Triumph.n<  j.iii„8  Meeting 

The  history  recalled  the  Ume  Called  in  Chicago 
when  the  second  publisher,  Hugh 

St.  Quentin,  Cayley,  was  thrown  Chicago 

into  the  Northwest  Moimted  Po-  Directors  of  the  American  So- 
lice  jail  for  contempt  of  court  ciety  of  Newspaper  Editors  will 
for  criticising  the  local  stipen-  meet  at  the  Chicago  Sun-Times 
diary  magistrate  during  the  building  here  Oct.  17  as  guests 
heated  controversy  over  prohibi-  of  the  Sun-Times  management, 
tion  in  the  Northwest  Terri-  George  W.  Healy  Jr.,  New  Or- 
tories.  The  legend  says,  and  Mr.  leans  (La.)  Times-Picayune 
Cayley  was  quoted  as  saying,  and  States,  is  president  of 
just  before  his  death  in  1934  ASNE.  Milbum  P.  Akers,  S-T 
when  he  was  senior  county  court  executive  editor,  is  an  ASNE 
judge  in  Vancouver,  that  he  was  director. 
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Ora  Demick  of  Alturas,  Calif.  years. 

—  new  reporter  for  her  area  - 

for  the  Klamath  Falls  (Ore.)  manager  of  the  Calgary  (Alta.) 
Herald  and  News.  Herald.  C.  E.  Hall,  national 

*  *  advertising  manager  —  now  re- 

Mildred  Weeks,  onetime  so-  tail  ad  manager,  and  E.  H. 
ciety  editor  of  the  Portland  Wheatley  —  now'  national  ad- 
Oregon  Journal  —  to  society  vertising  manager, 
editor  of  the  Forest  Grove  ♦  *  # 

(Ore.)  News-Times,  succeeding  Jean  Brow'n  —  new'  business 
Florence  GRBaJNFiELD,  w'ho  re-  manager  of  the  Pedwowd  (Ore.) 
signed  to  teach  school. 


Leonard  W.  Roper,  advertis-  Jan  Morton,  formerly  with 
ing  manager  and  retail  ad  man-  the  Portland  Oregon  Journal  — 
ager  —  to  advertising  sales  now  correspondence  editor  of 

the  Roseburg  (Ore.)  News-Re- 
view. 


AROUND  THE  WORLD 

AROUND  THE  CLOCK 
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lX.I’s  Marnmhrr  uatrhes  Cooper  I’nion  }fiiseiini's  Rohifing  unparh  precious  Picasso  pottery 


What  can  insurance  do  to  promote  international  cultural  exchange? 

The  vagabond  itinerary  of  76  pieces  of  precious  Picasso  pottery 
points  the  way  to  further  successful  exchange  of  important  works 


It  has  been  said  that  the  fine  arts  know- 
no  national  boundaries.  Foreigners 
cheer  a  visiting  American  symphony  or¬ 
chestra  and  here  the  stoniest  heart  soft¬ 
ens.  More  and  more  students  study- 
abroad.  and  more  come  from  abroad  to 
study  here.  Tourist  traffic  in  museums 
and  galleries  booms  encouragingly. 
And  now,  objects  of  art  themselves  can 
be  shipped  and  transshipped  and  exhib¬ 
ited  to  millions  in  many  countries  with¬ 
out  the  great  fear  which  often  attended 
such  risk  in  the  past. 

An  interesting  example  concerns  the 
"6-piece  collection  of  Pablo  Picasso’s 
pottery  masterpieces  which  attracted  ca¬ 
pacity  crowds  in  Philadelphia  and  New 
Vork  a  few  months  ago.  Many  Ameri¬ 


cans  did  not  know  that  the  famous  Span¬ 
ish  painter  is  a  sculptor  and  potter  as 
well,  nor  that  clay,  paint,  fire  and  genius 
could  be  combined  to  form  such  ex¬ 
quisite  contemporary  pieces. 

A  lesser  known  highlight  was  the  im¬ 
portant  part  insurance  played  in  making 
the  Picasso  exhibitions  feasible,  for  the 
trip  was  long  and  the  conditions  complex. 

Picasso’s  collection,  under  the  direc¬ 
tion  of  Paris  art  dealer,  M.  Daniel-Henry 
Kahnweiler,  was  shipped  from  Amster¬ 
dam  to  the  Philadelphia  Museum.  Here 
it  was  unpacked,  exhibited,  repacked, 
trucked  to  New  York’s  Cooper  Union 
Museum,  unpacked,  exhibited,  repacked, 
trucked  to  the  pier,  and  shipped  hack  to 
Pahio  Picasso  at  Nice,  France. 


Modern  INA  insurance,  carefully  tai¬ 
lored  by  an  independent  agent,  protected 
these  fragile  pieces  every  step  of  the  way. 
Packing  and  unpacking  were  supervised 
by  INA  experts.  Every  piece  is  preserved 
for  posterity,  and  for  further  exhibition 
to  more  admirers  in  more  countries. 

This  is  one  way  insurance  can  pro¬ 
mote  international  cultural  exchange, 
and  the  human  tolerance  and  apprecia¬ 
tion  which  grow  from  such  exchange. 
We  at  North  America  recognize  that 
this  changing  world  calls  for  constant 
pioneering  to  provide  new  and  better 
protection  at  the  lowest  possible  cost. 

Indemnity  Insurance  Company  of  North  America 
Insurance  Company  of  North  America  •  Life 
Insurance  Company  of  North  America  •  Philadelphia 
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CIRCULATION 


Dailies  to  Salute 


Carriers,  Oct.  4 


The  most  “numerous”  mem¬ 
bers  of  the  newspaper  frater¬ 
nity  will  be  honored  Saturday, 
Oct.  4,  when  the  nation’s  press 
celebrates  National  Newspaper- 
boy  Day. 

To  salute  the  more  than  600,- 
000  young  businessmen  who 
typify  the  ideals  of  American 
free  enterprise,  this  day  is  set 
apart  during  National  News¬ 
paper  Week  (Oct.  1-8)  to  pay 
tribute  to  these  “little  mer¬ 
chants.” 


Plans  Clicking 

Many  plans  and  arrange¬ 
ments  are  already  “clicking,” 
according  to  Raymond  E.  Houk, 
Indianapolis  (Ind.)  Star  and 
Sews,  chairman  of  the  News- 
paperboy  Committee  of  ICMA. 

A  “pre-salute”  will  kick  off 
activities,  when  Parade,  This 
Week,  American  Weekly  and 
Family  Weekly  will  devote  edi¬ 
torial  space  in  their  Sept.  28 
issues  to  salute  newspaperboys. 
Many  local  roto  and  Sunday 


magazine  sections  also  have 
planned  coverage. 

Harry  Gladstein,  Washington 
(D.  C.)  Post  &  Times-Herald, 
is  working  on  arrangements  for 
a  letter  and  possibly  tie-in  pic¬ 
tures  of  President  Eisenhower 
with  newspaperboys.  The  Treas¬ 
ury  Department,  as  in  the  past, 
will  provide  a  mat  for  the  oc¬ 
casion.  This  year  Major  Gen¬ 
eral  John  B.  Medaris,  com¬ 
manding  general  of  the  Army’s 
Ordnance  Missle  Command, 
Huntsville,  Alabama,  will  give 
the  salute. 


Newspaperboys  Honored 

A  Rockford  (Ill.)  newspaper- 
boy  will  guest  on  Don  Mc¬ 
Neil’s  Chicago  Breakfast  Club 
Friday,  Oct.  3rd,  and  a  carrier- 
salesman — Robert  Batzell  of  the 
Reading  (Penn.)  Ragle  Times 
— will  be  honored  Sept.  30th  by 
the  Sales  Executive  Club  of 
New  York. 

State  chairman  for  ICMA  are 
busy  lining  up  pi'oclamations 


Starts  Mean  Everything  *  • . 


...  in  racing  as  in  circulation  promotion. 


Whitlock  annually  produces  thousands  of  starts  for 
newspapers.  We  can  do  the  same  for  your  news- 
poper.  Ask  us  to  prove  it. 


Whitlock  and  Company,  Inc. 


7425  Lake  Street  •  River  Forest,  Illinois 


by  Governors  and  other  celeb¬ 
rities,  praising  newspaperboys 
in  their  states  and  areas. 

Special  kits,  prepared  by  the 
National  Newspaper  Week  com¬ 
mittee,  are  on  their  way  to  all 
newspapers.  They  bear  ^e  1958 
theme  for  the  week:  “Your 
Newspaper  Guards  Your  Free¬ 
doms.” 

As  in  previous  years,  Jim 
Lynch  and  Maurice  Lipson  of 
Newspaperboys  of  America, 
Inc.,  Indianapolis,  will  provide 
kits  for  all  ICMA  members, 
state  chairmen,  and  any  others 
who  request  them.  A  kit  for 
California  circulators  has  been 
compiled  by  the  California 
Newspaperboy  Foundation,  Inc., 
to  be  mailed  out  in  the  latter 
part  of  September. 

Several  suggestions  have  been 
received  by  Mr.  Houk.  Ford 
Baxter  of  the  Royal  Gazette, 
Hamilton,  Bermuda,  has  offered 
the  name  “International  News- 
paperboy  Day”,  to  cover  the  en¬ 
tire  scope  of  the  celebration. 

M.  E.  Fisher,  Minneapolis 
(Minn.)  Star  &  Tribune,  has 
urged  special  concentration  on 
interesting  smaller  dailies  who 
have  not  promoted  actively  in 
the  past. 

In  Ohio,  Dar  Sims  of  the 
Columbus  (Ohio)  Citizen,  has  a 
1958  proclamation  and  a  pic¬ 
ture  of  the  governor,  a  former 
newspaperboy.  The  picture  and 
copy,  plus  other  ideas,  will  go 
to  61  daily  publishers  in  Ohio. 
Similar  boosters  have  been 
mailed  in  many  other  states. 

Newspaperboys  of  America, 
Inc.  will  again  sponsor  an  ;n- 
temational  contest  for  the  best 


Estes,  ICMA  secretary-man¬ 
ager,  403  Interurban  Building, 
Dallas,  Tex.,  or  directly  with 
Whitlock  &  Co.,  7425  Lake  St, 
River  Foi'est,  Ill.  Price  of  the 
film  is  $133. 


Readers  Pay 
To  Save  Face 


Ft.  Lauderdale,  Fla. 

The  Fort  Lauderdale  Daily 
News  spearheaded  a  fund-rais¬ 
ing  campaign  last  Summer  for 
Marti  Davis,  blonde  model  who 
was  put  out  of  work  when  her 
face  was  disfigured  in  an  auto¬ 
mobile  accident. 

The  story  that  brought  hun¬ 
dreds  of  persons  to  her  aid  was 
written  by  Pat  Palmer,  journal¬ 
ism  student  at  Marquette  Uni¬ 
versity,  who  worked  during 
the  Summer  on  the  women’s 
staff  of  the  News.  Beauticians 
held  benefits,  hundreds  of  per¬ 
sons  sent  in  cash  donations  and 
several  organizations  banded  to¬ 
gether  to  sponsor  a  benefit 
dinner  that  raised  several  hun¬ 
dred  dollars. 

When  the  fund  reached  $3,000, 
Marti  entered  a  hospital  for 
plastic  surgery.  The  total  cost 
will  be  about  $6,000,  but  the 
money  is  still  coming  in. 


ANPA  Sets  Workshop 
For  Electricians 


Chicago 

A  newspaper  maintenance 
electricians  workshop  will  be 
held  here  at  the  Drake  Hotel, 


Newspaperboy  Day  ads  featur-  Nov.  3-7,  by  the  ANPA  Research 


ing  the  boy  and  the  “task  he 
does.”  Three  prizes  totaling 
$150  are  to  be  awarded  to  cir¬ 
culation  managers  of  large,  me¬ 
dium,  and  small  daily  newspa¬ 
pers.  Entries  must  be  mailed 
by  Oct.  15  to  NBA,  912  East 
21st  Street,  Indianapolis  2,  In¬ 
diana. 


An  organization  of  Newspaper  People  Serving  Newspapers\ 


Film  Available 

“As  the  Twig  Is  Bent,”  a  16- 
mm  sound  and  color  movie, 
stressing  the  value  of  newspa¬ 
perboy  training,  is  available 
through  ICMA  or  Whitlock  & 
Co.,  as  a  Newspaperboy  Day 
feature. 

Produced  for  ICMA  by  Whit¬ 
lock  &  Co.,  the  new  film  pre¬ 
sents  the  newspaperboy  story 
against  the  background  of  many 
operations  that  go  into  the  mak¬ 
ing  of  a  newspaper.  Statements 
made  by  J.  Edgar  Hoover  add 
prestige  and  authenticity  to  the 
film’s  presentation,  which  drives 
home  the  fact  that  newspaper¬ 
boy  work  provides  a  positive 
antidote  to  the  evils  of  juvenile 
delinquency. 

Orders  for  the  15-minute 
movie  can  be  placed  with  Jack 


Institute.  The  workshop  will 
consist  of  five  days  of  technical 
discussions  and  circuit  analysis 
covering  all  phases  of  newspaper 
operations. 

Each  participant  will  work 
with  materials  and  examples 
that  fit  his  own  plant’s  power 
circuit.  Attendance  is  limited  to 
maintenance  electricians  and 
others  responsible  for  electrical 
maintenance. 

The  workshop  is  under  the  co- 
leaderahip  of  Warren  Palmer, 
New  York  Times  assistant  elec¬ 
trical  supei'intendent,  and  Wil¬ 
liam  Braasch,  ANPA  Research 
training  director. 


Service  Award 


Toronto 

Nova  Scotia’s  Pietou  Advocatt 
won  the  Canadian  Weekly  News¬ 
papers  Association  community 
seiwice  award  for  fighting  the 
closing  of  Pictou’s  major  indus¬ 
try,  a  biscuit  factory.  Editor 
George  C.  Murray  was  cited  for 
fiery  editorials  and  news  stories 
which  persuaded  the  factory  to 
remain  open. 
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Boston  Gives 
Civic  Salute 
To  Monitor 

Boston 

Tribute  was  paid  to  the  Chris¬ 
tian  Science  Monitor,  on  the  oc¬ 
casion  of  its  50th  Anniversary, 
by  the  Greater  Boston  Chamber 
of  Commerce,  at  a  luncheon 
Sept.  9. 

The  event  was  attended  by 
100  civic  officials,  leaders  in  the 
business  community,  and  repre¬ 
sentatives  of  other  Boston  news¬ 
papers. 

John  A.  Volpe,  president  of 
the  Chamber,  presented  to  Er¬ 
win  D.  Canham,  editor  of  the 
Monitor,  an  inscribed  silver 
replica  of  a  Paul  Revere  Bowl 
in  memory  of  the  occasion. 

Mr.  Volpe  remarked  that, 
“Too  infrequently  do  we  busi¬ 
nessmen  pause  to  reflect  upon 
those  business  firms  which  for 
years  and  years  have  operated 
successfully  in  our  Greater  Bos¬ 
ton  economy. 

“We  are  here  as  businessmen 
to  say  to  the  management  of 
The  Christian  Science  Monitor: 
‘Well  done.  We  are  proud  of 
your  record  over  the  past  50 


years,  and  we  wish  you  every 
success  for  the  next  50  years. 

“  ‘You  have  gained  for  your¬ 
self  a  position  of  leadership  not 
only  among  Boston  newspapers, 
but  among  such  publications  the 
world  over’.” 

November  25,  1958,  is  the  ac¬ 
tual  anniversary  date. 

Mr.  Canham  emphasized  that 
the  Monitor  is  a  Boston  news¬ 
paper,  “though  Boston  is  nat¬ 
urally  not  the  boundary  of  our 
interests  and  our  responsibility. 

“The  Monitor,  as  most  of  you 
know,”  Mr.  Canham  pointed  out, 
“prints  six  editions  daily.  Two 
of  them  are  designed  for  New 
England  readers  especially. 

“Such  of  this  copy  as  will  be 
of  genuine  interest  to  our  read¬ 
ers  in  other  parts  of  the  world,” 
the  newspaper  editor  continued, 
“we  also  publish  in  our  four 
other  editions,  directed  to  the 
Atlantic  Seaboard  states  south 
of  New  England,  to  the  Central 
states,  the  Pacific  states,  and 
overseas.” 

Mr.  Canham  recalled  that 
when  the  Monitor  was  started 
by  Mary  Baker  Eddy,  discoverer 
and  founder  of  Christian  Sci¬ 
ence,  half  a  centui-y  ago  in  Bos¬ 
ton,  it  was  then  even  a  more 
crowded  newspaper  city  than  it 
is  today.  The  new  “Christian 
Science  newspaper”  w'as  not 
given  much  chance  of  survival. 


RECOGNITION  for  its  distin¬ 
guished  journalistic  role  is  given 
the  Christian  Science  Monitor  in 
presentation  of  a  Paul  Revere 
Bowl  to  Editor  Erwin  D.  Canham, 
left,  by  John  A.  Volpe  of  the  Bos¬ 
ton  Chamber  of  Commerce. 

Documenlary  Film 

“Names”  in  the  news  and 
journalists  who  record  it  are 
featured  in  “Assignment:  Man¬ 
kind,”  a  28-minute  motion  pic¬ 
ture  in  color  that  tells  the  story 
of  a  day  in  the  life  of  the  Moni¬ 
tor.  Besides  showing  the  activi¬ 
ties  of  editorial,  advertising, 
production,  and  circulation  per¬ 
sonnel  in  Boston,  the  picture  in¬ 
cludes  a  round-the-world  survey 


of  Monitor  correspondents  at 
work. 

Among  the  notables  who  ap¬ 
pear  in  the  film  are  Vice  Presi¬ 
dent  Richard  M.  Nixon;  United 
States  Senator  Lyndon  B.  John¬ 
son;  Dag  Hammarskjold,  Secre¬ 
tary-General  of  the  United  Na¬ 
tions;  Paul-Henri  Spaak,  Secre¬ 
tary-General  of  the  North  -At¬ 
lantic  Treaty  Organization;  Dr. 
Homi  J.  Bhabha,  Chairman  of 
India’s  Atomic  Energy  Commis¬ 
sion;  Sir  Roy  Welensky,  Prime 
Minister  of  the  Rhodesian  Fed¬ 
eration;  Dr.  Ernest  George  Jan¬ 
sen,  Govemor  General  of  South 
Africa;  and  Mayor  Gershon 
Agron  of  Jerusalem. 

Anthony  Quayle,  British  ac¬ 
tor-director  and  cinema  star,  is 
heard  as  narrator.  The  docu¬ 
mentary  w’as  produced  and  di¬ 
rected  by  Jack  Alexander,  alum¬ 
nus  of  The  March  of  Time  tele¬ 
vision  series.  The  script  is  by 
John  Beaufort,  New  York  thea¬ 
ter  and  motion  picture  critic  of 
the  Monitor. 

The  film  features  an  original 
score  by  Canada’s  Louis  Apple- 
baum,  w’ho  has  composed  music 
for  numerous  documentaries. 
Mr.  Applebaum  serves  the 
Stratford  Shakespearean  Festi¬ 
val  of  Canada  as  composer,  di¬ 
rector  of  music,  and  director  of 
the  Film  Festival. 


CURE  your  labeling  BOTTLENECK 


CHESHIRE 

LABELING  MACHINES 


Surest,  eosieftt  woy  to  prevent  | 

choke-wp  in  labeling  mogosines,  cotologs,  news- 
popers,  tabloids,  flyers.  LOW  PRICED,  Model  C  applies 
pre-addressed  labels  (roll  strip,  continuous  pock,  tope 
strip)  quietly,  continuously,  ocevrotely  positioned  of 
speeds  from  5,000  to  15,000  per  hour.  Equipped  with 
convenient  low  feeding  table,  eosily  adjustoble  vacuum 
hopper  feed,  individuol  vorioble-speed  conveyor  drive, 
ond  jam  switches  for  instont  control. 

Feed,  cut,  glue  ond  ottoch  lobels  .  .  .  relood  lobels 
and  glue  without  stopping  the  mochine.  like  OT  Mon 
River,  it  jes'  keeps  rollin'  along  .  .  •  gets  your  mail  out 
on  time  .  .  •  right! 


HESHIRE  Inc 


1644  NORTH  HONORE  STREET 


CHICAGO  22,  ILLINOIS 


Let  US  show  you 

how  Cheshire  Model  C  prevents 
lisses,  mistakes,  bottlenecks 
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USIA  Spreads 
Abroad  Story 
Of  Free  Press 


Washington 

Meti*opolitan  U.S.  newspapers 
now  devote  one-sixth  of  their 
news  space  to  foreign  news, 
twice  the  amount  carried  in 
1940,  the  U.S.  Information 
Agency  reports  in  an  overseas 
pamphlet. 

The  36-page  pamphlet,  “A 
Free  Press — The  Story  of  the 
American  Newspaper,”  was 
written  by  Frank  Luther  Mott, 
former  dean  of  the  University  of 
Missouri  School  of  Journalism. 
It  carries  a  foreword  by  Erwin 
D.  Canhara,  editor  of  the  Chris¬ 
tian  Science  Monitor. 

Describing  the  functions  of 
American  newspapers,  wire 
seivices  and  special  syndicates, 
the  pamphlet  notes  that: 

American  newspapers  are  not 
controlled  by  their  advertisers, 
but  by  their  subscribers. 

Though  radio  and  television 
have  provided  effective  new 
means  of  informing  people,  the 
newspaper  remains  an  indis¬ 


pensable  tool  for  the  preserva¬ 
tion  of  a  free  society. 

Newspapers  in  the  United 
States  ai*e  not  controlled  by  po¬ 
litical  parties,  although  most  of 
them  identify  themselves  in 
some  degree  with  the  tenets  of 
the  two  major  parties  .  .  .  they 
generally  consider  themselves 
“independent”  in  the  sense  that 
they  endeavor  to  judge  public 
issues  on  their  merits  rather 
than  from  a  partisan  point  of 
view. 

“Never  were  independent,  cou¬ 
rageous  and  skillful  newspapers 
needed  more  urgently  than  in 
these  times,”  says  the  pamphlet. 
“The  news  is  increasingly  tech¬ 
nical.  Things  ai'e  not  what  they 
seem.  Events  in  every  comer  of 
the  planet  have  a  bearing  on 
every  other.  .  .  .  The  job  of  re¬ 
porting  and  explaining  the  event 
calls  for  new  skills  and  age-old 
honesty.  To  these  tasks,  Ameri¬ 
can  newspapers  are  bringing 
new  knowledge  of  the  world,  new 
humility,  new  responsibility. 
Their  great  hope  ...  is  that 
newspapers  in  many  lands  which 
are  not  now  free  can  before  long 
begin  making  their  contribution 
to  libei-ation.” 

The  pamphlet,  prepared  by 
the  Agency’s  Press  and  Publica¬ 
tion  Service,  will  be  distributed 
to  200  i)osts  in  80  countries. 


'  How 
ACB 

RESEARCH 
SERVICE 
Sells  Newspaper  Schedules 

For  years  ACB  has,  on  order,  furnished  its  Newspaper  Re¬ 
ports  to  advertisers.  These  Reports  detail  the  amount  til 
display  linage  which  competing  brands  use  in  various  cities. 

Many  times  when  we  have  reported  to  an  advertiser  that 
his  brand  was  falling  behind,  we  have  noticed  new  schedules 
had  been  placed  to  meet  the  competition. 

Recently,  one  of  the  nation’s  largest  advertisers  cited  a 
spedSc  example  to  us.  ACB’s  Research  Reports  showed 
this  advertiser  certain  districts  were  falling  behind  in  their 
sales  because  of  too  little  newqwper  advertising.  Immedi¬ 
ately  these  weak  ^>ots  received  additional  display  schedules, 
on  the  strength  of  ACB  Newqwper  Research  Reports. 


A(^ 


*7^  Advertising  Checking  Bureau,  Inc. 


Jordan  Press  Corps 
Commends  USIA  Aide 

Washington 

A  fonner  Tennessee  newspa¬ 
perman,  Daniel  Brown,  has  been 
commended  by  17  members  of 
the  press  corps  in  Jordon  for 
his  assistance  to  them  in  the 
Middle  East  Crisis. 

In  a  letter  to  USIA  Director 
George  V.  Allen,  the  newsmen 
wrote:  “It  would  be  impossible 
to  overestimate  the  value  of  the 
wholehearted  cooperation  and 
assistance  shown  all  of  us  with 
a  vast  degree  of  patience  by  Dan 
Brown,  press  attache  of  the  U.S. 
Embassy  at  Amman.  Those  who 
sign  this  letter  seldom  are  given 
to  doing  things  like  this.” 

At  the  age  of  16,  Mr.  Brown 
was  “war  correspondent”  for 
the  Chattanooga  Times  and 
Sparta  Expositor  at  the  2nd 
Army  maneuvers  at  Lebanon, 
Tenn.  He  was  a  sports  writer 
for  the  Nashville  Banner  in 
1943,  and  was  field  correspond¬ 
ent  for  Yank  and  Stars  and 
Stripes  while  serving  in  the 
army  from  1944  to  1946.  From 
1946  to  1951  he  was  editor  of 
the  Sparta  Expositor,  a  position 
his  father  had  formerly  held. 
In  1951  he  joined  the  U.S.  In- 
fonnation  Agency. 


Lanolin  Plus 
In  Fall  Drive 

Chicago 

Newspaper  ads  in  187  mar¬ 
kets  will  be  a  part  of  a  fall  ad¬ 
vertising  program  announced 
here  by  Lanolin  Plus,  Inc., 
manufacturer  of  cosmetics  and 
beauty  aids  (via  Erwin  Wasey, 
Ruthrauff  &  Ryan,  Chicago). 

The  heavy  consumer  adver¬ 
tising  schedule  will  coincide 
with  a  new,  limited-offer  retail 
sales  program.  Television  spots 
are  scheduled  in  80  major  mar¬ 
kets,  plus  consumer  advertising 
in  22  national  magazines.  Local 
radio  spot  announcements  will 
supplement  Lanolin  Plus*  news¬ 
paper  campaign. 
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THE  SERVICE  THAT  HELPS  IN  THE  USE  OF  NEWSPAPER  ADVERTISINGI 


Berton  Will  Write 
For  Toronto  Star 

Pierre  Berton,  38,  has  joined 
the  Toronto  Star  staff  as  associ¬ 
ate  editor  and  will  write  a  daily 
column. 

His  resignation  from  Mac¬ 
lean’s  magazine,  of  which  he  had 
been  managing  editor  for  the 
last  six  years,  was  announced 
last  month.  It  took  effect  at  the 
beginning  of  this  week. 

Mr.  Berton,  a  native  of  White- 
hose,  Y.T.,  began  newspaper 
work  with  the  old  Vancouver 
News-Herald. 


State  Board 
Tries  to  Seal 
News  Sources 


Lincoln,  Nebr. 

The  Nebraska  State  Game 
Commission  has  ordered  all  em¬ 
ployees  and  division  chiefs  to 
clear  news  releases,  including 
“spot”  news,  through  its  infor¬ 
mation  and  education  division 
before  releasing  it  to  media 

The  controversial  memoran¬ 
dum  from  Mel  Steen,  director  of 
the  Nebraska  Game  Commission, 
was  sent  out  at  the  orders  of 
the  7-member  Commission. 

Mr.  Steen’s  ruling  not  only 
required  clearance  for  material 
released  by  his  department  but 
also  requires  clearance  on  stories 
and  features  developed  by  out¬ 
side  reportei-s. 

The  Lincoln  Journal,  Lincoln 
Star  and  several  other  Nebraska 
newspapers  immediately  con¬ 
demned  the  Game  Commission 
for  their  policy.  Editorially,  the 
Journal  urged  the  Commission 
to  rescind  its  rule  so  members 
of  the  public  and  press  could 
directly  get  information  from 
individual  wardens  in  the  field 
and  the  division  heads  in  Lin¬ 
coln. 

When  asked  if  the  memoran¬ 
dum  meant  that  newsmen  would 
be  barred  from  interviewing  di¬ 
vision  chiefs,  Mr.  Steen  said, 
“You  can  still  obtain  informa¬ 
tion  but  we  still  want  it  cleared 
through  proper  channels.” 

“It  doesn’t  mean  you  can’t 
get  stories,  it  means  you  will 
have  to  just  go  through  another 
channel,”  he  said. 

However,  Mr.  Steen  later  was 
quoted  by  UPI  with  blaming  the 
new  rule  on  “a  couple  of  re¬ 
porters  in  Lincoln  who  had  been 
getting  all  the  exclusive  stories 
from  the  Nebraska  Game  Com¬ 
mission.” 

Journal  Outdoor  Writer  Rob¬ 
ert  Munger  recently  condemned 
the  Commission  and  Mr.  Steen 
for  changing  their  meeting  dates 
with  only  a  few  hours’  notice. 
Thus  the  public  had  no  chance 
to  attend. 

Lincoln  Star  Sports  Editor 
Don  Bryant  wrote:  “This  comer 
has  no  intention  of  asking  the 
Commission,  Steen  or  the  Infor¬ 
mation-Education  Agency  for 
permission,  clearance  or  any¬ 
thing  else  before  running  news 
stories,  opinions  or  feature  sto¬ 
ries  developed  by  the  sports  de¬ 
partment  of  the  Linco^  Star." 

The  State  Health  Department 
issued  a  similar  order  almost  a 
year  ago,  but  rescinded  it  when 
Nebraska  newspapers  denoimced 
the  plan. 
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TOUCH  TYPIST  PUTS  LEAD  STORY  ON  TAPE 

Here's  how  automation  with  Teletypesetter 
doubles  or  triples  type  production 


In  the  hands  of  a  proficient  typist,  the  Teletypesetter 
Perforator  punches  copy  onto  tape  at  the  rate  of  6Vi 
actual  lines  per  minute!  This  tape,  fed  into  an  operat¬ 
ing  unit  attached  to  your  linecasting  machine,  auto¬ 
matically  operates  the  machine  at  its  maximum  set 
speed.  This  may  be  400  lines  per  hour  on  a  standard 
machine,  600  or  more  on  a  high-speed  machine!  You 
substitute  continuous,  high-speed  operation  for  the 
peaks  and  valleys  of  stop-and-go  manual  operation. 
This  actually  doubles  or  triples  type  production.  The 
result  can  be  a  40%  saving  in  composing  room  costs. 

Other  time-saving,  money-saving  features 

•  Reduces  composition  time  by  as  much  as  50%. 

•  Saves  on  overtime  rates.  Punch  tape  during  the 
day,  at  daytime  rates,  or  during  any  slack  period. 
Operate  your  composing  machines  automatically  at 
night,  or  store  the  tape  away  for  future  use. 

•  Set  want  ads,  run  arounds,  box  scores,  centered  or 
flush  left  subheads,  or  column  widths  to  30  picas. 

•  Teletypesetter  equipment  is  easy  to  maintain. 

Learn  how  TTS  mechanical  automation  can  pay 
for  itself  in  your  shop.  Write  Fairchild  Graphic  Equip¬ 
ment,  Dept.  5,  2752  North  Clyboum  Avenue,  Chicago 
14,  Illinois. 
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In  Teletypesatter  automated  typecasting,  perforated  tape  is  fed 
into  a  unit  attached  to  the  composing  machine.  This  equipment 
sets  type  at  a  high,  constant  speed. 


TELETVPESETTER 


yV  District  Offices:  Chicago,  III.,  Atlanta,  Ga., 
yWWalpole,  Mass.,  Los  Angeles,  Cal., 
it  San  Francisco,  Cal.,  Toronto,  Ont. 
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Color  Potential 

(Continued  from  page  10) 


do  a  significant  number  of  the 
papers  that  would  have  to  be 
used  have  inferior  inks  of  badly 
synchronized  presses?” 

No  Answers  Yel 

Now,  my  friends,  in  the  light 
of  what  you  have  already  heard 
and  seen  this  morning  you  may 
think  some  of  the  things  I  have 
just  read  are  pretty  preposter¬ 
ous;  but  bear  in  mind  that  this 
was  written  only  14  months  ago 
by  the  well  staffed  research  de¬ 
partment  of  what  some  of  us 
consider  to  be  one  of  the  world’s 
leading  advertising  agencies! 
And  I,  for  one,  believe  it  was 
right  at  the  time  it  was  written 
.  .  .  and  that  the  questions  posed 
therein  have  by  no  means  been 
fully  or,  perhaps  I  should  say, 
significantly  answered  —  as  of 
right  now. 

Another  interesting  exami)le 
of  how  much  remains  to  be 
known  about  ROP  color  adver¬ 
tising  was  furnished  by  the  ex¬ 
tremely  able  paper  presented  at 
the  Second  Annual  Conference 
last  year  by  Arthur  A.  Porter 
of  the  J.  Walter  Thompson  Com¬ 
pany.  Through  his  research 
among  New  York  agency  men, 
Mr.  Porter  turned  up  a  surpris¬ 
ing  amount  of  indifference,  ig¬ 
norance  and  confusion  concern¬ 
ing  ROP  color — on  the  part  of 
many  people  who  plan  and  exe¬ 
cute  national  advertising  cam¬ 
paigns. 

Now,  referring  again  to  our 
own  1957  report — lest  you  think 
there  is  something  backward 
about  our  agency  I  hasten  to 
mention  the  fact  that  we  have 
used  newspaper  ROP  color  for 
2S  of  our  domestic  clients  in  the 


AUSTRALIA'S 

Expanding  Wealth 
Differs  Opportunities 

Investigate  the  developments 
that  are  taking  place  —  In¬ 
creased  population.  Industrial 
development,  high  standard 
of  living,  and  the  mounting 
successes  of  over  800  U.  S. 
companies  that  are  operating 
and  have  $500,000,000  invested 
in  Australia. 

To  keep  in  touch  with  marketing, 
advertising,  publishing  and  graphic 
arts  in  Australia  read 
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past  year — in  some  cases  with 
spectacular  results,  and  in  many 
instances  with  long  lists  of 
newspapers. 

The  Biggest  Problem 

By  putting  the  whole  picture 
together,  as  nearly  as  I  can  see 
it,  I  feel  that  this  is  the  biggest 
problem:  that  to  the  advertising 
world  —  publishers,  advertisers, 
agencies  and  all  others  in  the 
field  —  newspaper  color  adver¬ 
tising  is  still  generally  looked 
upon  as  a  novelty  or  as  a  spe¬ 
cialty  rather  than  a  major 
medium. 

And  this  is  practically  in¬ 
evitable  when  you  consider  the 
ti'emendous  variations  which 
still  exist  in  such  elementary 
matters  as  color  availability  .  .  . 
let  alone  in  standards  of  repro¬ 
duction  quality. 

If  we  grant  that  a  vastly  ex¬ 
panded  use  of  color  newspaper 
advertising  is  desirable,  then 
collectively  we  must  make  a 
tremendous  effort  to  standardize 
this  medium  in  so  far  as  that  is 
possible. 

Color  newspaper  advertising 
is  certainly  the  strongest  com¬ 
petitive  edge  that  your  medium 
has  to  pitch  against  the  color 
television  people.  And  yet  it  is 
a  great  deal  easier  to  buy  and 
broadcast  a  color  television  pro¬ 
gram  than  it  would  be  to  put  on 
a  fni/j/  national  newspaper  ROP 
color  campaign. 

Econuniics  of  Colors 

I  might  say  that,  in  spite  of 
all  I  have  read  on  the  subject 
of  ROP  color,  I  have  not  learned 
— and  nobody  has  ever  told  me — 
how  far  the  newspaper  industry 
feels  it  can  soundly  go — from 
an  economic  standpoint — toward 
becoming  a  color  medium.  I 
suspect  that  nobody  has  the 
answer  to  this  question  ...  or  at 
least  that  there  are  a  great 
many  different  answers.  But  I 
am  sure  that  the  industry  is 
going  a  great  deal  further  in 
this  direction  than  the  present- 
j  day  situation  would  either  indi- 
!  cate  or  suggest. 

i  It’s  got  to  be  that  way! 
j  I  am  confident  that  within  a 
j  decade  television  will  be  prin¬ 
cipally  a  color  medium;  maga- 
I  zines  already  are,  and  there  just 
won’t  be  any  room  for  a  black 
and  white  medium  to  compete 
with  them. 

For  my  part,  I  don’t  worry 
about  the  fact  that  when  news¬ 
papers  are  more  generally  in 
color,  the  “stand-out”  effect  of 
color  advertising  won’t  be  so 
great.  When  the  day  comes  that 
newspapers  are  predominantly 
in  color,  they  will  be  more  ef¬ 
fective  as  communicators  of 
both  advertising  and  news. 


I  suppose  everyone  looks  at 
ROP  color  a  little  differently,  I 
am  inclined  to  view  it  as  a  very 
potent  means  of  advertising,  but 
not  really  as  a  different  medium. 
Rather  as  something  that  makes 
the  established  medium  of  news¬ 
paper  advertising  more  valuable 
and  more  effective  ,  .  .  that  is,  a 
transformation  of  newspaper 
advertising. 

I  think  the  time  is  not  far 
away  when  almost  every  adver¬ 
tising  campaign  planned  for 
newspapers,  except  those  in 
quite  small  space,  will  be  ap¬ 
praised  on  the  basis  of:  would 
this  campaign  be  more  effective 
in  color  or  in  black  and  white? 
And  I  only  hope  that  the  physi¬ 
cal  facilities  will  exist  to  pre- 
vide  all  the  color  which  I  be¬ 
lieve  advertisers  will  want. 

In  one  way,  color  in  news¬ 
papers — both  in  advertising  and 
editorially — represents  a  kind  of 
I’evolution,  but  a  very  slow  one 
having  started  in  1891.  I  think 
we  can  have  no  doubt  that  it  is 
going  to  be  a  much  more  active 
revolution  from  this  point  on. 

As  part  of  this,  all  of  us  must 
do  everything  we  can  to  get 
newspaper  color  out  of  the  class 
of  something  that  we  only  use 
occasionally  .  .  .  here  and  theie 
.  .  .  for  some  special  or  extra¬ 
ordinary  reason. 

Strategic  Weapon 

There  is  much  evidence  now, 
and  there  will  be  much  more  in 
the  future,  supporting  the  view 
that  consistent  use  of  ROP  color 
in  newspapers  rejiresents  a  tre¬ 
mendous  potential  for  the  ad¬ 
vertising  world  in  the  way  of  a 
new  strategic  weapon — a  new 
way  to  capture  markets  and 
hold  them. 

The  specialty  days  of  news¬ 
paper  color  advertising  should 
rapidly  fade  into  the  record  of 
the  past. 

I  have  one  suggestion  to  make 
which  may  surprise  and  even 
displease  some  of  you.  It  is  that 
you  abandon  the  term  “ROP.” 
This  is  one  of  those  subjective 
expressions,  of  a  semi-technical 
nature,  which  had  a  reason  to 
come  into  being  but  is  now  in¬ 
effective  and  out-of-date.  It  be¬ 
longs  in  the  novelty  or  specialty 
class! 

And  think  what  it  stands  for 
— “i*un-of-paper!”  How  close 
this  is  to  “run-of-mine,”  “run- 
of-mill.” 

Deserves  Better  'Handle' 

Certainly,  Friends,  your  dy¬ 
namic  and  growing  medium  de¬ 
serves  a  better  handle  than 
that! 

I  am  not  going  to  tell  you 
what  you  should  call  it  today — 
you’ve  got  plenty  of  time  to 
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have  a  contest  if  you  wish  to 
settle  that  —  but  I’ll  even  be 
brash  enough  to  say  that  you 
are  going  to  drop  ROP  (I  don’t 
mean  immediately,  of  course) — 
and  that  you  would  do  so 
whether  I’d  ever  appeared  here 
today  or  not. 

Let  me  give  you  a  straw  in 
the  wind.  In  the  entire  text  of 
the  speech  made  at  the  Second 
Annual  Conference  by  Walter 
C.  Kurz  of  the  Chicago  Tribune, 
the  term  ROP  doesn’t  appear 
once. 

Color  advertising  in  news-  [ 
papers  is  not  run-of-paper,  run- 
of-mine,  run-of-mill  or  anything 
else  that  suggests  the  common¬ 
place.  It  is  not  a  novelty.  It  is 
not  a  specialty. 

It  is  a  tremendously  powerful 
medium — proved  so  in  innumer¬ 
able  instances.  It  is — today— a 
powerful  strategic  weapon  for 
advertisers  both  national  and 
local. 

I  am  sure  it  will  be  increas¬ 
ingly  so  regarded — by  an  even 
longer  list  of  your  customers 
and  ours. 

• 

New  Director 
For  Gannett 
Foundation 

Rociiestcr,  N.  Y. 

•lohn  \V.  Remington,  presi¬ 
dent  of  the  Lincoln  Rochester 
Trust  Company,  is  a  new  direc¬ 
tor  of  the  Gannett  Foundation. 

Mr.  Remington,  long  promi¬ 
nent  in  Rochester  banking  and 
civic  circles,  is  a  native  of  this 
city,  a  graduate  of  West  High 
School,  the  University  of  Roch¬ 
ester,  and  Harvard  Law  School. 

The  foundation,  through  own¬ 
ership  of  most  of  the  Class  A 
common  stock  of  Gannett  Co. 
Inc.,  controls  the  Gannett  Group 
of  22  newspaper’s,  four  television 
stations,  and  four  radio  stations 
in  New  York,  New  Jersey,  Con¬ 
necticut,  Illinois,  and  California. 
The  foundation’s  income  con¬ 
sists  of  dividends  paid  on  the 
stock  it  owns.  It  is  distributed 
to  charitable  and  educational  in¬ 
stitutions  in  the  communities 
served  by  Gannett  newspapers 
and  broadcasting  stations. 

The  foundation  was  set  up  in 
1935  by  the  late  Frank  E.  Gan¬ 
nett  to  insure  continuation  of 
the  properties.  The  charter  stip¬ 
ulates  that  at  least  seven  of  its 
members  must  be  experienced 
newspapermen  and  that  one 
must  be  an  attorney. 
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If  you’ve  been  v^ishing  for  a  truly  fine-groin  35mm  film  fast  enough  for  most  photographic  requirements 

TRY  NEW  KODAK  PLUS-X  PAN  FILM 


Rated  officially  at  the  same  speed  as  your  old  favorite,  Plus-X  Film,  this  new  film 
can  be  exposed  at  about  160  daylight,  125  tungsten,  by  experienced  workers  with 
good  equipment,  on  subjects  of  average  brightness  range.  Grain  is  practically  non¬ 
existent — even  in  11  x  14  blowups.  And  the  astonishing  acutance  of  this  all-new 
Plus-X  Pan,  coupled  with  fine  grain,  makes  enlargements  look  much  sharper  than 
you  would  expect  from  3Smm  negatives.  Developing  time  is  shorter,  too,  than  with 
the  previous  Plus-X — another  real  advantage. 

News  and  magazine  photographers  who  tested  the  new  Plus-X  Pan  Film  as  Kodak 
S.O.  1224,  were  lavish  in  their  praises.  Your  Kodak  dealer  has  the  new  Plus-X  Pan 
in  stock  now;  test  a  roll  or  two  today.  You’ll  be  thrilled  with  your  results. 


The  picture  on  this  page  was  made  on  the  new  Kodak  Pius-X 
Pan  Film . . .  shot  hand-held  in  soft,  low-level,  available  light. 


EASTMAN  KODAK  COMPANY,  Rochester  4,  N.  Y 


School  Names 
Advisors  on 
Curriculum 


Syracuse,  N.  Y. 

Formation  of  an  Advisory 
Council  to  the  Syracuse  Uni¬ 
versity  School  of  Journalism  has 
been  announced  by  Dr.  Wesley 
C.  Clark,  dean  of  the  School. 

E.  A.  O’Hara,  recently  retired 
publisher  of  the  Syracuse  Her¬ 
ald-Journal  and  Herald- Ameri¬ 
can,  has  been  named  chairman 
of  the  Coxmcil  w^hose  purpose  is 
to  be  an  agent  between  the 
School  of  Journalism  and  indus- 
try. 

Projects  of  Interest 

Mr.  O’Hara  said  the  Council 
will  serve  in  an  advisory  capac¬ 
ity  with  respect  to  the  curricu¬ 
lum  of  the  School  of  Journalism, 
relations  with  industry,  recruit¬ 
ment  and  placement  of  students, 
and  research  projects. 

Others  who  will  serve  on  the 
Council  include: 

James  Righter,  publisher,  Buf¬ 
falo  Evening  News; 

Don  Brown,  publisher.  Brown 
newspapers,  Baldwinsville,  N.Y. ; 


Clifford  J.  Nuhn,  publisher, 
Poughkeepsie  New  Yorker; 

Tom  Berrigan,  editor,  Niagara 
Falls  Gazette; 

Kalman  Druck,  vicepresident, 
Carl  Byoir  Associates,  New 
York; 

Vincent  Jones,  executive  edi¬ 
tor  of  the  Gannett  Newspaper 
group; 

George  Measer,  secretary- 
treasurer  of  the  New  York  Press 
Association ; 

Thomas  H.  Alvord  of  Livonia, 
president  of  the  New  York  Press 
Association ; 

Jerome  H.  Walker,  executive 
editor.  Editor  &  Publisher; 

W.  Parkman  Rankin,  vicepres¬ 
ident,  This  Week  magazine. 
New  York; 

A.  H.  Kirchhofer,  editor,  Buf¬ 
falo  Evening  News; 

Stephen  Rogers,  publisher, 
Syracuse  Herald-J  oumal  and 
Herald- American; 

Oxie  Reichler,  editor,  Yonkers 
Herald  Statesman; 

H.  G.  Howard,  publisher, 
Courier-Gazette,  Newark,  N.Y.; 

Alexander  Jones,  executive 
editor,  Syracuse  Herald-Joumal ; 

Fritz  Updike,  general  man¬ 
ager,  Rome  Sentinel; 

James  Ottaway,  owner  of  the 
Ottaway  newspapers  and  radio 
stations. 

Terms  of  Council  members  are 
for  three  years. 


"for  ROP 
Color  ? 


Nothing  like  Certified 

ROP  BLUE  RIBBONS" 

— advises  the  experienced  mat  molder. 

“We  have  compliments  from  many  papers  on  the 
definition  and  register  of  ROP  Blue  Ribbons — mats  you 
can  put  right  in  a  newspaper  Autoplate  and  cast  all  the 
page  plates  you  need. 

“No  reason  why  a  newspaper  plant  can’t  mold  them, 
if  you  have  direct  pressure.  &nd  for  ROP  Blue  Ribbon 
CC  mats  or  ROP  Blue  Ribbon  UC,  if  you  want  a  little 
tougher  face.  These  mats  really  make  ROP  Color  simple 
and  highly  satisfactory. 


PNPA  Books  Seaton 
For  Convention  Talk 

Pittsburgh,  Pa. 

Frederick  A.  Seaton,  Secre¬ 
tary  of  the  Interior,  and  news¬ 
paper  publisher,  will  be  the 
headline  speaker  at  the  34th  an¬ 
nual  convention  banquet  of  the 
Pennsylvania  Newspaper  Pub¬ 
lishers’  Association. 

His  address  will  climax 
PNPA’s  convention,  Oct.  9-11, 
at  the  Pick-Roosevelt  Hotel 
here. 

Mr.  Seaton,  who  at  48  is  the 
Cabinet’s  youngest  member,  has 
long  been  active  in  the  news¬ 
paper  industry.  He  is  president 
of  Sheridan,  Wyo.,  Newspapers, 
Inc.;  Seaton  Publishing  Co., 
Lead,  S.  D.;  Winfield,  Kan., 
Publishing  Company,  Inc.,  and 
Seaton  Publishing  Co.,  Hast¬ 
ings,  Neb. 

PNPA  President  David  M. 
Turner,  co-publisher  of  the  To- 
wanda  Revieiv,  will  preside  at 
the  banquet. 


ANPA  Paper  Study 
Findings  Reported 

San  Francisco 

Preliminary  results  of  a  news¬ 
print  study  to  determine  how 
properties  vary  according  to 
different  shipments  were  re¬ 
ported  at  Pacific  Newspaper 
Mechanical  Conference  sessions 
by  Frank  J.  Stanczak  of  the 
ANPA  Research  Institute. 

If  paper  smoothness,  hardness 
and  brightness  is  kept  constant, 
variation  will  be  curtailed  by  50 
per  cent,  Mr.  Stanczak  reported. 

Printing  qualities  are  “about 
the  same”  on  wire  as  on  the 
felt  side  of  newsprint  he  re¬ 
ported. 

ANPA  studies  to  determine 
the  cause  of  the  remaining  50 
per  cent  of  variation  are  to  be 
based  on  200  samplings,  Mr. 
Stanczak  said.  The  initial  find¬ 
ings  are  based  on  187  readings 
taken  in  21  separate  physical 
tests  under  research  laboratory 
control,  he  reported. 


Ligonier  Weekly  Sold 

Ligonier,  Pa. 

The  Ligonier  Echo,  a  weekly 
newspaper,  was  sold  by  Mr.  and 
Mrs.  J.  Albert  Bracken  to  Mr. 
and  Mrs.  George  A.  Clark,  Leon¬ 
ard  T.  Laurich  and  Mr.  and 
Mrs.  Raymond  A.  Kalberer. 

Sale  price,  which  did  not  in¬ 
volve  the  transfer  of  equipment 
or  other  property,  was  not  dis¬ 
closed. 

Mr.  and  Mrs.  Bracken  an¬ 
nounced  they  will  continue  in 
the  job  printing  business  under 
the  name,  Ligonier  Valley  Print¬ 
ing  Co.,  and  at  the  same  location 
in  the  Ligonier  Echo  building. 


Tri- Weekly  Marks 
Its  100th  Year 

SlMCOE,  Ont. 

Established  in  early  October, 
1858,  the  Simcoe  Reformer  is 
rounding  out  its  lOOth  year  of 
continuous  publication,  one  of 
the  oldest  town  newspapers  in 
Southwestern  Ontario.  A  special 
Centennial  edition  will  be  pub¬ 
lished  Sept.  29. 

The  Reformer  is  also  the  larg¬ 
est  town  newspaper  in  point  of 
circulation  in  Canada,  having 
more  than  8,000  subscribers.  It 
is  published  tri-weekly,  Mon¬ 
day,  Wednesday  and  Friday. 

On  three  occasions  the  Re¬ 
former  won  the  Mason  Trophy, 
emblematic  of  the  best  town 
newspaper  in  Canada.  It  was 
named  Fullback  on  Casey’s  All- 
American  Newspaper  Eleven 
some  years  ago. 

Present  editor  of  the  Re¬ 
former  is  Bnice  M.  Pearce, 
whose  family  acquired  the  news¬ 
paper  in  1922  and  who  has  thus 
served  a  total  of  36  years  in 
that  capacity.  His  immediate 
predecessor,  Hal  B.  Donly,  oc¬ 
cupied  the  editorial  chair  for 
41  years. 

Originally  the  Reformer  was 
named  the  Erie  News.  Its 
founder  was  Dr.  William  H. 
Oliver,  who  later  edited  the 
Hamilton  Times  and  established 
the  Freeholder  at  Cornwall. 
After  a  brilliant  journalistic 
record.  Dr.  Oliver  took  up  the 
study  of  medicine  at  Victoria 
College,  Toronto,  in  1865.  After 
graduation  he  moved  to  Chi¬ 
cago,  Ill.  where  he  practiced  his 
profession  for  20  years.  He  died 
in  his  81st  year. 

William  Buckingham,  another 
noted  Canadian  journalist,  ac¬ 
quired  the  Erie  News  from  Dr. 
Oliver  in  1861.  He  changed  the 
name  almost  immediately  to  the 
Norfolk  Reformer,  by  which 
title  it  was  known  until  1895 
when  the  present  name,  the 
Simcoe  Reformer,  was  adopted. 

The  Reformer  has  a  full-time 
staff  of  35  men  and  women,  in 
addition  to  60  part-time  village 
and  rural  correspondents. 


Chi  News  to  Salute 
Dairy  Industry 

CillCACn 

The  Chicago  Daily  News  pre¬ 
sents  a  salute  to  the  gi^' 
American  dairy  industry  with 
a  special  issue  on  Thursday, 
Oct.  2. 

This  ’58  Dairy  Feature  in  the 
Daily  News  is  timed  to  prec^e 
the  big  International 
Show  at  Chicago’s  Intemational 
Amphitheatre. 
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DIMENSIONALLY  STABLE 


The  distortion-free,  non-shrink 

Travis  Glass  Mat  eliminates  production  variables  .  .  . 
insuring  high-fidelity  ROP  color. 

. . .  dimensionally  stable,  they  permit  mixing  casts, 
replating  a  single  color  when  necessary 

. . .  they  provide  perfect  mat  register  and  reduce  makeready  requirements 

. . .  after  casting,  stereos  have  a  satin  finish  that  improves  ink  coverage 

.  .  .  faithful  reproduction  of  screens  and  solids  results  in  superior, 
top-quality  color  performance 


Vis,-,  .s  o,  .he  Waidorf-As.cno,  desing  .he  ANPA  Coio,  Conference 
_ rJ.mpnsionallv  stable  Travis  Glass  Mats. 
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ANA  Color  Survey 

{Continued  from  page  16) 


ROP  color  offers?”  “Impact”, 
•‘attention  value”,  “visibility”, 
“higher  readership”,  “package- 
product  and  trademark  identi¬ 
fication”  all  received  heavy  vot¬ 
ing.  “Merchandiseability”, 
‘trade  effectiveness”,  “longer 
lasting  impressions”,  “novelty”, 
“visibility”  and  quote — ads  pull 
better — unquote,  also  received 
frequent  mentions.  Most  re- 
pondents  listed  several  advan¬ 
tages  which  they  consider  ROP 
color  offers. 

Our  next  question,  “What  dis¬ 
advantages,  if  any,  do  you  think 
there  are  about  ROP  color?” 
brought  answers  w'hich  concen¬ 
trated  in  two  general  areas. 
Most  frequently  mentioned  was 
a  “fear  of  poor  reproduction  or 
bad  registration”.  Comments  in 
this  area  were  made  that  “Bad 
registration  reflects  on  the  repu¬ 
tation  of  the  manufacturer”, 
“Our  product  would  not  repro¬ 
duce  well  in  daily  newspaper 
color”,  “Bad  color  cheapens  our 
product”,  and  “We  never  get 
uniform,  or  consistent,  color 
production.” 

The  second  area  of  dissatisfac¬ 
tion  centered  about  the  cost  of 
ROP  color.  To  quote  a  few  com¬ 


ments,  “Too  expensive”,  “Me¬ 
chanical  preparation  costs  are 
too  high”,  “There  seems  to  be 
no  standardization  as  to  how  in¬ 
dividual  newspapers  set  ROP 
color  rates”,  and  “Small  circu¬ 
lation  new'spapers  are  particu¬ 
larly  out  of  line”. 

Practically  every  respondent 
listed  at  least  one  disadvantage. 
Perhaps  you’d  like  to  take  note 
of  some  of  the  other  negatives 
raised : 

“Too  little  flexibility  in  num¬ 
ber  of  ad  sizes  available”. 

“Not  available  in  all  markets” 

“Can’t  always  get  the  dates  we 
want” 

“Long  closings” 

and  “Papers  don’t  match  colors” 

More  Effective 
In  Special  Purpose 

Another  point  which  will  be 
of  concern  to  newspapei-s  was 
the  response  which  we  got  to 
our  next  question,  “Do  you  feel 
that  ROP  color  performs  more 
effectively  when  it  is  used  only 
for  special  purposes?  Or  when 
it  is  scheduled  regularly?  Or  do 
you  think  it  makes  no  differ¬ 
ence?” 

A  minority  expressed  the 
opinion  that  it  made  no  differ¬ 
ence.  That  is,  they  thought  ROP 
color  performs  equally  well 


w’hether  used  for  special  pur¬ 
poses  or  when  scheduled  regu¬ 
larly. 

But  there  were  nine  times  as 
many  respondents  who  voted  for 
ROP  color  as  being  more  effec¬ 
tive  when  used  for  special  pur¬ 
poses,  than  respondents  who  be¬ 
lieved  regularly  scheduled  ROP 
color  advertising  is  more  effec¬ 
tive. 

We  found  this  attitude  re¬ 
flected  time  and  again  in  opin¬ 
ions  expressed  on  other  ques¬ 
tions.  There  were  numerous  com¬ 
ments  which  indicate  many  re¬ 
spondents  look  upon  newspapers 
as  a  “special  purpose”  medium 
rather  than  one  they  consider 
as  basic  for  carrying  their  con¬ 
tinuity  and  year-around  sched¬ 
ules. 

This  attitude  was  very  notice¬ 
able  in  the  answers  we  received 
to  our  next  question,  which 
asked  respondents  to  list  the 
marketing  or  advertising  pur¬ 
poses  for  which  they  thought 
ROP  color  is  mo.st  effective. 

Special  purpose  usages  w'ere 
far  out  in  front.  For  “new  prod¬ 
uct  introductions”,  “special 
deals,”  “promotions”,  “an¬ 
nouncements”,  “product  identifi¬ 
cation”  and  “price  ads”  led  the 
reasons  given.  Other  reasons 
frequently  advanced  were  “as  a 
merchandising  tool”  or  “to  gain 
dealer  cooperation”.  One  friend 
of  the  newspaper  industry  (who 
places  100%  of  his  newspaper 
budget  in  ROP  color  space)  an¬ 
swered  simply,  “We  like  ROP 
color,  period.” 

Food  Products 
Lead  in  Categories 

We  followed  by  asking  for  a 
list  of  the  products  or  product 
categories  for  which  respondents 
considered  the  effectiveness  of 
ROP  color  is  greatest  as  com¬ 
pared  with  black  and  white. 
“Food  products”  got  the  big  vote 
here.  “Fashions”,  “clothing”, 
“beverages”,  “cosmetics”,  “home 
furnishings”  and  “furniture” 
also  received  frequent  mentions. 

Then  we  asked  the  converse 
for  a  list  of  products  or  product 
categories  which  the  respondent 
thought  were  more  effective 
when  advertised  in  black  and 
white.  Less  than  one-third  of  the 
respondents  filled  in  answers  to 
this  question. 

The  product  categories  men¬ 
tioned  were,  for  the  most  part, 
not  those  we  most  generally  see 
advertised  in  ROP  color.  “Finan¬ 
cial”,  “in.surance”,  “heavy  in¬ 
dustrial”,  “resort”,  “hard 
goods”,  “batteries”,  “tires”,  and 
“patent  medicines”  each  re¬ 
ceived  one  or  two  mentions. 
“Fashion”  and  “automotive” 
also  received  a  few  votes. 

Interestingly  enough. 


products”  which  in  the  preced¬ 
ing  question,  by  far,  was  voted 
as  the  produrt  category  for 
which  ROP  color  is  most  effec¬ 
tive,  did  not  receive  one  mention 
as  being  more  effective  in  black 
and  white. 

Users  Top  Non-Users 
In  Respect  for  Color 

Our  next  question  required  an 
opinion  expressed  in  percent¬ 
ages.  We  asked  respondents  to 
rate  the  quality  of  ROP  color 
reproduction  they  had  seen  in 
various  newspapers  recently. 
Taking  all  the  ROP  color  adver¬ 
tising  seen  recently  as  100%  we 
asked  respondents  to  rate  what 
percentage  they  thought  to  be 
Excellent,  Fair  or  Poor. 

We  made  two  separate  tabu¬ 
lations,  one  for  companies  which 
had  not  done  any  ROP  color  ad¬ 
vertising  in  1957  or  1958,  and 
the  second,  for  companies  which 
have. 

Our  tabulations  gave  the  lie  to 
the  old  chestnut  about  “Famili- 
arty  breeding  contempt”.  Gen¬ 
erally,  ROP  color  users  rated 
color  advertising  they  had  seen 
recently  considerably  higher 
than  did  the  non-color  users. 
Perhaps  that  is  the  reason  why 
they  are  ROP  color  advertisers. 

Varity  of  Comments 
On  Subject  of  Costs 

We  then  asked  for  opinions 
about  ROP  color  rates.  Our 
question  read,  “Are  you  gen¬ 
erally  satisfied  with  ROP  color 
rates?”  We  left  a  small  space  in 
which  the  respondent  could  an- 
■swer  either  “yes”  or  “no”  and 
followed  it  with  plenty  of  space 
for  comments.  I’m  glad  we  left 
plenty  of  space  because  we  got 
some  very  interesting  comments. 

Again,  we  divided  our  tabula¬ 
tions  betw’een  non-ROP  color  ad¬ 
vertisers  and  ROP  color  adver¬ 
tisers.  First,  about  the  rates. 

Non-ROP  color  advertisers 
seemed  hesitant  about  answer¬ 
ing  this  question.  Less  than  half 
expressed  an  opinion.  Among 
those  that  did,  one-quarter  said 
they  were  satisfied  with  ROP 
color  rates,  three-quarters  con¬ 
sidered  them  unsatisfactory.  Not 
one  of  the  non-ROP  color  sd- 
vertisers  who  expressed  satis¬ 
faction  with  ROP  color  rates 
offered  a  comment  as  to  what 
brought  him  to  this  conclusion. 

We  got  about  a  dozen  differ¬ 
ent  comments  from  non-ROP 
color  advertisers  who  expressed 
dissatisfaction  with  color  rate. 
I  quote  some  of  these,  “Some 
standardization  of  rates  should 
be  made.  There  is  too  great  » 
variation  now.”  “There  seems  to 


Flint  Ink  Corporation 


ATLANTA  •  CHICAGO  •  CIEVCIANO  •  DALLAS  •  DENVER  •  DETROIT  •  HOUSTON  •  INDIANAPOLIS 
JACKSONVILLE  •  KANSAS  CITY  •  LOS  ANGELES  •  MINNEAPOLIS  •  NEW  ORLEANS  •  NEW  YORK 
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As  they  follow  movies  which  take  them  through  reoMife  traffic  situations,  students  use  pedols  and  other  controls  like  those  on  a  real  car 


They’re  driving  40  miles  per  hour  in  a  classroom 


The  reactions  of  each  trainee  are  recorded 
automatically.  This  equipment  is  made  by  Auto¬ 
matic  Voting  Machine  Corp.,  Jamestown,  N.  Y. 


Every  year  1,600,000  boys  and  girls 
become  eligible  for  driver’s  licenses. 
But  high  school  teachers  can  give 
actual  road  instruction  to  only  four 
students  at  one  time.  To  improve 
and  expand  the  instruction,  the 
JEtna.  Casualty  and  Surety  Company 
has  developed  an  ingenious  class¬ 
room  "auto.”  Used  along  with 
specially  prepared  movies,  this  sys¬ 
tem  comes  close  to  putting  the 
whole  classroom  on  the  road. 


Now  students  can  learn  safe-driving 
habits,  judgment,  and  skill  — 
without  running  any  risks  and  at 
greatly  reduced  cost  per  pupil. 

Like  the  cars  that  are  actually  on 
the  highways,  these  classroom  cars 
contain  a  lot  of  Bethlehem  sheet 
steel.  And  we  are  a  large  producer 
of  this  versatile  form  of  steel— for 
everything  from  refrigerators  and 
kitchen  cabinets  to  wheelbarrows 
and  power  mowers. 


BETHLEHEM  STEEL 
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be  no  general  relationship  from 
paper  to  paper  or  market  to 
market.”  “Rates  are  high  and 
plate  production  costs  are  so 
heavy  we  cannot  consider  ROP 
color.”  “Too  large  space  re¬ 
quired.”  “Different  rate  bases 
are  a  nuisance.”  “They  are  far 
out  of  line  with  E&W  line  rates 
— especially  in  smaller  circula¬ 
tion  papers.”  “High  costs  have 
been  a  deterrent  to  using  it  na¬ 
tionally.” 

Turning  to  the  ROP  color  ad¬ 
vertisers,  every  one  answered 
this  question.  52%  stated  they 
were  generally  satisfied  with 
ROP  color  rates.  48%  said  no. 

Here  are  some  comments 
from  ROP  color  advertisers  who 
said  they  were  generally  satis¬ 
fied  with  rates.  “Pm  satisfied  as 
long  as  newspapers  offer  good 
printing  and  carefully  check 
early  editions  to  correct  defici¬ 
encies  and  assure  good  repro¬ 
duction  in  home  delivered  pa¬ 
pers.”  “Although  the  cost  is 
higher  than  we  would  like  it, 
we  feel  that  readership  more 
than  compensates”.  “Pm  satis¬ 
fied  except  where  rates  deviate 
from  a  normal  pattern.”  “Pm 
satisfied.  However,  some  publi¬ 
cations  insist  upon  space  units 


such  as  a  full  page  which  I  be¬ 
lieve  to  be  unjustified.” 

Now  some  comments  from 
ROP  color  users  who  are  dis¬ 
satisfied  with  rates.  “Favorable 
discounts  for  volume  and  con¬ 
tinuity  advertising  are  lacking.” 
“Too  expensive.  We  often  go  to 
Sunday  Supplements  because 
ROP  color  costs  seem  to  be  out 
of  line.”  “Cost  per  M  is  not  in 
line  with  other  media.”  “Rates 
are  excessive.  One  paper  was 
dropped  from  our  black  and  one 
color  ad  list  because  of  a  45% 
premium.”  “Rates  are  not  in 
proportion  to  quality  of  repro¬ 
duction.”  and  “Papers  vary  too 
much.” 

Views  on  Premium  Rates 

We  followed  with  another 
question  about  rates.  This  one 
read,  “Based  on  your  knowledge, 
or  experience,  concerning  the  re- 
sultfulness  of  ROP  color,  what 
percentage  premium  over  the 
black  and  white  rate  do  you  con¬ 
sider  justified  for  black  and  one 
color,  black  and  two  colors,  and 
black  and  three  colors.” 

Before  reporting  these  find¬ 
ings,  I  offer  the  actual  average 
ROP  color  premiums  currently 
charged  by  daily  newspapers. 
These  were  arrived  at  from 
data  provided  by  the  Bureau  of 
Advertising. 

The  Bureau  computed  the 
average  ROP  color  premiums 


The  Chicago  Tribune 
Streamlining  Its  Press  Room 
OfFers  for  Sale 
For 

$180,000.00 

(F.O.B.  Whs*  Chicago) 

A  modern  6  unit  antl-fricHon  Goss  Press 
Complete  with  Color  Unit 
Reels  —  Tensions  —  D.C.  Drives 
Uses  60”  to  72”  wide  rolls  —  22-9/1 6”  cut  off 
90°  stagger  —  Compression  lock-up 
Equipment  consists  of  — 

6 — Black  and  white  units  (speed  36,000  papers  per  hour) 
Cast  Iron  substructures 

1 — Color  arrangement  (4  color  deck)  seldom  found  on 
used  equipment 

1 — Pair  folders  (delivery  from  either  side) 

3 —  Sets  of  angie  bars — haif  deck  (Bay  Window  arrange¬ 
ment) 

1 — Set  balioon  formers 
1 — Extra  color  fountain 
1!4 — Set  rollers  (form  and  dist.) 

30 — Feed  rollers 

4 —  Transfer  tables 

1 — 125'  Dispatch  Conveyor  and  connecting  deliveries  on 
both  sides  of  press 

6— Cline  reels  with  automatic  controiied  tensions 
8 — 35  H.P.  Ciine-Westinghouse  Drive  Motors,  D.C. 

1 — Spare 

1 — Cline  350  H.P.  230/40  V.  D.  C.  Master  Controller 
1 — 6  unit  selector  panel 
1 — 5  K.W.  250  V.  Field  generator 
1 — 25  K.W.  Slow  motion  40  V.  generator 
1 — 92-C2  Master  contactor 

Approximate  total  weight  of  press  550,000  pounds 

Available  October  1.  1958 

Contact  Chas.  B.  James,  Director  of  Purchases 

Tribune  Tower,  Chicago  11  Superior  7-0100 


for  two  separate  space  units — 
1,000  lines  and  also  for  full 
pages. 

For  a  1,000  line  ROP  color 
unit,  the  Bureau  reports  the 
average  premium  over  black  and 
white  to  be,  for: 

Black  and  one  color . 37.4% 

Black  and  two  colors . 55.4% 

Black  and  three  colors. .  .68.9% 

The  average  premium  over 
black  and  white  rates  charged 
for  ROP  color  full  page  units, 
as  reported  by  the  Bureau,  is 
somewhat  lower: 

Black  and  one  color . 22.2% 

Black  and  two  colors. ..  .31.6% 
Black  and  three  colors. .  .38.3% 

On  this  question  we  also  sepa¬ 
rated  the  answers  received  from 
non-ROP  color  advertisers  and 
those  who  do  color  advertising. 

Only  a  minority  of  non-color 
users  seemed  to  feel  they  had 
knowledge  enough  about  ROP 
color  rates  to  express  an  opin¬ 
ion  on  the  subject.  In  general, 
non-color  advertisers  who  did 
answer  the  question,  quoted  pre¬ 
miums  they  thought  to  be  justi¬ 
fiable  which  are  far  below  actual 
premiums  currently  charged  by 
newspapers. 

Justifiable  Premium 

Now,  as  to  answers  given  by 
ROP  color  advertisers.  Almost 
every  ROP  color  user  had  an 
opinion  on  this  question. 

In  retrospect,  it  is  perhaps 
unfortunate  that  we  did  not  ask 
for  separate  opinions  on  what 
respondents  considered  to  be 
justifiable  average  color  pre¬ 
miums  for  specific  space  units, 
such  as  1,000  lines  and  full  page 
units.  Then  we  could  have  more 
properly  matched  up  our  find¬ 
ings  with  the  actual  average 
premiums  charged  by  newspa¬ 
pers  for  these  space  units. 

Our  question  merely  asked  for 
an  opinion  on  a  justifiable  pre¬ 
mium  charge  without  specifying 
size  of  space  unit. 

Be  that  as  it  may,  just  as  a 
point  of  interest,  let  us  put  side 
by  side  the  actual  premium 
charged  by  newspapers  for  full 
page  ROP  color  units  and  the 
average  premium  for  color  which 
our  respondents  thought  justi¬ 
fiable  : 

For  black  and  one  color — The 
Bureau  reports  an  average  pre¬ 
mium  over  black  and  white  rates 
for  full  page  color  units  of 
22.2%.  Our  ROP  color  users 
thought  an  average  premium  of 
17.2%  is  justified. 

For  black  and  two  colors  — 
The  Bureau  indicates  an  aver¬ 
age  premium  of  31.6%.  Our  sur¬ 
vey’s  expression  on  a  justifiable 
premium  for  black  and  two 
colors  came  in  at  24.2%. 

For  black  and  three  colors — 
The  Bureau  reports  an  average 
premium  of  38.3%.  A.N.A.  color 
advertisers  thought  a  premium 
of  31.3%  is  justified. 
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Enthusiastic  About 
ColoROPtics  Research 

We  next  turned  to  a  question 
on  research.  Frequently  con¬ 
siderable  sums  are  spent  by 
newspapers  on  research  projects 
and  the  newspapers  involved 
may  end  up  wondering  if  the 
money  spent  was  really  produo* 
tive.  Well,  we  think  one  news 
paper  will  be  pleased  to  hear  the 
reactions  we  got  back  when  we 
asked  about  the  values  of  re¬ 
search  they  did. 

We  asked,  “Have  you  seen  the 
Milwaukee  JOURNAL’S  study 
‘ColoROPtics’?”.  “If  yes, 

a)  Does  it  contain  information 
useful  to  you? 

b)  What  are  your  reactions  te 
it?” 

“ColoROPtics”  got  excellent 
exposure  among  our  A.N.A. 
membership.  A  considerable 
number  of  non-ROP  color  ad¬ 
vertisers  rei)orted  having  been 
shown  the  study  and  ROP  color 
advertisers  reported  two  to  one 
that  they  had  heen  it. 

Among  all  newspaper  adver¬ 
tisers  who  had  been  exposed  to 
“ColoROPtics”,  the  response  to 
the  inquiry,  “Does  it  contain  in¬ 
formation  useful  to  you?”  pro¬ 
duced  a  vote  of  nine  “yesses” 
for  every  one  “no”  received. 

Here  are  a  few  of  the  com¬ 
ments  we  received.  “Extremely 
well  done.  Provides  a  yardstick 
to  measure  the  effectiveness  of 
color  versus  black  and  white.” 
“More  newspapers  should  do 
this  type  of  study  so  that  ad¬ 
vertising  managers  can  convince 
management  of  the  economy  of 
color  advertising.”  “Excellent, 
we  used  it  as  a  basis  for  two 
market  development  programs 
which  were  spearheaded  by  ROP 
color.”  Most  of  the  reactions  to 
“ColoROPtics”  were  fi-amed  in 
equally  favorable  comment. 


Cities  Where  More 
Color  Is  Desired 

I  think  you  can  almost  guess 
how  the  voting  ran  on  our  next 
question,  which  read  “In  what 
cities  would  you  like  to  see 
more  ROP  color  made  available 
to  national  advertisers?” 

A  total  of  thirty-nine  differ¬ 
ent  cities  were  named,  ranging 
in  size  from  communities  such 
as  Minot,  N.D.,  Clinton,  Iowa 
and  Bay  City,  Michigan,  up  to 
the  one  which  almost  every  re¬ 
spondent  mentioned — New  York 
City. 

Among  the  bigger  cities, 
Baltimore,  Boston,  Hartford, 
Bridgeport,  Los  Angeles,  Buf¬ 
falo,  Philadelphia  and  New 
Haven  all  received  several  men- 
(Continued  on  page  76) 
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How  well  do 
you  know  your 

^Japitals? 


C 


oncord 


this  Capital 
is  important  to 
New  Hampshire 


ilfl 


tiij 

w  A  aSM-'- 


u 


G 


this  Capital 
is  important  to 
our  trade-mark 


When  you  have  occasion  to  refer 
to  our  product  by  its  friendly 
abbreviation,  you’ll  keep  your 
meaning  clear  if  you  make  it 
“Coke”  . . .  with  a  capital  “C” 
please.  And  you’ll  help  us  pro¬ 
tect  a  valuable  trade-mark. 

Incidentally,  why  not  have  a 
Coke  right  now.  The  cheerful 
lift,  the  sparkling  good  taste  of 
Coke,  make  any  pause  The 
Pause  That  Refreshes. 


SIGN  OF  GOOD  TASTE 


Ask  Jot  it  either  way  .  . .  both 
trade-marks  mean  the  same  thing. 
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ANA  Color  Survey 

{Continued  from  page  74) 


tions.  Although  some  ROP  color 
is  available  in  several  of  these 
cities,  respondents  indicated 
they  would  like  to  see  a  greater 
range  in  ad  sizes  and  number  of 
colors  than  are  available. 

The  last  question  in  Section 
II  of  our  questionnaire  asked 
respondents  to  list  “VVhat  other 
advertisers,  in  your  opinion, 
have  made  particularly  effective 
use  of  ROP  color  and  for  what 
products?”  We  didn’t  have 
unanimity  of  opinion  on  this 
question,  but  we  sure  had  quan¬ 
tity. 

Favorite  Advertisers 

Our  respondents  apparently 
see  quite  a  variety  of  ROP  color 
advertising  because  they  cast 
votes  for  no  less  than  fifty-eight 
different  advertisers.  Everyone 
seemed  to  have  his  own  special 
favorite.  The  company  receiving 
the  greatest  total  mentions  was 
Oscar  Mayer  for  its  meat  prod¬ 
ucts  advertising.  General  Mills 
for  cake  mixes.  Ford  Motor 
Company  for  its  car  ads.  Stand¬ 
ard  Oil  of  Indiana  for  its  petrol¬ 
eum  products.  Lever  Brothers 
Company  for  Lux  Toilet  Soap, 
Salem  cigarettes  and  Duncan 
Hines  were  others  mentioned 
prominently. 

Diverse  Reasons  Given 
For  Using  Color  in  Ads 

Section  III  of  our  question¬ 
naire  was  addressed  solely  to 
ROP  color  advertisers.  We 
wanted  to  find  out  “why”,  “how” 
and  “when”  they  used  ROP 
color. 

Our  “why”  question  asked  for 
a  statement  of  the  respondent’s 
primary  marketing  and  adver¬ 
tising  reasons  for  using  ROP 
color. 

Many  and  diverse  were  the 
reasons  given.  “Product  intro¬ 
ductions”,  “Deal  ads”,  “Coupon 


offers”,  “To  announce  product 
changes  or  improvements”, 
“merchandising  possibilities” 
and  just  plain,  “To  increase 
sales”  led  the  list  of  advertising 
i-easons  given. 

To  find  out  “how”  respondents 
used  ROP  color,  we  asked  “Was 
your  ROP  color  advertising  run 
in  only  a  section  of  your  total 
marketing  area?  Or  as  part  of 
a  national  plan  ?” 

Responses  indicated  a  slight 
weighting  toward  using  ROP 
color  in  sections  of  a  company’s 
total  marketing  area  than  on  a 
nationwide  basis.  Perhaps  the 
fact  that  color  is  not  fully  avail¬ 
able  on  a  nationwide  basis  may 
have  influenced  how  some  com¬ 
panies  use  the  medium,  but 
again,  there  is  a  suspicion  that 
many  companies  regard  ROP 
color  as  a  “special  purposes” 
type  of  medium  rather  than  one 
to  be  used  as  a  basic  medium. 

This  tended  to  be  borne  out 
by  responses  to  our  “when”  ques¬ 
tion — “Was  ROP  color  used  on 
a  consistent  basis  throughout 
the  year?  Or  only  for  special 
purposes?”  Advertisers  who  re¬ 
ported  using  ROP  color  on  a 
consistent  basis  throughout  the 
year  were  in  the  minority.  Four 
times  as  many  advertisers  re¬ 
ported  using  ROP  color  for  spe¬ 
cial  pui-poses  as  said  they  used 
it  consistently  throughout  the 
year. 

Variety  of  Ad  Sizes 

Our  next  two  questions  had  a 
direct  relationship  to  each  other. 
We  asked,  “What  ad  sizes  did 
you  run  in  ROP  color?”  and 
then,  “If  the  ad  sizes  varied, 
was  this  due  to: 

a)  Any  requirement  set  by 
various  newspapers  on  the  mini¬ 
mum  sized  ad  you  could  run? 

b)  Marketing  or  advertising 
reasons  of  your  own? 

c)  or  both  a)  and  b)” 

Most  ROP  color  advertisers 
ran  ads  of  varying  sized  space. 
Full  pages,  1500  and  1000  lines 
were  the  three  sizes  most  gen¬ 
erally  employed.  Perhaps  it  is 


NEWSPAPER  PLANTS 


lEW  PLANTS  •  MODERNIZATIONS  •  EXTENSIONS 

idCKWOOD  GREENE 

ENGINEERS- ARCHITECTS 
YORK-ir/  N.  Y.  bOSTON  Uf-MASS.  SfAKTANBURO,  S.  C; 
«K42nd  ,  3V6.,Sltt<irt 

rocImAijaui^ietiufis, 


only  coincidental  but  these  are 
the  space  units  most  frequently 
made  available  on  newspaper 
rate  cards. 

While  many  advertisers  said 
they  varied  the  size  of  their  ads 
to  fit  marketing  and  advertising 
purposes  of  their  own  making, 
a  considerable  number  said  they 
found  it  necessary  to  alter  the 
size  of  ads  they  ran  from  city 
to  city  because  of  the  lack  of 
flexibility  in  the  variety  of  space 
units  made  available  by  indi¬ 
vidual  newspapers.  Particular 
mention  was  made  of  dissatis¬ 
faction  at  being  required  to  pur¬ 
chase  full  page  space  in  some 
very  key  newspapers. 

Reproduction  Quality- 
Rated  Generally  Fair 

Throughout  this  report  I  have 
tried  to  keep  statistical  tabula¬ 
tions  to  a  minimum.  Our  friends 
who  are  expert  in  marketing  re¬ 
search  matters  advise  that  a 
numerical  sample  such  as  is  rep¬ 
resented  in  this  survey  leaves 
considerable  margin  for  statis¬ 
tical  error.  So  be  wary  if  you 
must,  but  I  think  there  is  some 
merit  to  the  statistics  which  our 
next  question  produced. 

Early  in  our  questionnaire  we 
asked  all  respondents  to  rate  the 
quality  of  ROP  color  reproduc¬ 
tion  of  all  advertising  they  had 
seen  in  various  newspapers  re¬ 
cently. 

In  this  next  question  we  asked 
ROP  color  advertisers  to  use  the 
same  standards  of  measurement 
to  rate  their  own  color  ads. 

Our  question  read,  “In  what 
proportions  would  you  rate  the 
ROP  color  reproduction  of  your 
own  ads.”  T^ing  all  his  ROP 
color  advertising  as  100%,  the 
respondent  was  asked  to  esti¬ 
mate  what  percentage  he  con¬ 
sidered  to  be  excellent,  fair  or 
poor. 

Let’s  match  up  the  average 
ratings  given  by  ROP  color  ad¬ 
vertisers  to  all  the  ROP  color 
reproduction  they  have  seen  in 
newspapers  recently  with  the 
average  ratings  given  by  these 
same  color  adveiiJsers  to  the 
color  reproduction  of  their  own 
ROP  color  advertisements. 

Average  Quality  of  Color 
Reproduction  Seen  in  Various 
Newspapers  Recently 


Excellent  .  25.8% 

Fair  .  49.2% 

Poor  .  25.0% 


100.0% 

Average  Quality  of  Color 
Reproduction  of  Advertisers 
Own  ROP  Color  Ads 


Excellent  .  33.6% 

Fair .  51.7% 

Poor  .  14.7% 


100.0% 

It  would  seem  that  ROP  color 
advertisers  feel  that  newspapers 


are  generally  doing  a  pretty  fair 
job  with  the  color  reproduction 
of  their  own  advertisements.  The 
comments  which  respondents  of¬ 
fered  in  conjunction  with  this 
question  are  much  along  these 
lines.  Several  advertisers  made 
the  point  that  they  got  pretty 
good  results  because  they  had 
learned  to  keep  their  use  of  color 
simple  and  uncomplicated. 


Advertisers  Relate 
Problems  with  Papers 

Next  we  turned  to  a  rather 
touchy  subject.  We  asked  ‘If 
you  had  any  problems  with 
newspapers  concerning  your 
ROP  color  advertising  please 
outline  briefly.”  About  half  of 
the  ROP  color  advertisers  indi¬ 
cated  they  had  had  problems. 

Problems  encountered  cen¬ 
tered  in  two  areas  which  also 
appeared  in  answer  to  other 
questions  in  the  survey.  These 
were  dissatisfaction  with  one— 
“reproduction  and  registration” 
and  two,  —  “rates  and  high 
costs.” 

Here  are  some  quotes  on  prob¬ 
lems  which  advertisers  have  had 
with  newspapers.  “We  can’t  fig¬ 
ure  how  rates  are  fixed.  It  is 
difficult  to  understand  how  news¬ 
papers  arrive  at  their  premiums 
for  color.”  “Registration  and 
color  fade  were  our  only  prob¬ 
lems.”  “Color  varied  all  over  the 
lot  in  spite  of  careful  ink  spe¬ 
cification.”  “Color  is  not  avail¬ 
able  in  some  of  the  papers  on  our 
proposed  schedule.”  “Minimum 
size  requirements.”  “Some  pa¬ 
per’s  required  electros  instead  of 
mats.” 

However,  one  gentleman 
seemed  to  have  the  perfect  an¬ 
swer.  He  said,  “No,  we  never 
have  any  problems  with  news¬ 
papers.  If  there  is  any  trouble, 
we  let  the  agency  iron  it  out." 

What  Advertisers  Do 
If  Color  Unavmlable 

Then  we  turned  to  the  ques¬ 
tion  of  what  advertisers  did 
when  newspapers  important  to 
them  do  not  accept  ROP  color 
advertising.  We  asked  whether 
in  such  cases,  the  advertiser 
“Ran  black  and  white  copy”  or 
whether  he  “Left  such  news^- 
pers  off  the  list.”  The  majorib' 
of  advertisers  said  they  settled 
for  black  and  white  copy.  So* 
there  was  also  a  sizable  group 
which  simply,  “left  such  news¬ 
papers  off  ^eir  lists.” 

We  finished  off  the  sectiori  ad¬ 
dressed  to  ROP  color  advertisers 
with  five  “pay-off”  questions. 
The  first  of  these  asked,  “Have 
you  attempted  to  measure  the 
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What  do  the  people  think 


ABOUT 

THE  RAILROADS? 


Editorial  comment  in  the  nation’s  press  serves  a  dual  purpose. 
It  reflects  public  interest  and  it  stimulates  public  thinking.  On 
this  basis,  it  can  be  said  Americans  are  taking  a  healthy  in¬ 
terest  in  the  welfare  of  the  railroads  —  still  the  most  efficient, 
economical  and  dependable  form  of  transportation.  From 
March  to  June,  1958,  4,537  newspaper  editorials  discussed 
various  phases  of  the  railroad  situation.  Here  is  what  they  said: 


Are  railroads  overregulated?  Are  toflay’s  regulations  outmoded? 

Of  1,448  editorials  on  this  subject,  1,434,  or  99%  —  said,  “Yes!” 

14  editorials,  or  1%,  said,  “No.” 

• 

Does  subsidized  competition  place  an  unfair  burden  on  the  railroads? 

Of  522  editorials  on  this  subject,  .509,  or  98%  —  said,  “Yes!” 

13  editorials,  or  2%,  said,  “No.” 

• 

Are  the  railroads  unfairly  taxed? 

Of  608  editorials  on  this  subject,  603,  or  99%  —  said.  “Yes!” 

3  editorials  said,  “No.”  2  editorials  said,  “Don’t  know.” 


Should  the  railroads  he  free  to  dispense  with  ileficit  operations? 

Of  1,301  editorials  on  this  subject,  1,151,  or  89%  —  said,  “Yes!” 

Ill  editorials,  or  8.5%,  said,  “No.” 39 editorials,  or  3%, said,  “Don’t  know.” 

• 

Should  wartime  Federal  excise  taxes  on  transportation  be  removed? 

Of  987  editorials  on  this  subject,  984.  or  99%  —  said,  “Yes !” 

2  editorials  said,  “No.”  1  editorial  said,  “Don’t  know.” 


ASSOCIATION  OF  AMERICAN  RAILROADS 

WASHI>GTO>,  D.  C. 
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The  next  two  questions  asked  uct.”  “ROP  color  would  increase 
AiyJA  “What  reaction  if  any,  to  your  ad  readership  but  the  high  cost 

ROP  color  advertising  have  you  would  prohibit  the  frequent  use 
(Continued  from  page  16)  noticed  from  the  trade?”  and  we  require.”  “Would  l)e  excellent 

“What  reactions,  if  any,  to  your  for  our  products  if  we  could  de- 
ROP  color  advertising  did  you  pend  upon  faithful  reproduc- 
relative  effectiveness  of  ROP  get  from  your  sales  staff?”  tion.”  “We  could  use  it  but  our 
color  and  black  and  white?”  Reactions  from  the  trade  and  newspaper  budget  is  too  small.” 
Then  “a)  If  yes,  please  state  sales  staff  was  overwhelming  on  “Our  product — life  insurance — 
briefly  the  method  employed.”  the  favorable  side.  One  or  two  does  not  lend  itself  to  color.” 
and  “b)  what  conclusions  did  advertisers  felt  that  trade  and  One  practical  gentleman  com- 
you  draw?”  sales  staff  enthusiasm  for  ROP  mented,  “ROP  color  is  worth- 

color  slowed  down  after  a  while,  while  but  not  too  important  in 
77  Cnntwtftnioa  lUnho  but  generally  speaking,  the  com-  selling  a  mattress.” 

1/  Lompames  make  ranged  from  “Well  liked  Our  second  question  addressed 


17  Companies  Make  but  generally  speaking 

rwi  ments  ranged  from 

measurement  1  ests  by  the  trade”  to  “higl 

Seventeen  companies  reported  from  our  sales  staff. 

that  they  had  attempted  to  Warrants  Create, 

measure  the  relative  effective¬ 
ness  of  ROP  color  and  black  and  On  the  last  questic 


but  generally  speaking,  the  com-  selling  a  mattress.” 
ments  ranged  from  “Well  liked  Our  second  question  addressed 
by  the  trade”  to  “high  approval  to  non-color  advertisers  read, 
from  our  sales  staff.”  “What  factors  have  been  respon¬ 

sible  for  your  company’s  non- 
W'arrants  Greater  Use  use  of  color?”  Here  again,  many 


m^^urr^the  i;iatTve  e^ff^tive-  T"" 

ness  of  ROP  color  and  black  and  On  the  last  question  we  put  companies  jfelt  that  .  e  na  ure 
white.  Methods  employed  were  to  color  advertisers,  they  re-  ®  P.  . 

split  run  tests,  coupon  redemp-  turned  a  very  enthusiastic  vote.  ^  rn.  xu  * 

tion  ads.  retailer  checks,  special  We  asked,  “a)  Have  your  re-  advertising.  The  three  fac- 

agency  readership  studies,  re-  suits  been  sufficiently  good  to  prominen  y  men- 

search  on  comparative  costs  and  warrant  the  use  of  ROP  color  ,  owever,  were  a  ear 

participation  in  special  studies  in  the  future?”  “b)  If  no,  what  ^ 

such  as  the  Milwaukee  did  you  expect  of  ROP  color 

sive  and  a  statement  that  our 


such  as  the  Milwaukee  did  you  expect  of 
journal’s  “ColoROPtics”  and  that  you  didn’t  get.’ 
the  recent  Houston  CHRONI-  Affirmative  votes  v 
CLE  color  test.  a  ratio  of  14  “yeses 


NEW  TITLE— Richard  C.  StMl* 
has  been  appointed  Associsti 
Publisher  of  the  Worcester  (Mats.) 
Telegram  and  Gazette  and  con¬ 
tinues  in  the  capacity  as  Genaril 
Manager. 


Affirmative  votes  were  cast  at  newspaper  budg^  is  too  limited 
a  ratio  of  14  “yeses”  for  each  use  of  color. 


Several  companies  said  re-  negative  answer.  Only^  three  Factors  for  More  Color 


suits  were  inconclusive,  but  more  ROP  color  advertisers  said  they  a,,  ,  .  ..  t,  .i 

definitive  statements  revealed,  ^elt  the  results  they  obtained  The  last  question  asked 
“Given  good  reproduction  and  were  not  sufficient  to  warrant  What  fetors  might  induce  you 
supported  by  intelligent  mer-  their  use  of  ROP  color  in  the  to  use  ROP  color  in  the 

chandising,  we  feel  ROP  color  future.  They  said  they  had  ex-  ture?”  “Bett^  or  impre^, 

pays  off.”  “Color  is  cheaper  per  Pected  “better  reproduction”,  quality  of  reproduction,  and  tet- 
thousand  readers.”  “We  are  “more  impact  from  ROP  color”  ter  registration  headed  the 
sa?S  wi^sl^i  res^i.  We  and  “higher  sales  results.” 

feel  that  the  extra  impact  of  ^  ^  ‘  ^  decreases  or  r^ 

worth  the  penalties  of  some  poor  JSon-Color  Users  duction  in  costs  also  were  listed 

'""h  be  of  ^"somTor  the  other  factors 

ROP  nnlnr  AHTOr+iaTT-Q  tJITta  qKIo  fov  a  brief  look  at  what  which  advertisers  said  might  in- 

KUr  color  advertisers  were  able  -  i  t.  j  x  .o  x  t 

to  trace  increased  sales  to  their  "oa-asers  of  ROP  color  had  to  fluence  them  to  use  ROP  color  in 

+V,  ®ay  about  the  medium.  It  must  the  future  are  worthy  of  men- 

jority^f  <?mments  emphlsi^S  ^  Pointed  out  that  a  number  of  tion.  One  suggestion  was  for 
that  color  added  readershin  and  the  respondents  in  this  grouping  “more  management  exposure 

imnaef  to  qt.  g/iTrart'o’  rcpresout  compauies  whose  through  a  mailing  of  good  tear 

impact  to  an  advertising  mes-  ji  j  .  ii.,.  J-  u-m 

p  products  and  services  are  not  sheets  on  a  continuous  basis. 

^  ■  in  categories  generally  adver-  Another  suggestion  was  that 


pected  “better  reproduction”,  quality  of  rep^uction,  and  bet- 
“more  impact  from  ROP  color”  ter  registration”  headed  the 
and  “higher  sales  results.”  wide  list  of  answers  we  re¬ 

ceived.  “Rate  decreases  or  re- 
Non-Color  Users  duction  in  costs”  also  were  listed 

Express  Their  Views  "XmT'of'' the  other  factors 

Now  for  a  brief  look  at  what  which  advertisers  said  might  in- 
non-users  of  ROP  color  had  to  fluence  them  to  use  ROP  color  in 


in  categories  generally  adver-  Another  suggestion  was  that 
tised  in  ROP  color  and  some  are  “newpapers  present  a  more  de- 
Tangible  Sales  Results?  with  companies  to  which  news-  tailed  justification  of  ROP  color 
Half  SctV  *Don*t  Know*  papers  are  not  a  basic  advertis-  costs.”  Others  hoped  that  "more 
^  ^  ,  ■  .  iug  medium.  Several  of  these  papers  will  offer  ROP  color,” 

Our  next  question  read,  “Did  deal  in  categories  such  as  -n-  “more  flexibility  in  space  units”, 
your  ROP  color  produce  any  surance,  heavy  industries,  phar-  “uniformity  of  reproduction  by 
tangible  sales  results?”  “a)  If  maceuticals,  appliances  and  all  newspapers”  and  “increased 
yes,  what  results?”  About  half  hardware.  There  are  other  com-  use  of  ROP  color  by  our  com- 
of  our  respondente  said  they  panies,  however,  which  are  nat-  petition”  were  mentioned, 
didn’t  know  if  their  ROP  color  ural  nrosnects  for  ROP  color  One  comment  exnresses  not 


advertising  produced  results.  but  which  have  not  found  rea-  only  an  appropriate  answer  to 
A  handful  reported  no  tangi-  son  to  make  use  of  the  medium,  a  question  about  factors  which 
ble  sales  results.  On  the  other  The  first  question  we  asked  might  influence  advertisers  to 
side,  17  advertisers  were  able  these  non-color  users  was,  use  ROP  color  in  the  future,  but 
to  measure  sales  produced  by  “What  are  your  feelings  on  ROP  is  suitable  to  many  situations 
their  ROP  color  advertising,  color  in  regard  to  your  product  in  business,  this  repondent  sim- 
Here  are  some  of  the  comments,  or  products?”  In  general,  most  ply  stated,  “Nobody  ever  sold 
“ROP  color  was  most  .successful  had  a  favorable  attitude  toward  us.” 

in  the  launch  of  two  grocery  color — ^but  an  aura  of  doubt 

store  distributed  products.”  seems  to  exist  in  their  minds  * 

“Color  ads  obtained  features  and  that  ROP  color  advertising  is 

end  displays  with  chain  and  in-  productive.  Some  seem  to  be 

dependent  super  markets.”  seeking  proof  that  ROP  color  Fred  Meinholz,  director  of 
“Color  stimulated  dealers  to  buy  will  produce  results  and  others  communications  for  the  New 
the  products  advertised.”  ROP  that  the  extra  cost  for  color  is  York  Times,  has  been  named  by 
color  increased  dealer  support  justified.  Here  are  some  of  the  the  State  Department  as  a  U.S. 
and  our  trade  shipments.  One  doubts  about  color  advertising  delegate  to  the  International 
appliance  manufacturer  re-  that  were  expressed.  “In  gen-  Administrative  Telegraph  and 
ported,  “ROP  color  quadrupled  eral,  we  don’t  think  ROP  color  Telephone  Conference  in  Geneva 

our  sales  in  one  market.”  is  good  enough  for  our  prod-  starting  Sept.  29. 


use  of  color.  r?  i  •  *  ^  l 

,  „  ^ .  hunkist  Color 

I  for  More  Color 

it  question  asked  Traced  to  ’08 

ors  might  induce  you 

IP  color  in  the  fu-  gXN  Fkancisco 

etter,  or  improved.  This  is  the  golden  aniversary 
•eproduction,  and  bet-  year  for  ROP  newspaper  color, 
ration”  headed  the  declares  Russell  Z.  Eller,  ad- 
of  answers  we  re-  yertising  manager,  Sunkist 
ate  decreases  or  re-  Growers. 

xists”  also  were  listed  Sunkist  orange  advertising  be- 

r*  ii-  1.1.  ^  s.  included  » 

tne  other  factors  three-color  advertisement  in  the 
irtisers  s^d  might  in-  Moines  (Iowa)  Register- 

01  to  use  ROP  (florin  tribune,  then  the  Register- 
are  worthy  of  men-  ^^5^ 

suggestion  was  for  .j  the  first 

nagement  /x^sure  advertisement  to  ap- 

mailing  of  go<^  tear  newspapers,”  he  told  the 

a  continuous  basis,  prancisco  Advertising  Club, 

luggestion  was  that  gunkist  began  its  advertising 

s  present  a  more  de-  ^  ^  ^  campaign.  Half 

ification  of  ROP  color  •  j  L  ^  i-^  ■ 

lers  hoped  that  “more  ®”Te 

II  offer  ROP  color,”  growers  and  half  ^e  from  the 

k;i;*,,  ....i+o”  Southern  Pacific  Railroad. 

'  i-  i’  The  initial  advertising  was  on 

y  of  reproduction  by  nc  €»u»ci  ^ 

ners”  and  “increased  ^  regional  basis,  with  Iowa  the 

Ip  /vilnr  hw  niir  /wm  ^rea  Selected  for  the  test  cam- 
•r  color  by  our  com-  .  .  j  . .  .  »  - 

petition”  were  mentioned.  paign.  Advertising  of  f^h  frm 

One  comment  expresses  not  was  an  oddity  then  and  peopk 
ppropriate  answer  to  growers  were 

about  factors  which  crwy,  ”  Mr.  Eller  report^, 
uence  advertisers  to  Sunkist  used  black  and  white 
olor  in  the  future,  but  «>Py  newspapers  of  21 

1  to  many  situations  «>«««  addition  to  the  color 
5,  this  repondent  sim-  advertisement.  The  100-line  »py 
1,  “Nobody  ever  sold  ^^^s  viewed  as  a  large  ad  then. 

The  result  was  a  60%  increase 
in  orange  consumption  in  Iowa, 
•  he  advised.  This  compared  with 

PI  I  a  seven  percent  national  gain, 

iielegate  This  was  the  beginning  of  50 

leinholz,  director  of  years  of  continuous  advertising 
itions  for  the  New  in  which  Sunkist  has  expended 
5s,  has  been  named  by  $75,000,000  in  promoting  citnis 
Department  as  a  U.S.  producte.  The  first  campaign 
to  the  International  was  handled  by  Lord  &  Thomas, 
ative  Telegraph  and  forerunner  of  Foote,  Cone  4 
Conference  in  Geneva  Belding,  the  present  Sunkist 
ept.  29.  agency. 
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It’s  the  paying  audience  that  pays  attention 


Your  advertising  message  in  any  ABC 
magazine  speaks  directly  to  an  audience 
that’s  paying  for  the  medium. 

A  paying  audience  pays  attention.- 
What’s  more,  you  don’t  have  to  guess 
who  or  where  an  ABC  magazine’s  audi¬ 
ence  is— or  how  many  are  in  it.  The  Audit 
Bureau  of  Circulations  gives  you  the  veri¬ 
fied  circulation  facts. 

The  ABC,  like  your  best  friend,  will 
tell  you  the  truth  about  us  .  . .  how  many 


readers  buy  copies  of  our  magazines, 
whether  they’re  bought  by  subscription 
or  on  the  newsstand— and  where  they’re 
bought.  Can  other  media  say  as  much? 

We’re  grateful  to  have  the  ABC  .  .  . 
and  to  have  an  audience  that  pays— and 
pays  attention.  Aren’t  you? 


TIME  I, 


f  leckafalUr  Plaia,  Naw  Tark  tO,  N.  T. 


UFE  'MFE  International,  life  en  Espanol),  TIME  (time  Canadian,  time  Atlantic,  time  Pacific,  time  Latin  American), 
FORTUNE,  SPORTS  ILLUSTRATED,  ARCHITECTURAL  FORUM,  HOUSE  AND  HOME 
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‘Auto  Buy’  Success 
Told  in  BoA  Book 


and  other  promotion,  was  the  T  T  • 

dire  need  of  the  slipping  econ-  X^TBSS  LJ  111011 
omy.  It  emphasized  once  again 

a  truism  of  business  that  had  TT'TT 

been  largely  forgotten  during  a  J/  Iff  llLiriff  1  1  U 

Irinir  npriod  of  pasv  nrosneritv  O 


The  biggest  and  most  unusual 
merchandising  event  of  the  year 
— and,  on  the  evidence,  probably 
the  most  successful — gets  a  full 
accounting  in  a  well-documented 
brochure  titled,  “Report  on  What 
Really  Happened  in  the  ‘You 
Auto  Buy  Now’  Campaign,”  just 
published  by  the  Bureau  of  Ad¬ 
vertising,  ANPA  (E&P,  Aug. 
16,  page  44). 

The  drive,  which  got  its  start 
in  Cleveland  and  in  April  and 
May  spread  to  approximately 
300  other  cities,  produced  out¬ 
standing  results  in  virtually 
every  market,  the  Bureau’s  story 
indicates.  Not  only  did  the  cam¬ 
paign  stimulate  the  sale  of  auto¬ 
mobiles — its  primary  purpose — 
the  Bureau  points  out,  but  it 
also  had  considerable  effect  on 
the  economy  as  a  whole  and  on 
public  morale.  These  facts  are 
demonstrated  in  the  book  in  the 
form  of  statements  by  Chamber 
of  Commerce  executives  in  all 
parts  of  the  country. 

Of  214  Chambers  of  Com¬ 
merce  providing  information  on 
results,  the  Bureau  study  re¬ 
ports,  “93  per  cent  called  the 
campaign  successful;  only  6  or 
less  than  3  per  cent  reported 
failure.”  Auto  sales  increases 
as  high  as  300%  were  reported. 


came  ‘hot’  prospects  for  coming 
weeks.  In  Cleveland,  for  ex¬ 
ample,  10  weeks  after  the  cam¬ 
paign,  car  sales  continued  to  rise 
even  above  those  of  the  cam¬ 
paign  week;  and  7.  In  a  majority 
of  the  relatively  few  unsuccess¬ 
ful  campaigns,  it  was  clearly 
apparent  that  lack  of  support  by 
dealers  was  the  major  factor.” 


long  period  of  easy  prosperity 
— that  the  customer  does  not 
buy;  he  must  be  sold.” 


In  Struck  Shop 


3rd  Color  Try 
‘Best  of  Lot’ 


Toronto 

A  fight  between  two  printing 


unions  to  represent  the  Hamil¬ 
ton  Spectator's  composing  room 
employees  approached  a  climax 
before  the  Ontario  Labor  Rela¬ 
tions  Board  this  week. 

The  International  Printing 


Registrations  Up 


Plentiful  Evidence 


The  Bureau  states  that  its 
study  of  the  facts,  which  include 
— in  addition  to  the  Chamber 
of  Commerce  statements — pub¬ 
lished  reports  in  newspapers; 
direct  statements  from  news¬ 
paper  executives;  and  R.  L.  Polk 
&  Co.  registration  figures,  af¬ 
fords  “plentiful  and  unmistak¬ 
able  evidence  that  the  campaigns 
produced  these  results: 

“1.  In  the  vast  majority  of 
markets  auto  sales — new  and 
used —  increased  substantially; 
2.  In  many  markets,  retail  sales 
in  general  improved;  3.  By  and 
large,  consumer  acceptance  of 
the  campaign  was  good  and  the 
attitude  toward  the  ‘recession’ 
improved;  4.  Showroom  traffic 
increased  greatly;  5.  Sales  per¬ 
sonnel  were  convinced  that  much 
new  business  is  available  for 
those  who  make  the  effort  to 
sell  rather  than  wait  for  the 
consumer  to  buy;  this  large- 
scale  return  to  selling  was 
widely  regarded  as  one  of  the 
major  benefits  of  the  promo¬ 
tion;  6.  In  many  communities 
there  was  a  ‘carry-over’  effect. 
Not  everyone  attracted  to  the 
showrooms  was  a  campaign- 
week  customer,  but  many  be- 


The  Polk  statistics,  while  not 
reporting  on  the  “You  Auto 
Buy”  weeks  specifically,  show 
that  automobile  registrations  in 
April  and  May,  when  most  of 
the  campaign  events  took  place, 
were  up  26.3%  over  February- 
March  registrations  in  a  sample 
of  “Auto  Buy”  cities.  A  similar 
comparison  for  the  U.S.  as  a 
whole,  however,  shows  registra¬ 
tions  up  only  13.6%.  The  Bureau 
points  out  also  that  the  “Total- 
United  States”  figures  include 
the  “You  Auto  Buy”  markets, 
and  that  “if  these  markets  were 
omitted  from  the  calculation,  the 
gain  for  the  rest  of  the  country 
would  be  lower  than  the  13.6% 
shown.” 

One  of  the  most  impressive 
sections  in  the  Bureau’s  hand¬ 
somely  printed  brochure  is  a 
four-page  double  “gatefold”  dis¬ 
playing  the  lavish  support  given 
by  the  newspapers  to  the  “You 
Auto  Buy”  drives.  While  no 
direct  cause-and-effect  report  on 
this  score  is  offered,  the  im¬ 
plication  is  clear  that  without 
the  mountains  of  editorial  and 
advertising  material  published 
in  the  newspapers,  the  results  of 
the  project  would  have  been  con¬ 
siderably  less  spectacular. 


Fayetteville  N.C.  oeiore  tne  unxario  jjaoor  Keia- 
.  ,  ,  .  ^  I’-,-'  tions  Board  this  week. 

A  three-color  picture  utilizing  International  Printing 

plastic  engravings  made  on  its  pressmen’s  Union  is  trying  to 
Fairchild  Scan- A-Sizer  was  run  certification  as  bar- 

recently  by  the  Fayetteville  Oh- 

server.  tional  Typographical  Union,  on 

“This  was  our  third  effort  in  Spectator  for  12 


locally  produced  three-color  art,”  ,^e_„ 
said  Editor  Robert  L.  Gray,  “and  ^ 


la  r^Qiror  ivooei^  1..  vrrayj  anu  Both  unions  are  affiliated  with 
it  was  the  best  of  the  lot.  Canadian  Labor  Congress. 

The  picture  shewed  a  platinum  pressmen’s  union  claims 


blonde  in  a  red  dr^s  holding  a  g  ^^embers  in  53  Canadian 
sheath  of  yellow  tobacco  with  a  j^U  claims  6,786 

blue  sky  as  a  background.  members  in  52  Canadian  locals. 

The  picture  was  taken  on  Counsel  Willard  Z.  Estey 

Kodacolor  film  and  the  separa-  told  the  board  the  pressmen’s  ap- 
tion  prints  were  made  through  li^ation  for  certification  should 
filters  by  Dick  Johnson  dismissed  because  the  ITU 

Engravings  were  made  at  dif-  j^keting  the  Spectator 

ferent  angles  to  avoid  the  pat-  attempts  to  or- 

,  ,  ganize  composing  room  em- 

Editor  Gray  commented: 

n1n\7ooe  tllftap 


"  ‘  ,r“  ^  .  j  ganize  composing  room  em- 

Editor  Gray  commented:  ^  replaced  those 

“We  made  these  engravings  before  the  strike. 


6o-line,  instead  of  85-lme  as  ^ 

previously.  There  tends  to  be  a  certification  vote  with  the 

“ght  variance  beU“en  the  itu  on  the  ballot,  he  said, 
length  and  breadth  of  engi^a“  Le^j  the 

mgs  made  on  our  Fairchild.  The  has 


ITU  on  the  ballot,  he  said. 

David  Lewis,  counsel  for  the 
pressmen,  argued  the  strike  has 


more  lines  in  an  engraving  the  ^^t  and  hence  opened 


greater  the  opportunity  for  var-  to 


iations  The  teyo  pictures  we  ^ppjy  certification. 


made  from  85-l.ne  engravings  j  representing  the 

were  somewhat  out  of  regmter.  Spectator,  said  the  board  should 
The  latest  one,  from  65-line  hhe  workers  who  went 

plates,  registered  much  more  strike  12  years  ago  have 

11  cc  1-  ceased  to  be  employees.  He 

Additionally  the  65-line  ^^,+ification 


now  ceased  to  be  employees.  He 
suggested  a  new  cei-tification 


screen  gave  clearer  highlights,  ^le  ordered. 


Newspaper  Support 


Newspapers’  participation 
took  many  directions,  the  story 
show's:  they  ran  numerous  news 
stories,  editorials  and  “house” 
ads  before,  during  and  after  the 
campaign;  they  helped  organize 
the  events  in  their  cities;  they 
promoted  many  unusual  events 
and  devices  to  help  keep  public 
interest  at  a  high  level. 

The  Bureau,  in  releasing  the 
book,  emphasized  that  the 
“greatest  benefit”  resulting  from 
the  “You  Auto  Buy”  campaign 
was  its  demonstration  that  sell¬ 
ing  and  advertising  are  the 
“most  vital”  areas  of  the  Ameri¬ 
can  economy.  On  the  concluding 
page  of  the  study,  the  Bureau 
states: 

“The  event  proved  conclu¬ 
sively  that  old-fashioned  selling, 
backed  by  strong  advertising 


because  it  put  fewer  dots  in  ^he  Spectator  was  included 
same.  In  a  picture  printed  fram  ^  the  Southam 

“ree  halftones  you  are  going  Company  Limited  in  1946.  The 
to  get  three  times  as  many  dots  strike  involved  recognition  of 
in  your  highlights  in  color  than  ^nd  regulations, 

you  do  in  black  and  white,  and 
this  tended  to  make  muddy  high¬ 
lights  in  our  first  two  efforts.  Battle  Creek  Daily 
In  our  latest  picture  we  deliber-  Uses  Plastic  Plates 
ately  tried  to  avoid  large  white 

areas  and  to  fill  it  up  with  as  Battle  Creek,  Mich, 

much  color  as  possible.”  Full  color  used  in  a  1350-line 


Battle  Creek  Daily 
Uses  Plastic  Plates 

Battle  Creek,  Mich. 
Full  color  used  in  a  1350-line 


Plastics,  Mr.  Gray  said,  were  ad  for  Esther  Williams  swim- 
placed  directly  on  the  press  ming  pools  in  the  Enquirer  and 


News  of  Aug.  26  was  produced 


He  estimated  cost  of  the  oper-  by  the  newspaper  through  a 
ation  at  about  $35.  “new  low  co^  color  method, 

•  according  to  R.  H.  Newcomer, 

ilber,  Y  &  R  “"xh^tfo/'p^or  of  .  - 

Baltimore  pool  was  taken  by  the  daily  s 
J.  H.  Filbert,  Inc.,  makers  of  chief  photographer  and  separa- 


Filbert  to  Y  &  R 


Mrs.  Filbert’s  margarine  and  tion  prints  were  made  using  a 
mayonnaise,  has  announced  the  new  experimental  Kodak  paper, 
appointment  of  Young  &  Rubi-  Plastic  color  plates  for  the 


cam,  Inc.,  New  York  City,  as  its  press  were  made  on  Fairchild 


advertising  agency. 


Scan-A-Graver  equipment. 
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THEY 

NEVER  STOP 
LEARNING 
IN  NEW  ENGLAND 


Sell  New  England  with  Newspapers 

editor  &  PUBLISHER  for  September  20,  1958 


Every  week  some  100,000  Yankee  workers 
carry  home  pamphlets  to  inform  themselves  on 
every  conceivable  subject  from  home  TV  re¬ 
pair  to  guiding  their  children  into  college.  The 
pamphlets,  supplied  through  reading-rack  pro¬ 
grams  at  nearly  150  New  England  firms,  are 
just  one  more  indication  of  the  intellectual  curi¬ 
osity  that  is  such  a  basic  part  of  New  England. 


It’s  this  same  urge  for  learning  that  has  made 
New  England  one  of  the  country’s  primary  centers 
of  higher  education,  as  well  as  one  of  its  most 
concentrated  pools  of  skilled  labor.  And  this,  in 
turn,  had  led  a  steady  stream  of  new  industries 
into  the  area  to  broaden  its  economy,  up  employ¬ 
ment  and  personal  income  (it  hit  $5.5-billion 
last  year). 


No  wonder  consumer  spending  is  setting  new 
records  every  year  .  .  .  and  consumer  saving  too, 
for  that  matter.  If  you’re  looking  for  people  with 
money  to  spend  and  a  high  standard  of  living 
to  live  up  to,  then  New  England  is  for  you.  But 
when  you  come  in,  use  the  front  door — sell  New 
England  through  the  New  England  newspapers. 


This  campaign  sponsored  by  these 
newspaper  leaders: 

MAINE — Bangor  Daily  Nwrt  (M). 

VERMONT — Barra  Timas  (E),  Bannington  Banner  (E),  Burling¬ 
ton  Frea  Prass  (M),  Rutlani  HariM  (M). 

MASSACHUSETTS— Boston  Globa  (MAE),  Bostan  Glaba  (S), 
^ockton  Entarprisa  A  Timas  (E),  Fall  Rivar  Haralb  News  (E). 
Fitchburg  Sentinel  (E),  Gardner  News  (E),  Haverhill  Gazette 
(E),  Lawrence  Eagla-tribuna  (MAE),  Lynn  Item  (E),  NarM 
Adams  Transcript  (E),  Pittsfeld  Barkshira  Eagle  (E),  Taunton 
Gazette  (E).  Waltham  Nows  Tribuna  (E). 

NEW  HAMPSHIRE— Concord  Monitor^atriot  (E),  Manchester 
Union  Leader  and  Naw  Haaipshira  Sunday  Nows  (M,  EAS). 
RHODE  ISLAND— West  Warwick  Pawtuxet  Valley  Daily  Timas 
(E),  ProvManca  Bulletin  (E),  Providence  Journal  (M).  Provi- 
danca  Journal  (S),  Woonsocket  Call  (E). 

CONNECTICUT— Ansonia  Sentinel  (E),  Bridgeport  Past  (S). 
Bridgeport  Past-Telegram  (MAE).  Bristol  Prass  (E).  Hartfard 
Coorant  (M),  Hartford  Caurant  (S),  Hartfard  Timm  (E),  Mari- 
dan  Racord-Jeumal  (MAE),  Naw  Britain  Harald  (E),  How  Haven 
Ragistar  (EAS),  Narwich  Bulletin  and  Record  (MAE),  Tarringtan 
Register  (E),  Waterbury  Republican  A  Amarican  (MAE),  Watar- 
bury  Republican  (MAS). 
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Where  There’s  Will 
To  Color  There’s  Way 

By  Louis  Spilman 

President  and  Editor,  Waynesboro  (Va.)  News>Virginiun 


We  used  color  20  years  ago 
when  the  Waynesboro  News- 
Virginian  was  printed  on  an 
eight-page  Duplex  Flatbed 
press,  and  when  our  circulation 
was  2,800.  My  purpose  is  to 
show  that  quality  color  work 
in  a  small  daily  newspaper  is 
not  only  possible,  but  is  fast 
becoming  a  profit-producing  ne¬ 
cessity. 

Today  our  circulation  is  near¬ 
ly  9,500.  We  have  refined  our 
color  production  procedures  ma¬ 
terially.  The  foundation  of  our 
ROP  color  w’ork  is  a  portable 
color  ink  fountain  which  we  in¬ 
vented  and  we  now  use  on  a 
Duplex  Tubular  press,  16-page 
capacity. 

Ckimparatively,  our  operation 
is  small,  but  we  honestly  believe 
there  is  no  finer  bit  of  work 
done  in  color  on  any  press  in 
the  country,  regardless  of  size 
or  amount  of  special  color  equip¬ 
ment.  Every  member  of  our  or¬ 
ganization  is  proud  of  the  work 


(Herewith  is  text  of  Mr.  Spil- 
man's  address  before  the  3rd 
Annual  Newspaper  ROP  Color 
Conference) 


we  do,  with  the  equipment  vve 
have,  and  with  the  results  at¬ 
tained  in  reader  interest  and 
advertising  results. 

As  you  can  imagine,  the  color 
we  did  with  our  Duplex  Flatbed 
was  crude,  at  best.  Our  papers 
came  out  in  quarter-fold.  Prior 
to  the  run  we  moved  a  hand-fed 
job  press  up  close  and  as  the 
papers  came  off  the  flatbed,  we 
hand-fed  them  through  the  job 
press  wheie  the  color  was  added. 
Naturally,  we  could  have  only 
front  page  color  and  our  regis¬ 
ter  was  not  always  tops. 

We  didn’t  do  this  but  once 
annually  —  at  Chri.stmas  —  and 
we  never  used  but  one  color. 

Anticipated  Possibilities 
Late  in  1952  we  bought  and 


important  men 


with  important 
space  programs 


published  at: 

NEW  YORK,  44  Broul  SL  init  WASHINGTON.  D.C.,I01S  Util  St,  N.W.  •  CHICAtO.  711  W.  MiHroi  St 
BAILAS,  911  font  St  •  SAN  FRANCISCO.  1S40  Miiliet  St 


installed  our  present  16-page 
Duplex  Tubular  from  the  Bi- 
loxi-Gulfport  Herald  in  Missis¬ 
sippi.  Almost  immediately,  we 
recognized  the  need  for  color 
with  our  new  setup  —  and  we 
anticipated  the  new  possibilities 
this  press  offered  over  our  old 
system  of  color. 

Sensing  this  need,  our  press¬ 
man  experimented  with  a  port¬ 
able  fountain.  He  was  encour¬ 
aged  and  assisted  in  every  way. 
His  first  portable  color  foimtain 
was  made  of  an  old  wooden  box, 
a  washing  machine  roller,  a  saw 
blade  and  some  other  odds  and 
ends.  It  replaced  a  drip  fountain 
we  had  used  when  the  press  was 
first  installed. 

We  secured  engineering  as¬ 
sistance  and  by  actual  trial  and 
error  we  developed  what  we  call 
the  ELLEE  Portable  Ink  Foun¬ 
tain.  On  Feb.  18,  1958  we  were 
issued  a  patent  (No.  2,823,607) 
on  this  fountain.  Without  any 
sales  effort  (we  are  newspaper 
publishers  not  manufacturers) 
these  fountains  are  now  in  use 
at  four  other  Virginia  dailies 
and  in  Alabama,  Tennessee, 
West  Virginia,  Pennsylvania 
and  Maine. 

And  so  we  launched  our  drive 
in  April  1953  to  use  ROP  color 
and  use  it  profitably.  Our  first 
few  obstacles  were  down.  We 
had  an  inexpensive  color  foun¬ 
tain,  a  willing  press  crew,  and 
an  old  cloth-belt-driven  router 
nearly  50  years  old.  We  are 
still  using  this  router  to  pre¬ 
pare  the  plates  for  the  press 
and  it  costs  us  nothing  more 
than  a  new  belt  every  four  or 
five  months.  Now  routers  are  a 
little  more  expensive  than  belts, 
I  understand. 

Countless  House  Ads 

In  order  to  sell  color  to  our 
merchants,  we  used  countless 
house  ads.  Everytime  we  had 
a  12-page  edition,  we  ran  a 
house  ad  in  color.  We  used  every 
color  we  could  order,  and  even 
mixed  some  special  colors  to 
atti*act  attention  and  show  the 
range  of  colors  available  and 
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the  impact  color  had. 

When  we  run  one  color  with 
black  in  an  ad,  we  are  limitBi 
to  12  pages  during  the  prai 
run.  If  we  run  two  colors  ud 
black  we  can  print  only  eight 
pages  at  a  time  and  when  ttt 
print  a  full  color  job  (using 
the  three  basic  colors,  red,  yd- 
low  and  blue,  along  with  blacki 
we  can  print  only  four  pages  it 
one  time. 

This  we  knew  about  before 
we  went  into  color  work  whole 
hog.  But  we  felt  then,  and  are 
assured  now,  that  we  did  right 
in  starting  to  use  color  in  spite 
of  the  obstacles  that  seemed  to 
lay  in  our  way.  Our  ultimate 
aim  was,  of  course,  to  realize 
a  profit  from  the  use  of  ROP 
color.  This  we  have  done. 

504  Color  Ads 

We  produced  our  first  color 
advertisement  in  the  News-Vir- 
ginian  on  April  24,  1953.  Up  to 
Aug.  1,  1958  we  had  publi^ed 
504  color  advertisements  and  a 
score  or  more  of  editorial  fea¬ 
tures  including  four-color  pre¬ 
sentations  for  the  United  Ciom- 
munity  Fund  each  year,  Thait 
giving  and  Christmas  of  195o. 
1956  and  1957  and  for  Memom! 
Day  and  Easter,  1955,  1956, 19ol 
and  1958. 

During  these  five  years  our 
504  color  ads  brought  an  extra 
income  of  $11,017.77.  We  spen: 
$1,482.24  for  color  ink  ...  a 
special  textured  ink  prepared 
for  use  in  the  ELLEE  fountair. 

.  .  .  and  $103.73  for  low  shrinlt 
age  mats.  Newsprint  waste  was. 
at  first,  a  threatening  proWeir. 
But  we  have  installed  register 
devices  on  our  press  and  news¬ 
print  waste  has  been  reduces 
to  an  insignificant  level.  Our 
same  press  crew  runs  the  color 
without  extra  expense  except 
for  the  cost  of  power  for  an 
extra  pressrun  when  one  is  ne¬ 
cessitated  by  use  of  color. 

Rale  Structure 

Each  newspaper  must  estab 
lish  its  own  rates  for  color,  of 
course.  In  our  own  instance  we 
charge  30%  of  the  regular  rate 
for  one  color;  40%  for  two 
colors;  50%  for  three  colon 
with  a  minimum  charge  of  924 
$36  and  $43. 

We  do  not  have  special  da): 
on  which  we  agree  to  run  color 
Seldom  does  a  color  ad  cause 
us  to  print  two  sections  wher 
two  sections  had  not  ahead} 
been  planned.  On  a  few  occa 
sions  we  have  encouraged  a^ 
advertiser  to  use  color  on  » 
different  day  than  he  origin*^J 
planned,  in  order  to  elimi^ 
a  needless  bottleneck  in  prodot' 
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titm.  Almost  never  have  we  lost 
a  color  job  because  of  this. 

Editorial  Color 

We  have  used  color  primarily, 
of  course,  in  ads,  because  it  is 
there  that  we  get  our  profit. 
But  we  also  use  many  full  color 
editorial  features  to  highlight 
certain  holidays  and  emphasze 
new  fashions.  We  have  also  used 
»lor  in  our  news  columns  too 
—  picture  of  a  big  fire  appeared 
in  red;  a  snowfall  in  April  rated 
an  icy  blue  and  had  everybody 
in  the  area  shuddering  in  the 
folds  of  their  heaviest  sweaters ; 
St  Patrick’s  day  got  a  green 
headline.  Special  tabloid  sup¬ 
plements  seldom  get  by  without 
some  color  and  this  color  has 
greatly  enhanced  our  opportuni¬ 
ty  to  sell  special  supplements. 

One  year  we  did  secure  one 
national  account  for  color  work 
-Ford.  We  ran  about  five  color 
ads  monthly  for  Ford  and  we 
have,  on  rare  occasion,  been  sent 
Esso  and  Phillips  66  ads  in 
color. 

Now,  about  the  cost  to  us 
. . .  how  much,  you  might  ask, 
did  you  invest  in  added  machin¬ 
ery  and  equipment  in  order  to 
be  able  to  offer  full  color  serv¬ 
ice  to  advertisers. 

Costs 

First,  our  portable  fountain. 
It  sells  for  $495.00  F.O.B. 
Waynesboro.  A  bracket  needed 
to  attach  the  fountain  to  the 
press  costs  $38.50. 

Next,  we  have  three  compen¬ 
sators,  which  permit  adjustment 
of  the  web  for  close  up  and  down 
register  during  a  run,  and  we 
liive  one  side  register  device 
which  allows  us  to  correct  our 
register  from  side  to  side. 

Finally,  the  only  other  piece 
of  equipment  we  feel  is  neces- 
ttry  for  our  color  work  is  our 
footer,  which  came  with  the 
press.  Many  shops  have  routers 
jost  for  regular  black  and 
white  work.  It  is  a  necessity  for 
color. 

So,  in  dollars  and  cents,  here’s 

picture  .... 

One  portable 

fountain  . $  495.00 

One  bracket _  38.50 

One  side 

register  .  175.00 

Three  compen¬ 
sators  (Up  and 

down  registers)  420.00 
One  router .  1,500.00  up 

total  . $2,628.50 

We  have  invested  then  in  ad¬ 
ditional  equipment,  about  $2,600, 
Wd  we  do  full  color  work  with 
*  high  degree  of  success. 

When  we  first  began  using 
*lor,  we  used  only  certain  lines 
®f  type  (spot  color)  in  each  ad 
or  color.  As  we  progressed,  we 
trying  art  work  and  solid 
EI>IT0R  ac  PUBLISHER 


backgrounds  and  we  now  will 
try  anything! 

We  have  had  only  one  re¬ 
quest  for  locally  prepared  art 
and  I’d  like  to  tell  you  about  it, 
in  closing. 

Being  small,  we  rely  heavily 
on  our  mat  services  to  provide 
suitable  headings  and  art  .  .  . 
NEA  for  editorial  features  and 
Stamp-Conhaim-Whitehead  for 
advertising.  So  far,  we  have 
been  able  to  handle  all  but  this 
one  request. 

A  local  automobile  dealer  re¬ 
quested  a  big  wreath  for  his 
annual  Christmas  greeting  in 
1954.  We  just  didn’t  have  what 
he  wanted  in  our  mat  service 
and  he  would  accept  no  substi¬ 
tute.  We  told  him  we  could  get 
it  drawn  locally,  but  the  cost  of 
this  local  art  work  and  any  en¬ 
suing  out-of-the-routine  pr^uc- 
tion  costs,  would  have  to  be 
home  by  him.  We  were  happily 


surprised  when  he  agreed  to 
that  plan.  We  had  the  art  work 
done. 

We  showed  the  dealer  the 
drawing  and  he  was  well 
pleased. 

3  Casts,  One  Mat 

We  made  only  one  mat  of  the 
page,  but  after  backing  it  up 
and  toasting,  we  made  three 
casts  from  this  same  mat.  The 
first  cast  was  the  black  plate 
and  the  last  two  were  the  color 
plates  —  one  red  and  one  green. 

We  used  two  of  our  portable 
fountains,  our  side  register  and 
vertical  register  devices  and 
that  was  it.  Of  course,  we  were 
limited  to  eight  pages  on  this 
two-color-plus-black  run,  but  as 
it  turned  out,  we  needed  an 
eight  page  section  to  complete 
our  Christmas  greetings  edition 
in  ’54  anyway. 


The  dealer  was  quite  happy 
and  ordered  the  same  ad  run 
in  the  ’55,  ’56  and  ’57  Christmas 
greetings  editions. 

The  last  time  we  used  this 
ad,  by  the  way,  we  had  a  big 
time.  In  addition  to  running  this 
two  color  ad,  we  ran  a  full  page, 
full  color  editorial  feature  on 
the  front  page.  This,  of  course, 
cut  us  down  to  four  pages  on 
this  one  press  run.  We  used  four 
of  our  portable  fountains  during 
this  run 'and  our  results  were 
excellent. 

It  all  boils  down  to  this.  If 
you  have  a  small  shop  and  want 
to  try  color,  you  can  do  it  in¬ 
expensively  and  with  good  re¬ 
sults — but  more  than  extra 
equipment,  and  more  than  color 
ink,  and  more  than  a  sales  force 
that  can  sell  color,  you  need 
team  work,  desire  and  pride  in 
accomplishment  in  your  produc¬ 
tion  department. 
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Scientists 

{Continued  from  page  14) 


PERENNIAL— TV  program  "Star- 
ring  the  Editors"  has  begun  its 
ninth  year  on  the  screen  in  Boston. 
Erwin  D.  Canhanr,  editor  of  the 
Christian  Science  Monitor,  heads 
the  panel  of  editors  in  a  free¬ 
wheeling  editorial  news  discussion. 
Seen  here  are  William  Mullins, 
Boston  Herald;  Mr.  Canham; 
C.  Edward  Holland,  Boston  Rec¬ 
ord;  and  David  Brickman,  Medford 
Mercury. 


World  Series  I 
Press  Pass 
Deadline  Near 


Milwaukke,  Wis. 
Applications  for  press,  photc 
and  newsreel  coverage  of  tit 
world  series  games  in  Milwiu- 
kee  are  now  being  accepted. 
Chuck  Capaldo,  chairman  of  tke 
Milwaukee  chapter  of  the  Base¬ 
ball  Writers  Association,  an¬ 
nounced. 

Members  of  the  baseball  writ¬ 
ers  association  and  other  quali¬ 
fied  sports  writers  who  plan  to 
cover  the  world  series  in  Mil¬ 
waukee  should  wire  Chuck  Ca¬ 
paldo,  in  care  of  Milwaukee 
County  Stadium  before  Sept  23. 

Applicants  should  specify  if 
a  direct  or  after-game  wire  will 
be  required. 

Photographic  requests  should 
be  wired  to  Donald  Davidson, 
public  relations  director,  Mil¬ 
waukee  Braves,  Milwaukee 
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1  and,  just  as  The  Committee  will  attempt  ^  ^  j  i.  ♦  tn- 

rting  their  first  to  determine  how  and  why  sta-  Approved  press  and 
estaurant,  “Mon-  tions  editorialize  or  why  they  Plications  will  be  acknow  ed^ 
as  paged.  do  not.  An  analysis  of  this  and  by  return  wire,  which  will J- 

lerk  was  on  the  other  material  and  of  FCC  instruction  as  to  when 

found  two  Min-  policy  and  interpretations  will  credentials  can  ke 

his  U.S.  postal  be  submitted  to  the  NAB  Board  P’® 


Stations  Step  Up 
Air  Editorials 


in  that  the  UN,  through  the 
briefings,  brought  the  scientists 
into  contact  with  the  reporters. 

From  that  point,  the  reporters 
went  to  work  with  the  question¬ 
ing.  Wtorking  together  may  have 
hindered  any  single  reporter 
from  scoring  a  beat,  but  it 
helped  all  to  draw  the  fullest 
news  value  from  the  story  and 
obtain  correct  information  on 
highly  technical  matters. 

The  reporters  received  praise 
from  the  scientists  for  the  tech¬ 
nical  backgrounds  they  brought 
to  their  jobs.  Dr.  Homi  Bhabha 
of  India,  vicepresident  of  this 
year’s  conference  and  president 
of  the  1955  meeting,  said,  “The 
reporters  indicated  at  the  brief¬ 
ings  that  they  are  very  knowl¬ 
edgeable  in  the  subject.” 

Clifford  J.  Mosbacher  Jr., 
managing  editor  of  Interscience 
Publishers  of  New  York,  served 
as  technical  consultant  to  Mr. 

Gordon  at  both  conferences.  He 
said,  “The  reporters  this  year 
were  far  better  prepared  to 
cover  the  conference  than  in 
1955.  This  year  they  really  knew 
what  was  going  on.  In  1955, 
we  had  to  explain  everything  to 

didn’t  even  p  .  1-  rank  B.  McKinney  and  Will  sociation  plan  vigorous  nie«- 

know  what  a  neutron  was.  ’  Uowns  in  UU  Fost  McKinney  are  celebrating  the  ures  against  misuse  of  creden- 

Scientists  Like  Press  WASHINGTON  50th  year  of  their  ownership  of  tials  by  both  members  and  not- 

Kenneth  T.  Downs,  a  former  the  Marietta  Daily  Times.  They  members.  Unauthorized  persons 

Mr.  Gordon,  a  former  news-  Associated  Press  and  Interna-  bought  the  paper  from  their  not  only  will  be  reject^,  but 
paper  man  who  has  dealt  almost  tional  News  Service  foreign  cor-  father,  the  late  Ben  J.  McKin-  bonafide  representatives  who 
exclusively  with  politicians  dur-  respondent,  has  been  named  as-  ney,  who  had  developed  the  have  made  false  applications 
ing  his  12  years  as  UN  press  sistant  director  of  the  Office  of  weekly  Times,  founded  in  1864,  will  be  embarrassed  through 
chief,  said  of  the  briefings:  “The  Civil  and  Defense  Mobilization  into  a  daily.  The  Times,  only  protest  to  their  newspaper  mW- 
relations  between  the  scientists  at  Battle  Creek.  Until  recently  survivor  of  half  a  dozen  local  agement.  Press  space  is  precious 
and  the  press  were  excellent,  he  was  assistant  to  the  publisher  newspapers,  has  been  alone  in  and  facilities  must  not  he 
The  scientists  really  enjoyed  of  Life  magazine.  the  field  since  May,  1927.  abused.” 
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spfiiiin  EDITORIAL  WORKSHOP 

By  Roy  H.  Copperud 

Riding  Herd 


Eternal  vigilance  is  the  price,  not  only  of  liberty,  but 
also  of  readable  newswriting.  It  is  surprising,  when 
you  consider  that  newspapers  are  put  out  under  forced 
draft,  how  little  advantage  is  taken  of  the  opportunity 
to  raise  standards  by  critically  reviewing  the  finished 
product. 

Whether  this  is  done  in  any  useful,  effective  way  de¬ 
pends,  of  course,  on  the  competence  and  critical  sense 
of  the  editorial  brass.  If  no  one  among  the  brass  can 
do  the  job,  it  ought  to  be  assig^ied  to  whatever  member 
of  the  staff  is  best  qualified.  On  most  newspapers  there 
are  at  least  one  or  two  staffers  who  know  some  grammar 
and  have  an  enlightened  interest  in  expression. 

The  lack  of  any  systematic  surveillance  does  not  merely 
keep  a  paper  from  maintaining  as  high  a  standard  as 
it  might,  but  in  fact  runs  the  quality  of  writing  and 
editing  into  the  ground.  Close  checking  of  the  content 
of  a  paper,  as  it  appears  on  the  printed  page,  is  essen¬ 
tial  to  keeping  staff  members  on  the  qui  vive,  and  to 
giving  them  a  sense  of  satisfaction  in  their  work,  and 
pride  in  the  paper.  It  is  necessary,  too,  for  the  good 
opinion  of  discerning  readers. 

Where  there  is  no  such  checking,  the  impression  easily 
gains  ground  among  the  staff  that  nobody  cares.  Re¬ 
porters  write  haphazardly,  and  copyreaders  daydream 
while  they  hook  the  paragraphs.  A  number  of  staffeis 
may  notice  some  conspicuous  error  in  the  first  edition, 
but  no  one  bothers  to  do  anything  about  it.  A  new 
reporter  who  approaches  the  copydesk  with  a  suggested 
correction  quickly  desists  after  he  has  been  greeted  a 
time  or  two  with  a  scowl  or  a  snarl. 

The  psychology  of  newspaper  production  may  be  to 
blame  for  the  neglect  of  post-mortems.  The  byword  is 
hurry,  hurry,  and  the  habit  of  rushing  becomes  so  in¬ 
grained  that  it  persists  even  when  there  is  time  to  do 
the  job  right.  The  ignorance  of  some  by  editors  as 
to  what  constitutes  good  expression,  and  the  vain  hope 
of  concealing  such  ignorance,  also  figure  in  this  situa¬ 
tion. 

Perusal  of  carbon  copies  of  stories  as  written  by  re¬ 
porters  has  limited  value,  because  it  affords  no  check 
on  copyreading  and  headline-writing.  Sporadic  criti¬ 
cism,  as  represented  by  explosive  memoranda  to  all  hands 
from  the  managing  editor,  issued  on  days  when  he  has 
had  a  rotten  egg  for  breakfast,  is  all  but  worthless  too. 

The  appearance  of  the  first  edition  offers  a  golden 
opportunity  to  do  a  thorough  cleanup  job.  When  this 
opportunity  is  not  seized,  the  same  off-base  or  wooden 
headlines,  typogn'aphical  and  factual  errors,  and  clumsy 
constructions  go  marching  steadily  through  edition  after 
edition. 

It  is  more  effectual,  however,  to  teach  the  staff  to  side¬ 
step  errors  than  to  let  errors  get  into  any  edition.  This 
kind  of  training  can  easily  be  accomplished  by  means  of 
a  regular  critique.  One  way  of  doing  it  is  to  post,  per¬ 
haps  once  a  week,  a  front  page  that  has  been  gone  over 
meticulously  and  marked  up. 

Another  way  is  to  put  out  a  two-  or  three-page  bulle¬ 
tin  in  which  mischances  are  noted  and  discussed,  and  in 
which  good  work  is  complimented,  too.  A  leading  ex¬ 
ample  of  this  technique  is  Winners  and  Sinners,  the 
work  of  Theodore  M.  Bernstein,  assistant  managing  edi¬ 
tor  of  the  New  York  Times. 

It  is  only  human,  after  all,  to  be  careless  when  care 
is  not  expected  or  required.  The  mere  fact  that  sec¬ 
ond-guessing  is  practiced  thoroughly  and  consistently 
is  bound  to  have  a  remarkable  effect  on  the  quality  of  the 
first-guessing.  It  will,  in  fact,  prevent  a  good  deal  of 
guesswork  entirely. 
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“I’m  glad  you  told  me  that,  George.  I  see 
now  you  really  ^  come  under  the  heading 
of  ‘small  business’.” 


Sometimes  the  well-known  national  brand  name  associ-  ' 
ated  with  a  bottler  in  your  community  causes  people  to  number 
him  among  the  giants  of  our  country’s  business  life.  Actually, 
as  you  and  your  staff  will  find  in  talking  to  local  bottlers,  the 
reverse  is  true.  The  carbonated  beverage  bottlers  in  your  area 
are  independent,  local,  small  hitsinessmen. 

This  is  true  whether  they  operate  under  franchises  from 
famous  national  names,  or  produce  their  own  private  brands. 
Some  idea  of  just  how  small  these  businesses  are  may  be  seen 
in  these  data:  America’s  5200  bottling  plants  average  19  em¬ 
ployees;  in  fact,  92.7%  of  these  plants  employ  fewer  than  50 
people,  and  the  typical  plant  produces  125,000  to  150,000  cases 
of  soft  drinks  annually.  With  very  few  exceptions,  soft  drink 
bottling  plants  are  owned  and  managed  independently  of  the 
national  firms  which  provide  the  proprietary  flavors  used  in  the 
finished  drinks.  Though  local  bottlers  may  have  contracts  with 
...  or  franchises  from  the  national  company,  they  are  not 
branches  or  subsidiaries. 

Just  about  every  cent  of  capital  invested  in  the  bottler’s 
plant,  equipment,  bottles,  containers,  trucks  and  other  assets  is 
local  capital.  Your  progressive  local  bottlers  have  a  vital  interest 
in  the  community’s  economic  life  and  they  pay  all  the  property 
and  business  taxes  other  community  firms  do. 

The  bottlers  in  your  community  will  be  happy  to  talk 
to  your  news  or  business  reporters  about  any  aspect  of  their 
relationship  to  the  local  economy. 


American  Bottlers  of 
Carbonated  Beverages 

Washington  6,  D.  C. 

Whatever  promotes  progress  in  your  community 
. . .  promotes  progress  for  your  community  bottler. 
Whatever  adversely  affects  community  progress... 
adversely  affects  the  bottler  in  your  community. 


85 


Newspaper 
Week  Event 
At  J-School 


Columbia,  Mo. 
Fred  A.  Seaton,  Secretary  of 
the  Interior,  will  officially  in 


Kupcinet  Fined 
In  Driving  Case 

Chicago 

Irv  Kupcinet,  Chicago  Sun- 
Times  columnist,  who  was  fined 
$125  for  drunk  driving  in  Los 
Angeles  recently,  has  instructed 
his  attorneys  to  seek  to  vacate 
the  conviction. 

Mr.  Kupcinet,  who  has  re¬ 
turned  to  Chicago  to  resume  his 


Senate  Candidates 
Debate  for  Editors 


Union  Chief 


augurate  National  Newspaper  gossip  column,  contends  he 
Week  on  the  campus  of  the  Uni-  tried  in  absentia,  and  that 
versity  of  Missouri  here  on  Wed-  attorney  entered  a  plea  of 
nesday,  Oct.  1.  He  will  make  a  in  behalf  of  the  columnist 

major  speech.  paid  the  fine.  Kup  said  he 

is  not  pleading  guilty  to  a  drunk 
The  kickoff  event  is  being  charge 
held  in  Columbia  this  year  to 


commemorate  the  50th  anniver¬ 
sary  of  the  founding  of  the  first 
School  of  Journalism  in  the 
World,  at  the  University  of 


Earlier,  Kup  wrote  the  story 
of  his  arrest  and  that  of  Mrs. 
Gregg  Sherwood  Dodge,  his  com¬ 
panion.  News  of  Kup’s  arrest 
first  appeared  in  the  Sun-Times 


Missouri.  Sponsoring  the  open-  ^  wire  story  and  was  followed 
ing  event  as  well  as  the  week-  with  his  own  version, 
long  observance  is  the  News-  • 

paper  Association  Managers,  ^  i  j 

Inc.,  of  which  William  A.  Bray  Grape  Fete  Welcomed 
of  the  Missouri  Press  Associa-  Lodi,  Calif, 

tion  was  recently  named  presi-  Opening  of  Lodi’s  Grape  Fes- 
dent.  Cooperating  in  this  year’s  tival  and  National  Wine  Show 
observance  is  the  National  was  marked  here  Sept.  12  by  a 


Newspaper  Promotion  Associa¬ 
tion. 


Dedicate  Headstone 


68-page  edition  of  the  Lodi 
News-Seyitinel,  under  10,000  cir¬ 
culation.  Color  covers  on  three 
special  “Building  the  Lodi  of 
Tomorrow”  sections  and  eight 
page  advertisements  in  color 
marked  the  issue. 


Los  Angeles 

The  Southern  California 
United  Press  International  Edi¬ 
tors  (SCUPIE)  will  be  hosts  for 
a  second  old-fashioned,  no-holds- 
barred  debate  between  major 
candidates  for  political  office 
Oct.  4. 

U.  S.  Senate  candidates.  Gov. 
Goodwin  J.  Knight,  Republican, 
and  Congressman  Clair  Engle, 
Democrat,  will  square  off  before 
the  editors  at  their  fall  meeting. 

Last  May  SCUPIE  brought 
together  the  gubernatorial  can¬ 
didates,  William  F.  Knowland 
and  Edmund  G.  (Pat)  Brown  in 
their  only  face-to-face  meeting 
of  the  campaign. 

Credit  for  the  upcoming 
Oceanside  meeting  goes  to  Pub¬ 
lisher  Tom  Braden  of  the  Ocean- 
side  Blade-Tribune. 

James  C.  Anderson,  UPI  Cali¬ 
fornia  political  expert  and  Sac¬ 
ramento  bureau  chief,  will  be 
the  moderator.  Arrangements 
chaiiman  for  the  meeting  is 
Jerry  Brown,  managing  editor 
of  the  Oceanside  Blade-Tribune. 


Urges  Local 
Labor  Papers 


Lewis  B.  Tobin  Dies 


Mr.  Seaton,  newspaper  pub¬ 
lisher  and  government  official, 
will  speak  in  Jesse  Auditorium  ,  .  a  ee 

at  11  a,m.  on  that  date,  at  the  Steak  lor  Stan 
conclusion  of  which  a  guard  of  Erie  Pa. 

honor  will  precede  him  to  the  Kenin  Mead,  son  of  George 
original  headstone  of  Thomas  Mead,  co-publisher  of  the  Erie 
Jefferson  s  grave,  located  on  the  Times,  and  editorial  worker  dur- 
campus  of  the  University  in  a  Summer  on  the 

new  location  in  the  vicinity  of  Times,  entei'tained  his  colleagues 
the  Journalism  School.  The  recently  at  a  “Blast”  steak  party 
headstone  will  be  unveiled  and  ^t  the  Manchester  Beach  home 


Lewis  B.  Tobin,  84,  former 
general  manager  of  the  Lincoln 
(Nebr.)  Star,  died  recently  in 
South  Laguna,  Calif.  He  was 
general  manager  of  the  Star  for 
20  years  during  the  time  H.  E, 
Gooch  was  publisher.  Mr.  Tobin 
left  the  post  in  1930  and  be¬ 
came  publisher  of  the  Omaha 
Bee-News  until  1936. 


to 


dedicated  as  a  monument 
American  Journalism. 

The  ceremony  will  mark  a  ma¬ 
jor  step  in  the  creation  of  the 
permanent  Freedom  of  Informa¬ 
tion  Center,  already  established 
in  temporary  quarters  in  Walter 
Williams  Hall.  The  Jefferson 
Monument  will  be  the  keystone 
around  which  the  permanent 
quarters  are  to  be  erected  at  a 
future  date. 


of  his  parents  before  he  re- 
tamed  to  prep  school. 


AVID  READERS— Citizens  of  Na¬ 
tionalist  China  in  Taiwan  keep 
abreast  the  Quemoy  situation  by 
watching  the  newspapers  posted 
on  public  reading  boards. 


Washingtox 
A1  J.  Hayes,  Machinists  uniw 
president,  has  exhorted  organ¬ 
ized  labor  to  wage  competitive 
war  against  privately-owned 
newspaper  “monopoly”  by  cre¬ 
ating  a  labor-sponsored  press 
dealing  in  local  news  and 
features. 

He  declared  the  labor  paper 
is  the  only  remaining  challenge 
to  the  monopoly  of  the  daily 
commercial  press. 

“This  monopoly  of  news  and 
ideas  does  not  make  for  a 
healthy  democracy.  It  is  a  mon¬ 
opoly  that  labor  must  combat” 
Mr.  Hayes  said  he  found  the 
job  of  setting  up  newspapers 
complicated  by  the  fact  that 
lAM  members  have  learned  to 
look  for  entertainment  in  their 
newspapers,  in  comic  strips  and 
pictures,  and  find  the  sober  and 
serious  labor  paper  unattractive. 

If  union  members  would  not 
support  such  ventures,  he  of¬ 
fered  an  alternative: 

“Perhaps  the  AFL-CIO  will 
have  to  consider  subsidies  to 
permit  the  transition  from  labor 
papers  of  limited  appeal,  to 
labor-sponsored  community 
papers  of  broad  appeal.  But 
somewhere  we  must  find  the 
funds  that  will  permit  the  labor 
press  to  expand  its  staff,  to  en 
large  its  pages  and  pictorial 
coverage,  to  develop  comics,  if 
you  please,  and  to  include  all 
the  other  features  that  make  a 
family  eager  for  the  arrival  of 
the  paper  boy.”  _ 


At  an  afternoon  ceremony  a 
number  of  pine  trees — “Trees  of 
the  Free  Press”  will  be  planted 
on  the  campus  adjacent  to  the 
journalism  school.  The  trees  are 
being  provided  by  both  foreign 
and  domestic  suppliers  of  news¬ 
print. 


The  Jefferson  Monument  was 
brought  to  the  University  of 
Missouri,  first  state  university 
and  first  land-grant  college  in 
the  Louisiana  Purchase,  in  1833, 
It  had  previously  marked  Jef¬ 
ferson’s  grave  at  Monticello, 
which  was  replaced  with  a  new 
monument  on  that  date. 


do; 
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Hoe  Show  Opens  Parley 
Auer  Cites  ‘Partnership’ 


An  original,  tabloid-size 
Broadway  musical  based  on  the 
increased  selling  power  that 
ROP  color  has  brought  to  news¬ 
paper  advertising  opened  the 
Third  Annual  Newspaper  ROP 
Color  Conference  at  the  Wal¬ 
dorf-Astoria. 

Starring  Shelley  Berman, 
well-known  television  and  night 
club  comedian,  “Color  Capers” 
was  unveiled  before  more  than 
500  newspaper  and  advertising 
executives  by  R.  Hoe  and  Co., 
Inc.,  one  of  the  nation’s  largest 
manufacturers  of  newspaper 
printing  presses.  The  25-minute 
production  featured  original 
dance  routines  and  lyrics  which 
carried  the  message  that  “Noth¬ 
ing  sells  people  like  color.” 

Like  the  prize-winning  ROP 
Color  Fashion  Show,  which  Hoe 
premiered  on  the  eve  of  last 
year’s  conference,  scenery  for 
“Color  Capers”  was  presented 
in  the  three  standard  process 
colors  of  the  American  News¬ 
paper  Publishers’  Association: 
red,  yellow  and  blue.  The  many 
variations  in  shade  and  color 
produced  on  modem  printing 
presses  were  seen  throughout 
the  performance. 


monthly  report  on  color  linage 
in  the  nation’s  press,  which  all 
of  you  receive,  has  been  help¬ 
ful,  I  trust,  in  illustrating  the 
continued  growth  of  newspaper 
color.  And  this  presentation  to¬ 
night  is  another  tool  to  help  the 
newspaper  industry  merchandise 
its  end-product  to  its  custo¬ 
mers.” 

The  show  opened  on  a  main 
set  with  two  giant  newspaper 
pages  measuring  16  by  12  feet, 
and  featuring  four  ROP  color 
adv’ertisements,  each  for  a  dif¬ 
ferent  product  category. 

e 


Thomson  to  Drop 
Canada  Review 

Toronto 

When  the  Toronto  Globe  & 
Mail,  morning  daily,  begins  its 
weekly  Overseas  Edition  on  Oct. 
8,  it  will  be  the  only  Canadian 
newspaper  published  in  Great 
Britain  and  Europe.  The  Can¬ 
ada  Weekly  Review,  published 
by  the  Thomson  Newspapers,  at 
London,  England,  is  ending  pub¬ 
lication  on  Oct.  4.  The  Overseas 
Edition  of  the  Toronto  Globe  & 
Mail  will  take  over  the  subscrip¬ 
tion  list  of  the  Weekly  Review. 

The  Canada  Weekly  Review 
stated  that  two  Canadian  news¬ 
papers  serving  the  British  and 
European  field  would  handicap 
each  other. 

M.  McIntyre  Hood,  editor  of 
the  Canada  Weekly  Review,  re¬ 
mains  in  London  as  correspond¬ 


ent  for  the  29  Canadian  news¬ 
papers  of  the  Thomson  group. 
John  T.  Thelwell,  general  man¬ 
ager  of  the  paper,  will  return 
to  the  Toronto  headoffice  of  the 
Thomson  Newspapers. 

• 

Bert  Stolpe  Quits 
Promotion  Post 

Des  Moines,  la. 

Bert  Stolpe,  promotion  man¬ 
ager  of  the  Des  Moines  Register 
and  Tribune  since  1945,  has  re¬ 
signed  to  enter  business  for  him¬ 
self. 

He  will  be  succeeded  by  J. 
Robert  Hudson,  the  last  four 
years  circulation  promotion 
manager.  Gerald  O.  Nason  will 
succeed  Mr.  Hudson  as  circula¬ 
tion  promotion  manager. 

Mr.  Hudson  joined  the  Regis¬ 
ter  and  Tribune  circulation  de¬ 
partment  in  1946  as  a  district 
manager. 


‘Partnership’ 


Joseph  L.  Auer,  Hoe’s  presi¬ 
dent,  raised  the  curtain  on  the 
presentation  at  a  reception.  Re¬ 
calling  the  153-year-old  firm’s 
reputation  as  a  pioneer  in  the 
field  of  printing  equipment,  he 
noted  that  Hoe’s  present  posi¬ 
tion  as  a  “partner”  with  news¬ 
papers  in  promoting  ROP  color 
is  one  of  the  company’s  most  im¬ 
portant  contributions  to  the  en¬ 
tire  industry. 

“As  the  firm  which  invented 
the  rotary  press  with  its  far- 
^a^hing  implications  in  modem 
printing,”  Mr.  Auer  said,  “Hoe 
fias  long  directed  its  attention 
to  the  manufacture  of  the  finest 
«<iuipment  possible.  This  will 
always  be  our  most  important 
activity.  However,  we  fell  that 
ffl  addition  to  our  concern  with 
the  production  of  the  news¬ 
paper,  we  also  must  take  an  in¬ 
terest  in  the  merchandising  of 
that  newspaper.  We  must  help 
the  publisher  sell  the  product  he 
produces. 

^  “Toward  this  end,”  he  added, 

we  have  been  promoting  what 
believe  to  be  the  most  effi¬ 
cient  and  effective  sales  tool 
available  to  the  newspaper  ad- 
'^ertiser  today:  ROP  color.  Our 

editor  8c  publisher 


Whether  your  microfilm  file  consists  of  cur¬ 
rent  issues  or  bockfiles,  you’re  in  "Good 
Compony”  at  Micro  Photo.  Because  in  this 
ultra  modern  archival  vault,  your  negatives 
or»  stored  along  with  those  we  ore  preserv¬ 
ing  for  over  600  of  the  nation's  leading 
dailies. 

Both  temperature  and  humidity  ore  rigidly 
controlled,  to  provide  ideal  storage  condi¬ 
tions  for  over  35  million  ft.  of  negative  film 
. . .  while  a  full  time  librarian  insures  maximum 


filing  accuracy  and  the  prompt  handling  of 
your  requests  for  extra  positive  prints  or 
separate  page  blow-ups. 

The  ultimate  in  protection  that  our  carefully 
guarded  storage  area  affords  gives  you 
another  of  the  BIG  reosons  why  we  are  cur¬ 
rently  microfilming  more  newspapers  than  all 
other  commercial  services  combined! 

Just  send  us  a  copy  of  your  own  publication, 
ond  we’ll  prove  the  quality  of  our  work  with 
a  microfilmed  sample.  No  obligation,  of  course. 


MICRO  PHOTO  INC 


1700  Shaw 
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Item  Combined 


(Continued  from  page  15) 


the  whole  transaction  has  been 
Allen  Johnson,  Item  industrial 
editor  who  became  chairman  of 
the  committee  set  up  by  the 
Item  unit  of  the  Newspaper 
Guild  to  find  jobs. 


Experienced  Hands 


Mr.  Johnson  w^as  a  member  of 
the  staff  of  the  St.  Louis  Star 
Times  when  it  was  bought  by 
the  Post  Dispatch  and  saw 
“what  can  happen  when  nobody 
has  done  anything  about  finding 
work.” 

Originally  established  for 
newsroom  employes,  the  commit¬ 
tee  eventually  began  working 
for  everybody  in  the  building. 
By  Sept.  13  some  255  employes, 
out  of  about  425  for  which  it  is 
working,  had  been  placed. 

Bill  Reed,  reporter  and  presi¬ 
dent  of  the  Guild  said  virtually 
everyone  on  the  news  side  has 
found  work. 

Mr.  Johnson  said  the  commit¬ 
tee  has  set  up  an  office  in  the 
Item  press  room  at  City  Hall 
and  is  continuing  to  find  jobs 
for  the  200  or  so  remaining. 


Final  Editorial  Salvo 


During  the  last  two  months 
staffers  greeted  the  realization 
of  the  Item’s  sale  in  a  variety  of 
ways.  It  took  a  day,  maybe  two, 
for  the  shock  to  wear  off. 

Then  the  staff  went  back  to 
work.  Not  as  usual,  of  course. 
But  it  was  far  from  a  sub¬ 
normal  operation. 

The  morale  generally  held  up 
well.  Gradually  as  the  days 
wore,  and  the  pressures  of  job- 
hunting  and  concern  for  the 
future  grew,  they  lost  a  few 
stories,  here  and  there,  to  the 
States.  But  they  kept  on  top  of 
the  big  ones. 

As  one  of  the  executives  of 
the  rival  publishing  concern 
said: 

“I  don’t  know  how  you’ve 
managed  to  keep  up  the  quality. 
But  the  paper  has  looked  as  good 
as  ever  to  us.  You’ve  really  done 
a  hell  of  a  job.” 

There  was  little  resentment 
among  staff  members.  Or  sur¬ 
prisingly  little  anyway.  Man¬ 
agement’s  explanation  of  the 
many  reasons  behind  the  Item’s 
sale  was  generally  accepted  by 
the  staff  as  sound. 

Of  course  there  were  gripes 
and  a  few  isolated  examples  of 
pettiness : 

Someone  sliced  all  the  office 
calendars  off  at  Sept.  15. 

For  a  few  days  a  notice  was 
put  up  on  the  bulletin  board, 
noting  the  dwindling  number  of 
days.  A  big  “59”  went  up  first, 
then  a  “58”.  But  this  died  along 
about  “67.” 


The  final  editorial  page  of  the 
Item  carried  editorials  urging 
the  community  to  “plan  big”  in 
the  building  of  the  new  tide¬ 
water  channel  from  New  Or¬ 
leans  to  the  Gulf;  praising  Ray 
Abbaticchio,  special  agent  in 
charge  of  the  local  FBI  office, 
on  his  retirement;  and  plugging 
Jack  Benny’s  upcoming  appear¬ 
ance  as  soloist  with  the  New 
Orleans  Philharmonic  Society. 
The  page  also  carried  three 
columns  of  mood  pictures  of 
New  Orleans — riverfront  and 
other  scenes — by  a  prize-win¬ 
ning  amateur  photographer. 

Just  two  days  before  the 
windup.  Item  staffers  fired  one 
last  broadside  at  the  opposition. 
At  the  first  annual  awards 
dinner  of  the  New  Orleans  Press 
Club,  they  collected  eight  of  the 
15  first  prizes.  Three  went  to 
the  States,  two  to  the  Times- 
Picajume  and  one  each  to  the 
AP  and  UPI.  Of  the  36  prizes 
awarded  in  all,  19  were  won  by 
Item  staffers.  Judges,  all  out-of- 
towners,  included  Frank  Ahl- 
gren,  editor,  Memphis  Commer¬ 
cial  Appeal;  George  Beebe,  man¬ 
aging  editor,  Miami  Herald; 
Norman  Isaacs,  managing  edi¬ 
tor,  Louisville  Times,  and  Phyl¬ 
lis  Battelle,  King  Features 
columnist. 


Only  one  man  left  the  news¬ 
room  before  the  Item  died.  He 
didn’t  do  so  in  a  moment  of 
panic.  But  he  just  heard  about  a 
job  offer  that  looked  good — so 
he  took  it. 


At  Top  Salaries 


A  reporter  visited  Mr.  Stern’s 
office  after  announcement  of  the 
sale,  and  the  publisher  said: 

“When  I  took  over  the  Item  in 
1949,  I  had  only  one  desire.  To 
be  a  good  newspaperman,  neve 
to  speculate  it  and  to  spend  the 
rest  of  my  life  in  New  Orleam, 
Unfortunately,  astronomicil 
operating  costs,  compounded  by 
the  recession,  have  made  it  im¬ 
possible  to  do  so.  It  is  with  the 
most  profound  feeling  of  r^ret 
that  I  have  negotiated  its  sale. 
We  had  no  choice.” 

Despite  its  many  econmnic 
problems,  the  Item,  as  of  the 
ABC  report  for  the  12  months 
ended  last  Dec.  31,  still  held  the 
largest  afternoon  circulation  in 
Louisiana. 


Stem's  Statement 


Mr.  Stem  made  the  following 
Laurraine  Goreau,  woman's  page  statement  in  the  final  edition  of 


editor  of  the  New  Orleans  Item,  Item: 


manages  a  smile  over  a  bon  mot 
in  her  column.  She's  now  writing 
for  the  New  Orleans  States-ltem. 


“On  Monday,  the  New  Or¬ 
leans  Item  will  ^  combined  with 
the  New  Orleans  States. 

“Joined,  these  two  great  nevra- 
papers  will  be  able  to  give  to 
this  area  the  most  complete 


life  of  the  Item.  this  area  the  most  complete 

“We  still  provided  the  reader  afternoon  publication  in  its  his- 
with  a  solid  nickel’s  worth  tory. 

during  the  final  two  months,”  “The  New  Orleans  States- 
said  City  Editor  Jerry  Cohen.  Item  will  be  owned  and  pub- 
“1  recall  one  day  pointing  out  lished  by  the  Times-Picajrane 
that  we  had  beaten  the  States  Publishing  Co.,  which  also  pub- 
on  four  page  one  stories.  lishes  the  morning  Times-Picay- 

“And  I  might  add  that  even  in  une  and  the  Sunday  Times- 
the  very  last  days  we  came  up  Picayune, 
with  the  type  of  project  for  “The  new  combined  afternoon 
which  the  Item  has  been  noted:  newspaper  will  be  in  a  strong 
a  solid  series — this  one  by  Mary  position  to  render  public  service. 
Crossley,  on  the  problems  of  But  I  must  confess  that  I  am 
widowhood.  The  last  piece,  a  sorry  to  see  newspaper  competi- 
five-installment  project,  wound  tion  come  to  an  end  in  this  great 
up  two  days  before  the  Item  and  growing  metropolis, 
expired.”  «Xo  the  credit  of  the  Times- 


In  most  instances,  Itemites 
found  they  were  wanted  by  top 
papers  and  with  salaries  which 
would  not  hurt  them  financially. 

The  two  long  months  of 
malignancy,  in  this  respect,  was 
healthy.  Staffers  had  grace  in 
which  to  look  around  and  not 
grab  at  the  first  job  that  came 
along. 

And  then  there  were  the 
jokes.  The  inevitable  jokes  that 
go  with  all  tragedies.  Most  were 
very  funny,  few  malicious. 

Some  of  the  staffers  held  high 
hopes  of  being  picked  up  by  the 
States  or  the  Times-Picayune. 
In  many  cases,  their  confidence 
was  rewarded.  In  a  few  in¬ 
stances,  it  was  not. 

But  even  the  ones  who  wanted 
to  remain  in  New  Orleans  and 
did  not  hook  on  with  the  States 
— found  jobs  in  their  hometown. 

And,  as  decency  would  have  it, 
most  of  these  job  offers  came 
from  the  very  men  who  had  been 
their  news  sources  during  the 


“To  the  credit  of  the  Times- 
Picayune  Publishing  Co.  it  pur¬ 
chased  the  Item,  which  was  in 


Parly  for  a  Veteran  chased  the  Item,  which  was  in 

The  “day  of  celebration”  came  ff  circumstances,  only  ajto 

with  a  party  for  Benjamin  "LS 

Franklyn  Hay,  “the  dean  of  ^ere  were  no  other  prospeebre 

New  Orleans  police  reporters.” 

Ar,.!  “My  associates  and  I  came  to 

And  the  very  guy  he  fought  vr„...  in  toms 


were  guys  Hay  had  “conned”  newspaper. 


thrfiercest  arranged  the  party  ^ew  Orleans  going  on  10  years 
Tjfa?!  qSJ;  ago.  We  came  with  the  firm  in- 

Thats  Jack  Dempsey,  States  .  ^  fViA  Vew 


inaT^s  dacK  i/empsey,  owix«s  . 

oolice  renorter  The  men  who  Mention  of  building  the  New 
w  r  1,  •!  "  Orleans  Item  into  a  stronger, 

pitched  in  to  make  it  a  success  v"  VT 


and  cursed  and  outsmarted  for  _  “We  came  with  the  full  inten- 
more  than  his  share  of  scoops —  ^ton  of  remaining  here  perman 
members  of  the  New  Orleans  ently. 

police  department,  and  ex-mem-  “But  in  the  past  few  years,  it 
bers  (some  of  whom  had  lost  became  increasingly  clear  to  us 
their  jobs  because  of  Hay’s  that  we  were  facing  a  slow  but 
smart  newspapering)  and  poll-  sure  economic  strangulation.  As 


ticians  and  ex-politicos.  time  went  on,  we  knew  that  we 

Publisher  Stern,  who  is  would  be  less  and  less  able ^ 
moving  into  a  newly  acquired  produce  a  complete  and  vi 
home  in  Princeton,  N.  J.,  said  newspaper.  We  would  be 
he  expects  to  continue  in  the  l®ss  able  to  fulfill  our  o 
newspaper  business.  He  is  S^tion  to  the  community, 

former  publisher  of  the  Camden  “A  newspaper  is  more  than  * 
Courier-Post  and  general  mana-  business.  In  many  ways,  it  b 
ger  of  the  late  Philadelphia  like  an  individual.  It  has 
Record,  which  his  father,  J.  sonality,  integrity,  force,  i® 
David  Stem,  published.  own  special  qualities.  It  is  * 
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sonality,  integrity,  force, 
own  special  qualities.  It  is  * 
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living,  breathing  organism. 

“And  most  certainly  it  has, 
by  its  very  nature,  a  quasi¬ 
public  function  and  obligation. 

The  Major  Factors 

“For  these  reasons,  I  believe 
the  community  has  the  right  to 
know  the  major  factors  which, 
in  my  opinion,  made  it  impos¬ 
sible  for  us  to  carry  on  the 
battle. 

“There  were  four  such  fac¬ 
tors. 

“First:  rising  costs. 

“Back  in  1949,  when  present 
management  took  over  The  Item, 
it  was  costing  approximately 
}50,000  a  week  to  publish  this 
newspaper.  This  cost,  in  1958, 
rose  to  almost  $100,000  a  week. 

“Newsprint,  which  then  cost 
(104  a  ton,  has  risen  to  $134. 
And  The  Item  uses  more  than 
9,000  tons  a  year.  Other  costs — 
wages,  services  and  the  like — 
have  risen  as  much  or  more. 

“Second:  the  unions. 

“Management  of  the  Item  has 
never  been  against  responsible 
organized  labor. 

“And  we  understand  that  bar- 


LAST  HUDDLE  for  the  final  edition  of  the  New  Orleans  Item  includes 
Managing  Editor  Henri  Wolbrette,  Editor  George  Chaplin  end  City 
Editor  Jerry  Cohen.  Mr.  Wolbrette  will  be  public  relations  director  for 
the  Port  of  New  Orleans;  Mr.  Cohen  has  gone  to  the  Chicago  Sun-Times 
on  rewrite;  Mr.  Chaplin  is  taking  a  vacation  in  the  West. 


gaining  representatives  of  court  in  the  land, 
unions  have  a  duty  to  seek  in-  “The  court  ruled,  5  to  4,  that 
creased  benefits  for  their  mem-  the  advertising  requirements 
berships.  under  complaint  were,  in  fact, 

“At  the  same  time,  it  is  a  fact  completely  proper  and  legal  in 
that  the  cumulative  effect  of  the  the  New  Orleans  circumstances, 
demands  of  the  nine  unions  at  “Let  me  state  here  and  now 
the  Item  contributed  to  the  that  had  I  been  in  the  Times- 
economic  problem  faced  by  this  Picayune  Publishing  Co.’s  posi- 
newspaper.  tion,  I  would  have  conducted 

“Third:  the  merchants.  my  self  exactly  as  they  did. 

“A  great  many  of  the  mer-  “I  personally  happen  to  dis- 
Aants  of  New  Orleans  have  be-  agree  with  the  Supreme  Court’s 
litved  in  the  Item  and  its  pur-  decision,  in  terms  of  American 
pose.  They  have  recognized  this  journalism.  But  there  is  no 
newspaper’s  importance  to  the  question  that  the  Times-Picay- 
nomunity  and  to  themselves,  une  Co.  conducted  itself  in  a 
“They  have  supported  the  completely  proper  manner. 

Item  on  a  mutually  beneficial 

bssis,  placing  advertisements  Respects  to  Times 

^  produced  sales  “jyfy  close  associates  and  I 

“D  sorry  to  leave  New  Orleans. 

**  P  .  ®  several  years,  received  us  warmlv  and 


“My  close  associates  and  I 
are  sorry  to  leave  New  Orleans. 
“It  received  us  warmly  and 


larger  merchants,  treated  us  fairly. 

department  “We  are  indeed  fortunate  in 
^  have  not  felt  that  their  being  able  to  turn  over  our 
competitive  journalism  share  of  the  journalistic  future 
^  warrant  fair  of  this  community  to  as  fine  a 


“PPort  of  the  Item. 


“I  4.  il'  -  newspaper  organization  as  the 

t  Times-Picay\me  Publishing  Co. 

jj,  ft  *  mn,  but  as  a  simple  fact  “And  I  would  like  to  say  per- 
as  it  newspaper  sonally  that  in  my  30  years  as 

'wig  histe^^  ^  phase  of  its  a  newspaperman  I  have  never 

met  an  abler  publisher — or  a 

Court  Decision  on  Ad  Rate  on^than 

Jack  Tims.  This  community  is 
S  fourth  factor:  the  U.  S.  fortunate  to  have  a  man  of  his 
Preme  Court  decision  on  unit  ability  and  integrrity  heading  its 
advertising.  publishing  enterprise. 

Den  rt^^  years  ago  the  Justice  “To  the  many  businesses  of 
Partment  brought  suit  this  great  community  who  have 
^inst  the  Times- Picayune  supported  us,  our  sincere 
liming  Co.,  contending  that  thanks, 
by  ^ws  were  violated  “To  those  readers  whose 

^  of  the  company’s  ad-  loyalty  has  given  us  strength 
‘Tt**”*'  and  courage  during  these  past 

it  a  bitter  dispute  and  years,  our  heartfelt  apprecia- 

*8  carried  to  the  highest  tion. 
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“To  Irvin  Omer,  my  general 
manager;  to  George  Chaplin, 
my  editor  —  outstanding  and 
civic-minded  executives — and  to 
the  more  than  400  other  men 
and  women  who  have  given  so 
much  of  themselves  to  the  Item, 
I  give  this  message: 

“  ‘You  are  the  finest  group  of 
newspaper  people  with  whom  I 
have  ever  worked.  If  fate  is 
good,  I  only  hope  I  may  be 
granted  the  privilege  of  joining 
you  on  some  other  journalistic 
battlefield  to  carry  on  the  good 
fight.’  ’’ 

Its  First  Crusade 

And  thus  has  passed  a  news¬ 
paper  that  provided  a  livelihood 
for  such  literary  figures  as  La- 
facadio  Hearn,  that  once  served 
as  an  instrument  for  one  of  the 
lustiest,  most  notorious  figures 
ever  produced  by  New  Orleans, 
and  that  finally  became  the 
product  of  such  noted  journalis¬ 
tic  leaders  as  Marshall  Ballard. 

The  Item  grew  out  of  a  con¬ 
versation,  reputedly  in  a  bar¬ 
room,  between  some  jobless 
printers,  who,  on  credit  and 
what  equipment  they  could  bor¬ 
row,  established  the  Daily  City 
Item  on  the  ground  fioor  at  211 
Natchez  at  2:15  p.m.  June  11, 
1877. 

They  set  up  a  cooperative  and 
Mark  F.  Bigney  and  Edwin  L. 
Jewell  became  the  editors,  C.  W. 
Clark  the  business  manager  and 
James  Beggs  the  composing 
room  foreman. 

They  relied  on  local  items 
(thus  the  name)  and  their  ef¬ 
forts  were  termed  “live  and 
racey’’  and  “neatly  printed.’’ 


Their  first  week’s  profits  came 
to  $2.65  each. 

Their  first  crusades  came  in 
opposition  to  the  state  honoring 
debts  incurred  during  Louisi¬ 
ana’s  “occupation  by  the  carpet 
baggers,’’  and  in  support  of  a 
constitutional  convention  to  pro¬ 
vide  the  state  an  organic  law. 

It  was  during  this  era  that 
Hearn  joined  the  paper.  Maj. 
William  \y.  Robinson,  formerly 
editor  of  the  defunct  Republi¬ 
can,  introduced  him  to  Bigney 
and  Bigney  hired  him  for  $10  a 
week. 

On  Borrowed  Funds 

Described  as  a  “bundle  of 
sharp  bones  with  a  skin  like 
saddle  colored  parchment,” 
Hearn  was  taken  on  primarily 
because  he  could  read  French 
and  so  could  digest  the  rural 
papers  from  Lousiana  parishes, 
something  nobody  else  on  the 
staff  could  do;  and  he  remained 
with  his  “erratic  genius”  and 
his  “frog  eyes  up  in  the  clouds,” 
to  not  only  digest  the  French 
journals,  but  to  write  editorials, 
handle  foreign  news  and  do 
some  newsgathering. 

He  became,  too,  the  Item’s 
first  cartoon!^  and  contributed 
a  daily  drawing  either  topical 
or  to  illustrate  his  own  writing. 
He  did  this,  the  paper  once  said, 
“to  bolster  the  shaky  fortunes  of 
the  infant  City  Item,  lest  he  find 
himself  once  more  out  of  a  job.” 

The  men  in  the  cooperative 
borrowed  heavily  and  they  bor¬ 
rowed  most  from  Col.  John 
Fairfax,  a  wealthy  New  Orleans 
broker  and  in  1885  he  took  over 
the  property  in  lieu  of  the 
money  owed  him. 

Big  Story 

He  operated  the  paper  some 
12  years,  made  Joseph  McGinty 
city  editor,  hired  the  first  sob 
sister,  instolled  the  first  type¬ 
writers  and  telephones  (experi¬ 
enced  “difficulty”  in  getting  the 
staff  to  use  them)  and  saw 
break  one  of  the  biggest  stories 
ever  to  occur  in  New  Orleans. 

The  story  had  some  bearing 
on  the  Item’s  history  because  it 
brought  its  future  publisher’s 
name  to  public  view. 

The  city’s  police  chief,  Capt. 
Dave  Hennessy,  was  shot  to 
death  in  the  street,  a  victim  of 
a  mafia  feud  and  subsequently 
an  er.raged  mob  broke  into  the 
prison,  seized  men  being  held  for 
the  murder  and  hanged  them. 

Another  man  sought  by  the 
mob,  but  not  found,  was  a  priv¬ 
ate  detective,  Dominick  O’Mall¬ 
ey,  a  heavily  mustached,  barrel 
bodied  man  with  something  of 
the  appearance  of  Teddy  Roose¬ 
velt. 

(Continued  on  page  90) 
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(Continued  from  page  89) 

It  was  thought  he  had  sub¬ 
orned  the  jury  that  had  acquited 
the  defendants.  The  mob  leaders 
was  quoted  by  the  papers  of  the 
day:  “The  jurors  were  bribed 
and  bribed  by  whom?  By  that 
scoundrel,  D.  C.  O’Malley,  than 
whom  a  more  infamous  monster 
never  lived.” 

Nevertheless,  weeks  later 
O’Malley  turned  up  in  New 
Orleans,  walked  through  the 
haunts  of  those  who  had 
threatened  him,  stared  them 
down  and  later  acquired  the 
Item  to  “raise  some  hell.” 

Aroused  the  Nation 

And  that  he  did.  He  filled  the 
paper  with  stories  of  “public 
bribeiy  and  dizzy  blondes  in  the 
Democratic  club,”  illu.strated  his 
accounts  with  pictures  of  skunks 
bearing  the  faces  of  his  enemies, 
had  at  least  three  gun  fights  and 
published  a  story  obtained  by 
reporter  Courtland  Young  — 
concerning  the  “hideous”  condi¬ 
tions  in  a  Lepers’  hospital  — 
that  aroused  the  nation. 

In  short,  he  increased  its  cir¬ 
culation  enormously  and  put  the 
Item  on  its  feet. 

In  1902  O’Malley  sold  the 
paper  to  Harry  S.  Thalheimer, 
a  nephew  of  Adolph  Ochs  and 
former  advertising  manager  of 
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the  Philadelphia  North  Ameri¬ 
can. 

However,  two  years  later 
Thalheimer  failed  to  meet  a 
note  on  a  specified  date — illness, 
he  said,  preventing  him — and 
O’Malley  re-assumed  ownership 
of  the  paper. 

Then  in  1906 — conferring  in 
parish  prison,  where  O’Malley 
was  serving  time  on  a  libel  con¬ 
viction  —  James  M.  Thomson, 
formerly  publisher  of  the  Nor¬ 
folk  (Va.)  Dispatch,  discussed 
with  O’Malley  purchase  of  the 
Item  and  a  short  time  later  did 
buy  it. 

The  Ballard  Era 

Thomson  brought  with  him 
Ballard,  who  was  a  classmate  at 
John  Hopkins  University. 

Ballard,  who  wore  steel  rim 
spectacles  and  worked  behind  a 
littered  rolltop  desk,  dominated 
the  Item  for  some  40  years.  He 
began  bombarding  the  political 
machine  in  New  Orleans  when 
he  joined  the  paper  and  con¬ 
tinued  until  it  was  driven  from 
power. 

He  sighted  his  editorial  guns 
on  the  Klu  Klux  Klan  and 
wrote  the  anti-Klan  platform  on 
which  Louisiana’s  one-time  gov¬ 
ernor,  Henry  Fuqua,  was 
elected. 

On  one  occasion,  acting  on  a 
tip,  Ballard  sent  reporters 
scouring  City  Hall  and  they 
found  vote  registration  appli¬ 
cations — 60,000  in  number  and 
missing  in  a  scandal — hidden  in 
a  shut  off  portion  of  the  attic 
and  thereby  scored  one  of  the 
paper’s  greatest  stories. 

In  June  of  1941  the  paper  was 
purchased  by  Ralph  Nicholson, 
then  co-owner  of  a  Florida 
newspaper  and  radio  station, 
and  Ballard  remained  as  editor 
until  1947,  when  he  retired. 
Named  his  successor  was  Clay¬ 
ton  Fritchey,  who  stayed  on 
until  1950. 

Shortly  before  Fritchey’s  de¬ 
parture,  the  paper  was  pur¬ 
chased  by  David  Stem.  He 


Founded  in  1880 

Maj.  Henry  J.  Hearsey, 
Louisianian  who  had  rise 
through  the  ranks  in  the  0*- 
federate  Army,  established  ta 
States  on  Jan.  3,  1880. 

The  first  issue,  four  paps 
turned  out  on  a  tiny  press  bt 
a  blind  operator,  carried  tb 
declaration  by  publisher  Hec' 
sey: 

“This  paper  is  established: 
no  special  interest;  it  is  tit 
organ  of  no  individual,  no  ris:; 
or  clique,  and  of  no  party.  I: 
has  no  cause  to  advance  san 
the  public  good,  and  every  enter 
prise  or  interest  which  we  be 
lieve  will  conduce  to  that  ersi 
will  find  in  the  States  sincct 
and  earnest  support.” 


named  George  Chaplin  editor. 

And  in  the  roughly  nine  years 
Stem  had  it,  the  Item  emsaded 
relentlessly. 

It  campaigned  for  reform  at 
the  state  penitentiary;  Avent  all 
out  to  expose  vote  fraud  in  New 
Orleans;  campaigned  furiously 
against  leading  lottery  figures; 
sought  floridation  of  New  Or¬ 
leans’  water  supply;  fought  po¬ 
lice  graft;  exposed  a  divorce 
racket  in  neighboring  Missis¬ 
sippi;  exposed  poor  conditions 
in  New  Orleans  nursing  homes 
and  fought  many  other  battles 
as  well. 
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Whitney’s  Parade  Deal  Closes  Soon 

Final  consummation  of  Am¬ 
bassador  John  Hay  Whitney’s 
purchase  of  Parade,  the  Sunday 
supplement,  will  take  place 
Thursday,  Sept.  25. 

Then,  a  new  board  of  direc¬ 
tors  will  be  named.  Some  of  the 
present  board  will  be  retained 
and  new  members  will  be  elected 
to  represent  Mr.  Whitney. 

Oh  the  present  board  Marshall 
Field  Jr.,  is  chairman.  Other 
members  are  Carl  Weitzel; 

George  Young;  Arthur  H.  Mot¬ 
ley,  president;  Walter  I.  Ten¬ 
ney,  vicepresident  and  director 
of  publishers  sales;  Theodore 
Stulz,  secretary  and  treasurer; 
and  Edward  H.  Kimball,  vice- 
president  and  advertising 
director.  NEWCOMER  to  the  newspip^ 

It  was  previously  announced  business, 

fj  V  ^  chairman  of  the  executive 

there  would  be  no  changes  in  mittee  of  the  board  of  dir.etofl«( 

the  Parade  executive  organiza-  ihe  New  York  Herald  Tribune. 

tion.  Meanwhile,  prior  to  Am-  has  been  a  partner  in  J- 

bassador  Whitney’s  return  to  Whitney  &  Co.;  graduate  of  p*'*’ 

London,  Sunday,  Sept.  14,  Et)l-  mouth  and  Harvard 

TOR  &  Publisher  was  assured  School;  former  banker;  director 

there  would  be  no  major  changes  Minute  Maid  Corp. 

in  the  New  York  Herald  Trib-  dollar  volume  and  linage, 
une’s  executive  staff  for  some  The  Lincoln  (Neb.)  Star-Jo*'' 
time,  nor  will  any  appointments  nal  becomes  the  62nd  paper  to 
be  made  to  Plymouth  Rock  Pub-  distribute  the  supplement,  st^' 
lications,  the  holding  company,  Oct.  12.  This  will  briJ* 

Mr.  Motley  has  forecast  a  rec-  total  circulation  to  appro*^' 
ord  year  for  Parade  both  in  mately  8,825,000. 
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ANPA  Pushes  Color 
Service  for  Members 


The  American  Newspaper 
Publishers  Association  can  and 
does  help  its  members  with 
their  ROP  color  problems,  Cran¬ 
ston  Williams,  ANPA  general 
Mnager,  explained  in  a  talk 
it  the  third  annual  Newspaper 
BOP  Color  Conference  Tues¬ 
day. 

Mr.  Williams  spoke  as  fol¬ 
lows: 

“After  all  of  the  things  you 
have  heard  I  am  sure  you  will 
agree  that  ROP  color  in  news¬ 
papers  is  here  to  stay  and  we 
have  not  yet  begun  to  scratch 
the  surface  on  the  possibilities. 
This  is  not  the  time  nor  the 
place  to  talk  about  circulations 
and  the  effectiveness  of  the 
newspaper  as  a  medium.  Suffice 
it  to  say  that  the  newspaper 
has  faced  every  form  of  compe¬ 
tition  and  we  are  here  to  stay, 
always  seeking  methods  to  im¬ 
prove  the  product  and  better 
serve  the  public  which  buys 
newspapers  and  advertisers  who 
use  newspapers  to  sell  goods 
and  services. 


paper  color  came  together 
sometime  back  to  represent  the 
ANPA  on  a  joint  committee 
with  representatives  of  the 
American  Association  of  Ad¬ 
vertising  Agencies  to  study  the 
problems  of  ROP  color  and  to 
make  recommendations  as  to 
the  best  methods  for  solution 
of  these  problems.  Through  the 
continuing  efforts  of  this  group 
Joint  Committee  Reports  Nos. 
6,  7,  8,  and  9  have  been  pub¬ 
lished  and  distributed  to  the 
agencies  and  the  daily  news¬ 
papers.  They  cover  every  phase 
of  ROP  color  such  as  the  prep¬ 
aration  of  copy,  the  prepara¬ 
tion  of  art,  photography,  en¬ 
graving,  duplicating  materials, 
inks  and  the  procedures  for 
handling  color  work  in  a  news¬ 
paper  plant  as  well  as  in  the 
advertising  agency.  These  joint 
reports  set  down  basic  and  fun¬ 
damental  ground  rules  that 
ought  to  be  observed  if  color 
advertising  is  to  achieve  a  high 
degree  of  quality  and  a  high 
level  of  uniformity. 


“I  have  been  given  a  few 
minutes  to  tell  you  what  the 
ANPA  can  do  to  help  ROP 
color.  The  ANPA  is  a  trade  as¬ 
sociation  of  daily  newspapers 
in  the  United  States  and  Can- 
»da  comprising  approximately 
S0%  of  the  circulation.  The 
ANPA  was  created  to  serve  its 
daily  newspaper  members  and 
it  has  no  other  mission.  We 
feel  we  aid  our  member  papers 
when  we  sen-e  those  who  do 
business  with  those  papers  and 
that  is  why  I  am  glad  to  be 
•ble  to  talk  to  those  who  buy 
•dvertising  in  newspapers; 
those  who  sell  the  advertising 
wd  those  who  produce  the 
newspapers. 

Decade  of  Color 


Ink  Standardized 

“Two  years  ago  our  Mechani¬ 
cal  Department  recognized  that 
the  inks  supplied  in  one  part  of 
the  country  are  not  the  same  as 
they  are  in  another  area.  It  was 
observed  that  the  ANPA-AAAA 
recommended  inks  from  one 
manufacturer  were  entirely  dif¬ 
ferent  from  those  supplied  by 
another.  This  was  a  threat  to 
the  quality  and  uniformity  that 
an  advertiser  could  expect  in 
a  campaign  running  on  a  true 
national  basis.  With  the  prob¬ 
lem  recognized  our  task  was  to 
find  a  solution.  We  set  up  an 
ink  testing  service  in  our  Me¬ 
chanical  Department  here  in 


New  York  City  whereby  a 
member  newspaper  could  have 
its  color  inks  checked  for  vis¬ 
cosity,  strength  and  shade.  Af¬ 
ter  the  ink  service  had  been 
operating  for  a  time  our  Board 
of  Directors  decided  that  this 
was  a  service  of  a  laboratory 
nature  and  could  best  be  han¬ 
dled  at  the  laboratory  of  Re¬ 
search  Institute  in  Easton,  Pa., 
a  wholly-owned  ANPA  opera¬ 
tion.  That  service  continues 
now  from  our  Research  Labora¬ 
tory  in  Easton  to  our  member 
papers. 

C.olor  Formula  Service 

“Since  approximately  90%  of 
the  ROP  linage  is  carried  in 
the  form  of  spot  color,  ANPA 
recognized  the  need  for  an  ink 
matching  service  to  establish 
formulas  for  any  spot  colors 
that  are  desired.  Again  our  Me¬ 
chanical  Department  set  up  a 
service  to  our  member  papers 
and  we  now  include  that  service 
to  advertising  agencies  and  ad¬ 
vertisers.  It  is  known  as  our 
spot  color  formula  serv'ice. 
Through  this  operation  it  is  pos¬ 
sible  to  obtain  an  accurate  spe¬ 
cification  for  the  combination 
of  colors  to  achieve  any  desired 
shade  that  an  advertiser  wants. 
If  the  agencies  and  the  adver¬ 
tisers  will  utilize  this  service 
they  can  be  assured  of  obtain¬ 
ing  a  high  level  uniformity  in 
an  entire  campaign.  Up  to  now 
we  have  assembled  and  distrib¬ 
uted  over  800  formulas.  We 
have  taken  the  most  widely 
used  trade  colors  and  published 
them  on  our  trade  color  sheets. 
Nos.  1  and  2  have  been  issued 
and  No.  3  will  be  mailed  to  our 
membership  this  week.  These 
three  trade  color  sheets  give  the 
formulas  for  approximately  120 
of  the  most  widely  used  brand 
name  colors.  We  will  continue 
to  compile  these  formulas  and 
distribute  them  to  our  member 
newspapers  so  they  in  turn  can 
give  the  advertiser  the  exact 
color  that  he  specifies.  If  the 


“As  far  back  as  10  years  ago 
the  ANPA  took  an  active  in¬ 
terest  in  the  field  of  ROP  color. 
We  have  never  changed  our 
course  which  is  straight  ahead 
a  clearing  house  to  supply 
pertinent  information  to 
daily  newspapers.  We  long  ago 
said  that  we  were  glad  to  try 
to  answer  any  problems  pre¬ 
sented  to  us  by  the  advertiser 
or  the  agency  or  our  .«ales  peo¬ 
ple  or  our  production  depart¬ 
ments.  There  is  no  part  of  the 
field  involving  ROP  color  where 
'^e  are  not  glad  to  assist  and 
serve. 

A  group  of  energetic  pio¬ 
neers  in  the  field  of  ROP  news- 


Harbart  M.  Davidson  Jr.,  right,  Daytona  Baach  (Ra.)  Naws-Journal, 
gats  togathar  with  two  gantlaman  from  tha  Elactric  Eya  Equipmant  Co., 
Danvilla,  III.:  Gilbart  R.  Dayton,  laft,  division  salas  managar,  and 
W.  J.  Bishop,  vicaprasidant. 
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ROP  CONFERENCE 
REPORT 


advertising  agencies  will  con¬ 
sult  us  before  releasing  the 
proofs  and  the  insertion  order 
on  a  new  advertising  campaign 
the  ANPA  Mechanical  Depart¬ 
ment  can  supply  the  exact  com¬ 
bination  pt  inks  so  that  they 
can  achieve  the  color  they  de¬ 
sire.  If  the  agency  in  turn  will 
put  this  information  on  the 
proofs  that  go  to  the  newspa¬ 
pers  receiving  the  orders  it  is 
then  a  simple  matter  for  the 
newspaper  to  give  the  agency 
exactly  what  is  requested, 

“Last  June  our  Mechanical 
Conference  in  Atlantic  City 
gave  an  opportunity  for  our 
Mechanical  Committee  to  pre¬ 
sent  the  most  complete  techni¬ 
cal  coverage  of  ROP  color  ever 
put  together.  Two  full  sessions 
were  devoted  to  all  problems 
from  the  creation  of  the  art  to 
the  production  of  the  printed 
newspaper.  All  of  that  informa¬ 
tion  has  been  published  in  our 
Mechanical  Bulletin  going  to 
the  entire  ANPA  membership 
and  we  will  be  glad  to  supply 
any  interested  person  with  a 
copy.  This  bulletin  is  a  ready 
reference  on  the  best  methods 
and  procedures  and  the  best  so¬ 
lutions  to  the  complex  problems 
of  printing  ROP  color. 

Much  Progress 

“Much  progress  has  been 
made  over  the  past  few  years. 
More  progress  can  be  antici¬ 
pated  in  the  years  ahead  if  all 
of  those  assembled  here  —  the 
advertisers,  the  agencies,  the 
suppliers,  the  manufacturers, 
other  associations  and  the  indi¬ 
vidual  newspapers  work  in  full 
cooperation  towards  the  common 
goal  of  the  best  ROP  color  job 
that  can  be  done. 

“I  am  glad  to  emphasize  now 
the  need  for  more  coordination 
among  every  person  and  con¬ 
cern  involved  in  the  production 
of  ROP  color.  It  is  my  personal 
opinion  that  what  we  need  right 
now  is  better  coordination. 
There  is  much  known  now  in 
the  entire  area — the  need  is  to 
make  known  to  everyone  what 
is  already  available. 

“I  am  pleased  to  be  able  to 
announce  that  Research  Insti¬ 
tute  is  extremely  interested  in 
ROP  color  and  they  have  de¬ 
cided  to  use  our  owt>  ANP.A 
Mechanical  Committee  as  their 
advisor  on  what  they  should  do 
to  serve  in  the  important  field 
of  ROP  color.  Research  Insti¬ 
tute  wants  it  known  that  they 
are  available  and  they  desire 
guidance.” 
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He’sY  oung,  Confident— 
This  Ex-Marine  Artist 


By  Janies  L.  Collings 

He  was  seated  at  Sardi’s, 
young  and  confident  and  enthus¬ 
iastic.  What  he  planned  seemed 
to  him  the  solution  to  his  prob¬ 
lem. 

“I  know  we  can  put  it  over,” 
he  said.  “In  time  we’ll  have 
250-300  papers.” 

This  was  Don  Sherwood,  who 
last  May  in  company  with  an¬ 
other  ex-Marine  began  a  new 
adventure  strip,  “Will  Chance,” 
a  jutting-chin,  strong-back  fea¬ 
ture  about  a  U.  S.  Marine  ser¬ 
geant.  (E&P,  May  10,  page  66.) 

Don’s  buddy-in-arms  was 
Norman  Miller,  an  assistant 
editor  of  the  New  York  Mirror, 
who  wrote  the  continuity.  Mr. 
Miller  was  a  Marine  master  ser¬ 
geant  and  a  combat  correspond¬ 
ent  in  WW  II.  Together  they 
sold  three  newspapers. 

“The  idea  now,”  Don  said,  “is 
that  we’re  going  to  form  a  com¬ 
pany.  It  will  be  called  Will 
Chance  Enterprises,  Inc.,  located 
at  1349  Lexington  Ave.,  New 
York  City.” 

He  looked  across  the  table  at 
the  third  member  of  the  party, 
fellow  by  the  name  of  Joe 
Rosenfield  Jr.  Joe  was  picking 
at  his  melon,  listening. 

“I’ll  be  the  president,”  Don 
said,  “and  Joe  the  business 
manager.  A  gentleman  called 
Norman  C.  Nicholson,  an  attor¬ 
ney  from  around  here,  will  be 
the  secretary-treasurer.  And 
Jim  Gordon,  a  radio  sports- 


caster,  will  be  the  new  writer  of 
the  strip,  replacing  Miller. 

“If  ‘Will  Chance’  goes  over, 
and  it  will,  we  intend  to  pick  up 
new  features  and  run  a  general 
syndicate.  I’m  hitting  the  road 
September  20,  concentrating  on 
the  eastern  seaboard  first  for 
sales.” 

“Could  we  have  a  bit  of  your 
pedigree,  Joe?” 

Joe  is  brown-eyed,  balding, 
fiftyish,  a  salesman  who  could 
sell  Faubus  on  integration. 

“I  would  like  you  to  say,”  he 
said,  “that  I  was  25  years  with 
newspapers  in  promotion  and 
advertising  before  entering 
radio  12  years  ago.  What 
papers?  Well,  I  was  with  the 
Memphis  (Tenn.)  Commercial 
Appeal,  the  Atlanta  (Ga.)  Con¬ 
stitution  and  the  New  Orleans 
Item." 

“I  now  conduct  the  daily 
show,  ‘Big  Joe’s  Happiness  Ex¬ 
change,’  over  WABC.  It’s  on 
from  midnight  till  six  in  the 
morning.  Purpose  of  the  pro¬ 
gram  is  to  help  the  city’s  in¬ 
digent.” 

Don  appeared  on  the  show  one 
night — not  as  a  needy  person, 
of  course,  but  as  a  personality — 
and  Joe  became  interested  in 
the  possibilities  of  the  strip. 

“I  believe  we  can  do  things 
with  it,”  he  said.  “I’m  not  in¬ 
vesting  in  it  personally.  You 
see,  I’m  the  executive  director 
of  the  Happiness  Exchange 


Shines  &  Monkey  shines ! 

tA  heller  on  the  half  shell,  she’s  supercharged  with 
:iddy  giggles,  which  she  innocently  explodes,  with  or 
without  provocation  — but  never  with  malice.  Her  brand 
of  humor  is  more  infectious  than  the  flu,  contagiously 
catching,  guaranteed  to  give  a  daily  fit  of  laughter... 

Little  Lulu 

by  Marge  is  bubbly  and  bouncy,  a  repression  releaser— and 
everybody  knows  her.  She  has  shined  and  monkeyshined  in  the 
SEP,  movies,  TV,  billboards,  comic  books,  kids’  novelty  clothes, 
and  toys,  building  fervent  fans— and  spreads  her  fame  most  widely 
in  comic  strips  in  the  nation’s  best  newspapers.  A  circulation 
zipper!  For  proofs  and  prices,  phone,  wire,  or  write 
Mollie  Slott,  Manager... 

Chicaffo  Tribune^JVew  YorkJVeu^s 

mnCm  Tribune  Tower,  CMeugo 
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LETTERS  ARE  IN  STYLE — Martin  Branner,  Winnie  Winkle  artist,  b«9l« 
big  job  of  opening,  sorting  and  judging  the  more  than  50,000  faskior 
ideas  submitted  by  readers  of  his  strip  in  response  to  a  recent  epiwdi. 
Chicago  Tribune — New  York  News  Syndicate  officials  say  1,000  IsHin 
a  day  are  pouring  in.  His  assistant  is  Joan  Russo,  CTN  employs. 


Foundation.  It’s  the  Foundation  setting  up  an  employment  sen- 
that  will  put  up  the  money  for  ice  for  its  members,  who  have 
this  venture.”  been  asked  to  submit  10  samples 

“Would  you  care  to  say  how  of  their  work  for  filing, 
much  HEF  will  invest,  Joe?”  ^ 

“Sure,”  he  said.  “We  stand 

ready  to  pot  up  $10,000.”  Newsmen  Gel  Slorie. 

*  *  *  Easier  Than  Rooms 

HUMOR  COLUMN 


Newport,  R.  I. 

World  Press  Association  of  The  army  of  newsmen  as- 
Lancaster,  S.  C.,  announces  it  signed  to  cover  the  America's 
is  adding  to  its  list  a  daily  Cup  Yacht  Races  are  discover- 
humor  column,  “I’ll  Be  All  ing  that  stories  are  considerably 
Right  in  the  Morning,”  by  easier  to  find  than  hotel  rooms 
Marshall  Sayles,  42,  editor  and  Reporters  have  been  limited  to 
publisher  of  the  East  Jordan  one  source  of  information— the 
(Mich.)  News-Herald,  a  weekly,  members  of  the  American  yacht 
The  150-word'  column  is  ready  team. 

for  October  release.  The  author  Hugh  Goodson,  head  of  fte 
says  his  column  is  the  result  of  syndicate  that  owns  the  chal- 
letting  his  ignorance  get  out  of  lenger.  Sceptre,  and  other  mem- 
hand,  since  he  hasn’t  had  much  bers  of  the  British  dele^tioi!' 
formal  education.  have  been  living  ashore  in  vir¬ 

tual  seclusion  in  Jamestown, 
which  they  leased  for  the  sim¬ 
mer. 

According  to  the  British  PE 
man,  “There  will  be  no  inter¬ 
views  with  any  member  of  the 
British  team.” 

Emil  Jemail,  city  editor  d 
the  Newport  News,  said  hote.-' 
are  leasing  rooms  and  attic-= 
from  homes  of  Newport  rea- 
dents  for  their  “guests.” 

As  though  the  influx  of  rtp 
resentatives  of  media  from  tl 
over  the  world,  in  addition  to 
sightseers  and  yachting  enthna- 
asts  weren’t  enough,  Presidw- 
Eisenhower  and  his  retinue,  m 
eluding  the  White  House 
corps,  will  remain  to  watch  tw 
races. 


NCS  SERVICE 

The  National  Cartoonists  So¬ 
ciety  is  working  on  the  idea  of 


Corrected  Typesetter  Tape 
For  All 
Leading 
Text  Features 
—FILLERS— 
and 

CHRISTMAS 
Advertising  Supplements 

Available  in 


TAPSCO 


Writs  ter  Predsctlos  Sehedsls 


Sunday  Price  Up 

St. 

The  Post-Dispatch  has  rai^ 
the  price  of  its  Sunday  edi^ 
from  15c  to  20c,  while  keepi« 
to  5c  for  the  daily. 
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^Total  Selling^ 

{Continued  from  page  9) 

decision  to  use  newspapers  as 
t  basic  advertising  medium.  It 
will  be  a  rare  exception  when 
(oe  newspaper  will  be  able  to 
walk  in  alone  and  sell  an  ad  or 
a  schedule  by  itself.” 

Mr.  Lord  said  the  newspaper 
industry  can  either  change  and 
find  a  way  of  selling  the  medium 
as  it  has  to  be  sold  today  or 
it  will  have  to  be  satisfied  and 
accept  what  is  happening  to  its 
diare  of  the  advertising  dollar. 

“We  can  come  up  with  a  sell¬ 
ing  slant  or  concept  that  proves 
to  the  advertiser  and  his  agency 
that  newspapers  do  fit  the  mar¬ 
keting  and  advertising  needs  of 
the  national  advertiser,”  he 
said.  “We  can  unify  and  inte¬ 
grate  our  selling  efforts  to  put 
this  story  over.” 

The  Progtram 

Actual  presentation  of  the 
“total  selling”  program  was 
conducted  by  Charles  T.  Lips¬ 
comb,  Bureau  president,  who 
first  proposed  the  plan  to  NAE  A 
members  during  their  summer 
meeting  at  Colorado  Springs, 
Colo.  Mr.  Lipscomb  was  as¬ 
sisted  by  members  of  his  staff. 

The  Bureau’s  chief  executive 
likened  the  term  “total  selling” 
to  a  “sales  six-shooter.”  1)  Step¬ 
ped  up  research  activities  within 
the  Bureau;  2)  Coverage  by  the 
Bureau  of  the  nation’s  major 
conventions;  3)  Four  annual  in¬ 
dustry-wide  promotions  on  the 
food,  automotive,  appliance  and 
hedth  and  beauty  aids  classifi¬ 
cations;  4)  Broadening  the 
scope  of  the  Bureau’s  four  tradi¬ 
tional  retail  promotions  on  Op¬ 
eration  Home  Improvement, 
Summer  Slump,  Back  to  School 
Rnd  Christmas;  6)  Grass  roots 
selling;  and  6)  Single  account 
headquarters  selling  —  a  two- 
point  plan  with  one  point  aimed 
at  advertisers;  the  other  at  ad 
agencies. 

Who  Does  Selling? 

Mr.  Lipscomb  explained  that 
“is  “total  selling”  will  be  done 
by  NAEA  with  its  thousands  of 
national,  retail  and  classified 
aalesmen;  the  AANR  with  its 
1200  salesmen;  the  NNPA, 
ANCAM,  newspaper  publishers, 
Mitors  and  their  staffs,  food 
emtors  and  others.  He  added 
“at  plans  are  now  being  made 
to  divide  up  450  food  accounts 
anwng  the  Bureau,  the  NAEA 
and  the  AANR. 

He  said  this  “total  selling” 
must  be  made  to  national 
Mycrttsers,  agencies,  trade  as- 
*noiations,  retail  and  chain  ad¬ 
vertisers. 

We  must  do  our  ‘total  sell- 
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ing*  to  everyone  who  makes  up 
the  total  selling  line  in  busi¬ 
ness,”  Mr.  Lipscomb  said. 

Mr.  Lipscomb  explained  the 
“new  tools”  to  be  used  in  the 
“total  selling”  program.  These 
include: 

•  “A  New  Look  at  Newspa¬ 
pers”  —  a  special  hard-selling 
and  prestige  easel  presentation 
based  on  the  9  points. 

•  Four  kits  for  making  four 
industry-w  i  d  e  promotions  on 
food,  automotive,  appliances  and 
health  and  beauty  aids. 

•  A  new  filmstrip  presenta¬ 
tion  —  “Newspapers  ...  To 
Be  Sure”  —  that  compares 
newspapers  and  T'V  point  by 
point. 

•  A  new  color  presentation 
known  as  “Newspaper  ROP 
Color  at  Work.”  (This  was 
premiered  by  the  Bureau  dur¬ 
ing  the  Color  Conference). 

•  The  Bureau’s  convention 
appearances. 

•  “The  Case  of  the  Modest 
Medium”  —  another  new  film¬ 
strip  based  on  the  story  put 
together  by  the  Texas  Daily 
Newspaper  Association.  Figrures 
have  been  projected  to  cover  the 
U.  S. 

•  Grass  Roots  Attack  Pack¬ 
ages  to  be  prepared  by  the  Bu¬ 
reau  and  used  by  Lou  Rich’s 
NAEA  Sales  Development  and 
Marketing  Committee. 

•  Bureau’s  seasonal  promo¬ 
tions  expanded  to  take  advan¬ 
tage  of  national  linage  possibili¬ 
ties. 

•  Other  presentations  now  in 
planning  stage,  but  keyed  for 
“total  selling.” 

“But  remember,”  Mr.  Lips¬ 
comb  emphasized,  “  ‘total  sell¬ 
ing’  means  telling  the  total  sell¬ 
ing  story  —  our  competitive 
claims  —  and  always  asking  for 
the  order.” 

“Two-Edged  Sword’ 

Mr.  Lipscomb  termed  the 
theme  “total  selling”  a  “two- 
edged  sword.” 

“It  cuts  through  our  problem 
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by  calling  upon  us  to  sell  to¬ 
gether  —  in  a  total  selling  ef¬ 
fort.  It  cuts  through  the  adver¬ 
tiser  and  agency  doubts  that 
the  daily  newspaper  is  the  one 
true  national  advertising  me¬ 
dium,”  he  said. 

“We  are  the  only  medium 
which  delivers  the  advertisers’ 
story  to  the  total  audience  in 
every  market.  And  we  are  the 
only  medium  that  works  not 
once  a  week,  or  once  a  month, 
or  30  seconds  to  bring  the  ad¬ 
vertiser’s  message  to  a  seg¬ 
mented  public;  but  24  hours  a 
day.” 

CiY-e  Better  ‘Image* 

Mr.  Lipscomb  called  on  the 
assembled  newspaper  advertis¬ 
ing  executives  to  give  the  ad¬ 
vertiser  and  his  agency  a  “bet¬ 
ter  image”  of  the  daily  news¬ 
paper  as  a  national  advertising 
m^ium. 

“We  must  prove  we’re  not 
1700  separate  units,  but  1700 
united  single-purpose  vehicles 
for  his  national  message.  No 
other  medium  can  equal  us  in 
this  respect.  No  other  medium 
can  offer  ‘total  selling’  power  to 
advertisers.” 

Mechanics  of  Job 

Mr.  Lipscomb  turned  the 
meeting  back  to  Mr.  Lord  who 
told  about  the  mechanics  of  how 


the  newspaper  industry  will 
make  “total  selling”  a  success. 

He  said  that  12  especially  des- 
igrnated  regional  captains  had 
been  named  who  are  responsible 
for  sujjervising  11  regions  of 
the  U.  S.  and  one  in  Canada. 
The  12  regional  captains  are: 
J.  Warren  McClure,  Burlington 
CVt.)  Free  Press;  Cal  Foimtain, 
Lancaster  Newspapers;  Shields 
Johnson,  Roanoke  (Va.)  News- 
Times;  '  LeRoy  F.  Newmyer, 
Toledo  (Ohio)  Blade;  Irwin  A. 
Simpson,  St.  Petersburg  (Fla.) 
Times;  John  W.  Moffett,  Minne¬ 
apolis  (Minn.)  Star  and  Trib¬ 
une;  Laurence  T.  Knott,  Chi¬ 
cago  Sun-Times;  William  F. 
Sykes,  Oklahoma  City  (Okla.) 
Oklahoman  &  Times;  Clarence 
E.  Wood,  Sterling  (Colo.)  Jour¬ 
nal-Advocate;  Richard  J.  Jones, 
Portland  (Ore.)  Oregonian; 
Emile  A.  Hartford,  Los  Angeles 
Times;  and  Ed  Mannion,  Thom¬ 
son  Newspapers,  Toronto. 

104  ‘Minute  Men’ 

Working  imder  these  12  re¬ 
gional  captains  will  be  104 
“Minute  Men.”  These  ad  mana¬ 
gers  working  under  the  captains 
are  responsible  for  spreading 
the  “total  selling”  story  and 
keeping  it  sold  to  anywhere 
from  seven  to  10  newspapers 
each,  Mr.  Lord  explained. 

{Continued  on  page  94) 
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‘Total  Selling^ 

{Continued  from  page  93) 

“If  we  are  to  make  advertis¬ 
ers  ‘total  selling’  conscious  in 
the  coming  months,”  he  said, 
“everyone  in  our  business  must 
play  his  role.” 

I^uis  A.  Weil  Jr.,  Bureau 
chairman,  told  what  is  being 
done  to  enlist  participation  and 
support  of  publisher  members 
of  the  Bureau’s  board  of  direc¬ 
tors. 

He  told  how,  with  the  help 
of  Russ  Stewart,  Chicago  Sun- 
Times,  Bureau  vice-chairman,  a 
selection  of  13  Bureau  sponsors 
(as  these  publishers  are  called) 
was  made  from  the  Bureau’s 
board  of  directors.  Nine  of  these 
men  selected  have  already  ac¬ 
cepted  the  appointment.  They 
are:  William  Dwight,  Holyoke 
(Mass.)  Transcript-Telegram; 
Don  Bridge,  Rochester  (N.  Y.) 
Times-Union  and  Democrat  and 
Chronicle;  William  F.  Schmick, 
Baltimore  (Md.)  Sun;  Joyce 
Swan,  Minneapolis  (Minn.) 
Star  and  Tribune;  William  T. 
Burgess,  La  Crosse  (Wis.) 
Tribune;  Richard  L.  Jones, 
Tulsa  Newspaper  Printing 
Corp.;  Palmer  Hoyt,  Denver 
Post;  J.  D.  Funk,  Santa  Monica 
(Calif.)  Outlook;  and  Walter 
Blackburn,  London  (Ont.)  Free 
Press. 

Support  Needed 

Mr.  Weil  stressed  that  to  as¬ 
sure  success  of  “total  selling” 
the  newspaper  ad  directors 
“need  publisher  understanding, 
support  and  cooperation.”  That’s 
where  the  Bui-eau  sponsors  come 
in. 

“This  effort,”  Mr.  Weil  said, 
“will  take  time  and  some  money 
and  could  fall  flat  on  its  face 
unless  key  publishers  will  get 
wholeheartedly  behind  it.  We 
are  pointing  toward  regional 
meetings  of  key  people  Oct.  26, 
and  group  meetings  by  districts 
of  all  ad  salesmen  throughout 
the  country  on  Nov.  14. 

“We  agree  with  the  NAEA 
and  Bureau  people  when  they 
say,  ‘It’s  time  for  total  selling.’ 
That’s  why  we’re  going  to  be 
in  the  middle  of  this  giant  sell¬ 
ing  attack  with  all  of  you,”  Mr. 
Weil  said.  “We,  too,  think  the 
answer  lies  in  the  unity  of  our 
great  industry,  and  the  Bu¬ 
reau’s  board  of  directors  wants 
to  be  a  working  part  of  that 
unity.” 

Vice-Chairman  Stewart  ex¬ 
pressed  the  opinion  that  “the 
‘spirit  of  unity’  within  the  in¬ 
dustry  is  a  very  real  thing,  and 
on  that  score  alone  ‘total  selling’ 
has  already  paid  off.  I’ve  been 
hearing  a  lot  of  good  things 
about  this  plan,  and  the  fact 
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that  it’s  tied  the  industry  to¬ 
gether  as  nothing  before  has  in 
the  past,  is  a  test  of  its  value. 

“But  now  we  have  to  pay  off 
our  ‘total  selling’  obligations,” 
Mr.  Stewart  continued. 

“I  don’t  believe  any  of  us  can 
remember  any  past  plan  as  am¬ 
bitious  or  as  important  as  this 
1959  program.  Because  of  the 
way  in  which  this  has  been  or¬ 
ganized  and  planned  out,  we 
have  a  real  opportunity  to  sell 
the  daily  newspaper  with  total 
selling  force. 

Plan  Must  Work 

“We’ve  got  to  make  this  work, 
because  it  may  be  a  long  time 
before  we  get  another  oppor¬ 
tunity  like  this,”  Mr.  Stewart 
said. 

Targets  Selected 

As  the  meeting  progressed 
each  key  Bureau  department 
head  reported  in  detail  on  his 
specific  “chamber”  in  the  “total¬ 
selling  six  shooter”  referred  to 
earlier  in  the  meeting. 

Robert  L.  Moore,  Bureau  gen¬ 
eral  sales  manager,  for  example, 
told  about  a  plan  of  “grass 
roots”  attack  for  the  full  year 
of  1959.  He  listed  as  “total  sell¬ 
ing”  targets  for  total  member¬ 
ship  attack  a  number  of  top¬ 
flight  corporations  scheduled  to 
get  the  “total-selling”  treatment 
next  year.  Every  facet  of  the 
reconstituted  sales  side  of  the 
newspaper  industry  has  been  as¬ 
signed  specific  roles  and  respon¬ 
sibilities. 

As  Mr.  Moore  put  it:  “There’s 
a  job  for  almost  eveiyone  of  us 
in  this  ‘Grass  Roots’  selling 
program  —  with  the  impact  po¬ 
tential  of  a  unified  story  this 
program  can  prove  to  be  the 
very  essence  and  heart  of  ‘total 
selling’.” 

Commenting  on  the  strategy 
of  “total  selling”  on  individual 
accounts  and  agencies,  Mr. 
Moore  said  that  on  the  foi-mer, 
a  Bureau  salesman  will  be  made 
responsible  for  each  account.  On 
individual  agency  coverage,  the 
plan  is  to  work  at  the  top  man¬ 
agement  level  through  Mr.  Lips¬ 
comb  and  other  Bui’eau  execu¬ 
tives,  plus  an  AANR  official. 

“We  will  coordinate  with 
AANR  in  coverage  of  the  en¬ 
tire  agency  list,”  Mr.  Moore 
said,  “and  of  course  an  AANR 
official  covers  the  primary  agen¬ 
cies  with  us.” 

8  Big  Benefits 

Mr.  Lipscomb  said  that  these 
“total  selling”  blitz  promotions 
have  eight  benefits  for  the  news¬ 
paper  industry: 

1)  They  provide  entree  to  the 
customer  to  make  the  basic  sales 
pitch  and  to  ask  for  the  order; 
2)  They  unite  the  newspaper 


industry  in  a  common  selling 
effort;  3)  They  show  advertis¬ 
ers  that  the  industry  is  united 
and  build  the  image  of  the  news¬ 
paper  as  a  national  medium; 

4)  They  give  present  national 
and  retail  advertisers  an  extra 
value,  or  plus;  5)  These  promo¬ 
tions  intrigue  other  advertisers 
not  now  using  the  medium,  and 
lead  them  into  newspapers;  6) 
By  using  a  theme  that  has  news, 
social,  economic,  and  promo¬ 
tional  as  well  as  profit  value, 
newspapers  do  a  job  no  other 
medium  can  do  for  a  total  in¬ 
dustry;  7)  The  promotions  an¬ 
swer  the  demands  of  manufac¬ 
turers  for  merchandising  assist¬ 
ance;  and  8)  While  doing  all 
these  seven  things,  the  united 
industry  is  selling  new  retail 
and  national  linage. 

Rally  Kits 

During  the  meeting,  “Total 
Selling  ^lly  Kits”  were  issued 
containing  B  u  r  e  a  u-prepared 
aids. 

Discussing  these  kits,  Mr. 
Lord  said: 

“On  the  week-end  of  Oct.  26, 
we  ask  you  who  are  NAEA  re¬ 
gional  captains  and  you  who 
are  publisher  sponsors  to  team 
up  and  conduct  regional  rallies 
for  the  104  Minute  Men  pub¬ 
lishers  and  association  officers. 
You  will  be  given  the  tools  with 
which  to  indoctrinate  and  pre¬ 
sell  these  key  newspaper  people 
on  the  ‘total  selling’  plan  — 
they  are  in  this  ‘Total  Selling 
Rally  Kit’.” 

Mr.  Lord  said  it  will  be  up 
to  the  regional  captains  of 
NAEA  to  work  with  their  pub¬ 
lisher  sponsor  to  plan  and  ex¬ 
ecute  this  meeting  in  the  best 
possible  place  and  in  the  best 
possible  way  for  their  regions. 

Nov.  16  Meeting 

“Then  on  the  weekend  of  Nov. 
16,”  Mr.  Lord  continued,  “we 
ask  the  NAEA  regional  cap¬ 
tains,  the  publisher  sponsors  and 
the  104  Minute  Men  to  help  us 
do  the  real  grass  roots  selling 
with  newspapers,  where  it  will 
count  most. 

“On  this  week-end  we  want 
to  hold  ‘total  selling’  rallies  in 
each  region  simultaneously. 
These  meetings  are  to  include 
newspaper  ad  managers,  news¬ 
paper  national  and  retail  sales¬ 
men,  AANR  salesmen  in  the  re¬ 
gion,  newspaper  promotion  man¬ 
agers  and  classified  managers. 
Here  you  will  sell  the  entire 
newspaper  industry  on  the  ‘total 
selling’  plan,  and  here  you  will 
ask  for  and  collect  signed 
pledges  from  everyone  in  at¬ 
tendance  .  .  .  pled^s  of  their 
confidence  and  enthusiasm  for 
the  plan  . . .  but  most  important¬ 
ly  a  pledge,  that  once  a  week 
for  52  weeks  they  will  make  a 

EDITOR  at  PUBl 


presentation  to  one  of  their  id- 
vertisers  on  the  newspaper  is 
the  ‘total  selling’  medium.” 

Pledge  a  ‘Firecracker’ 

Mr.  Lord  called  the  pledge  i 
“firecracker”  that  promises  to  T 
start  “the  damndest,  most  ill-  II 
consuming  conflagration  the  id- 
vertising  media  field  has  ere:  ) 
seen.”  ^ 

He  revealed  that  the  pledre  tes 
was  written  by  Victor  Black-  La 
ledge,  business  manager  of  the  Jol 
Scottsbluff  (Neb.)  Star-Hmii  J 
“If  we  could  manage  to  get 
1,200  representative  salestneo.,  * ' 
2,000  national  salesmen,  12,000 
retail  salesmen,  and  4,000  class;- 
fied  salesmen  each  to  make  i 
sales  presentation  to  52  adver-  Ft 
tisers  during  1959,  we  will  hare  Ih 
delivered  the  newspaper  story  Bj 
to  over  1,000,000  advertisers,'  pi 
Mr.  Lord  declared.  th 

“If  we  are  only  50%  effective,  1** 
we  will  have  developed  500,00"  ^ 

customers  who  have  been  told 
about  the  newspaper  as  the 
‘total  selling’  advertising  me¬ 
dium,  and  who  will  in  turn  be  J( 
salesmen  for  newspapers.  A 
“I  say,  a  prairie  fire  like  this  ^ 
could  bum  up  our  competitior 
And  only  newspapers  have  the 
power  and  the  manpower  to  do 
it,”  Mr.  Lord  said.  4 

k 
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Truman  Lauds  ^ 
Press  Secretary 

Missouri’s  No.  1  citiier.  1 
former  President  Harry  S.  Trt-  o 
man,  mingled  with  the  “Madisor  F 
Avenue  boys”  this  week  to  com-  I 
pliment  the  School  of  Joumi-  2 
ism  of  the  University  ol 
Missouri  on  its  50th  anniver  t 
sary.  * 

Guest  at  a  luncheon  at  the  | 
Advertising  Club  of  New  York 
Mr.  Truman  spoke  with  dee? 
emotion  about  his  long  friend¬ 
ship  with  Charlie  Ross,  who « 
one  of  the  first  three  teachers  ; 
at  the  J-School  and  later  his  | 
Press  Secretary.  They  h*i  J 
edited  a  high  school  magaii^ 
the  Gleam,  which  continues  to-  1 
day,  Mr.  'Truman  recalled.  ' 
The  former  President  relate! 
how  he  had  asked  the  1st* 
Joseph  Pulitzer  II  to  rel**-" 
Mr.  Ross  from  the  staff  of  tb* 

St.  Louis  Post-Dispatch  so  he 
might  serve  at  the  'White  Hou-^ 
Mr.  Truman  choked  up  ss  he 
reminisced  and  said,  “Never,  ® 
my  opinion,  were  the  Whit' 
House  coiTespondents  bette 
served.  Charlie  was  absolutely 
honest  with  them,  and  al**y' 
gave  them  the  truth.  ^ 
know  of  a  harder  job  in  ® 
whole  field  of  journalism  tl^ 
being  Press  Secretary  to  th* 
President.” 

.  I  S  H  E  R  for  September  20,  I’’* 


Ad-WrapPlan 
To  Be  Tested 
In  Florida 


Ad-Wrap,  a  new  advertising- 
merehandising  medium,  will  be 
tested  Sept.  25  in  the  Fort 
Uuderdale  (Fla.)  Area  by  the 
Johnson  &  Johnson  (Company. 

Ad-Wi-ap  has  been  selected 
by  Young  &  Rubicam,  Inc.,  as 
a  means  of  saturating  the  mar¬ 
ket  with  samples  of  BAND-AID 
Sheer  Strips. 

Through  use  of  Ad-Wrap,  the 
Fort  Lauderdale  News  will  de¬ 
liver  to  its  subscribers  53,500 
BAND-AID  Sheer  Strip  sam¬ 
ples  affixed  to  a  patent-pending, 
three-color  wrapper  encircling 
the  paper.  In  addition  to  the 
sample,  the  wrapper  will  carry 
advertising  copy  and  illustra¬ 
tions. 

Simultaneously,  Johnson  & 
Johnson  will  feature  BAND- 
AID  Sheer  Strips  in  a  two-page 
ad  in  the  newspaper. 

Si'liedule  Surveys 


‘Upside-Down’  Ad  Copy 
Knocked  by  Martineau 


when  usxially  they  were  all  sold 
by  noon”,  Mr.  Martineau  said. 
“Each  department  store  ad 
sells  merchandise,  but  it  also 
creates  a  corporate  character, 
which  is  very  important  to  the 


consumer. 


What  might  be  called  “up¬ 
side-down”  advertising  copy 
was  knocked  hard  by  Pierre  D. 
Martineau,  director  of  research, 
Chicago  Tribune,  at  an  “Au¬ 
thors  Luncheon”  Monday  at  the 
ROP  Color  Conference. 

At  the  same  affair  Janet 
Wolff,  copy  group  chief  at  J. 
Walter  Thompson  Company, 
who  wrote  “What  Makes  Wom¬ 
en  Buy”,  made  the  female  of 
the  human  species  a  compli¬ 
cated  little  kitten  over  whom 
copywriters  should  be  pulling 
out  whatever  remains  of  their 
thinning  hair. 

“Practically  all  advertising 
is  conceived  from  the  point  of 
view  of  people  who  make  prod¬ 
ucts  without  trying  to  under¬ 
stand  what  the  consumer  thinks 
is  important,”  Mr.  Martineau 
declared,  summarizing  studies 
he  made  to  write  “Motivation 
in  Advertising.” 

What  They  Want 


“How  can  products  be  very 
different  in  our  mass  produc¬ 
tion  economy?  They  quickly 
become  standardized.  Yet  ad¬ 
vertising  too  often  is  caught  in 
the  trap  of  trying  to  find  me¬ 
chanical  differences  which  the 
consumers’  common  sense  tells 
them  don’t  exist  or  aren’t  very 
important. 

“The  truth  is  that  even  if 
the  products  are  identically  the 
same  in  fact,  the  consumer 
wants  them  to  have  psychologi¬ 
cal  distinctions.  Pepsi-Cola  is 
not  the  same  as  Coca-(k>la,  GE 
is  not  the  same  as  Westing- 
house,  Salem  mentholated  is 
not  the  same  as  Kool. 

“The  best  example  of  cre¬ 
ating  a  psychological  distinc¬ 
tion  is  the  advertising  of  Mod- 
ess,  which,  fighting  strong  com¬ 
petition,  gets  over  45%  of  the 
business  by  simply  stating 
‘Modess,  Because  .  .  .’  and  let¬ 
ting  the  consumers  write  their 
own  copy”. 


Changing  Assignments 

Mr.  Martineau  listed  these 
“changing  assignments  of  ad¬ 
vertising  in  our  type  of  econ¬ 
omy.”  ' 

1 —  Build  an  interesting  brand 
image  in  tune  with  the  times. 

2 —  Create  a  sense  of  satis¬ 
faction.  (Business  men  may 
sneer  at  air  line  gimmicks  like 
“Red  Carpet  Service”,  “VIP 
Service”,  “Champagne  Flights”, 
but  actually  consumers  like 
these  interesting  extras. 

3 —  Do  a  great  deal  of  teach¬ 
ing  to  highly  mobile  families 
interested  in  the  changing 
styles  of  life. 

4 —  Carve  out  special  markets 
for  small  budget  advertisers. 

5 —  Create  psychological  in¬ 
tangibles  and  brand  personality 
for  products  which  for  all  pur¬ 
poses  have  no  tangible  differ¬ 
ences. 


Johnson  &  Johnson  and  Young 
4  Rubicam  have  scheduled  fol¬ 
low-up  suiweys,  in  conjunction 
with  the  newspaper’s  research 
and  merchandising  departments, 
to  deteimine  the  extent  of  con¬ 
sumer  and  retailer  reactions. 

Ad-Wrap  is  the  brainchild  of 
T.  T.  (Ted)  Gore,  vicepresident 
of  the  Gore  Publishing  Com- 
P^ny,  publishers  of  the  Fort 
Lauderdale  News.  (E&P,  Aug. 
23,  page  55). 

A  pressui-e-sensitive  area  on 
the  back  of  the  wrapper  permits 
the  carrier  boy  to  easily  apply 
Ad-Wrap  to  a  newspaper  of 
any  size. 

Provides  Wrapper 

Offered  as  a  package  to  ad¬ 
vertisers,  Ad- Wrap  Enterprises 
provides  the  printed  wrapper, 
*>mple  affixing,  supporting  ad¬ 
vertising  schedules  in  newspa¬ 
pers,  as  well  as  the  shipping 
vests  and  home  delivery  at  a  low 
onit  cost. 

Reuben  H.  Donnelley  Corpo¬ 
ration  of  Chicago  will  manufac¬ 
ture,  print,  affix  the  product 
samples  and  ship  the  complete 
'vrappers  to  Ad-Wrap  newspa¬ 
pers. 

The  first  newspapers  to  adopt 
the  system  were  the  Miami 

CKs,  F ort  Lauderdale  News, 
Beach  Post-Times,  Or- 
.p  0  Sentinel-Star,  Savannah 
lOa.)  Sews-Press,  Charlotte 
(«•  C.)  News,  Lake  Charles 
American  Press,  Jackson 
(Miss.)  State  Times  and  Colum- 

**  (S.  C.)  State  and  Record. 

1  RDITOR  sc  publisher 


“In  marketing,  everyone  pays 
lip  service  to  the  notion  of  un¬ 
derstanding  the  customer  and 
giving  the  customer  what  he 
wants,”  he  said,  “but  then  lets 
the  matter  drop  there.  No  one 
really  tries  to  understand  what 
men  and  women  are  like  as 
human  beings  and  what  they 
want,  not  only  from  life  and 
living,  but  what  they  want  in 
advertising.” 

“Humans  are  not  economic 
robots  but  flesh  and  blood,”  Mr. 
Martineau  said. 

Research  he  made  on  Pyrex 
showed  the  only  person  im¬ 
pressed  by  the  fact  the  ware 
wouldn’t  break  was  the  inven¬ 
tor;  in  men’s  clothing,  empha¬ 
sis  in  ads  is  placed  on  technical 
fibres  and  price,  whereas  men 
invariably  only  wanted  to  know 
if  the  suits  would  fit. 

Motivation  research  was  no 
“magic  key,”  he  said,  nor  did 
it  “manipulate”  people.  Rather 
it  was  a  “detective  or  insur¬ 
ance  man”  which  can  “turn  up 
all  sorts  of  new  understandings 
of  people  and  can  act  as  in¬ 
surance  by  seeing  if  advertis¬ 
ing  is  actually  communicating 
what  the  creative  people  think 
it  is.” 

Mysterious  Additives 

“Advertising  too  often  leans 
on  gimmicks  of  communication 
like  mysterious  additives,”  he 
continued.  “Alemite  has  CD  2; 
toothpaste,  hexachlorafine,  dial- 
manate,  or  gardol. 
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Product  Character 

Mr.  Martineau  said  he 
thought  the  large  department 
stores  understood  better  than 
national  advertisers  how  a  dis¬ 
tinctive  style  of  advertising 
gives  products  character.  He 
told  how  on  a  few  occasions  the 
Tribune  had  accidently  left  the 
name  logotype  out  of  Charles 
Stevens’  store  ads. 

“The  kick  was  that  the  goods 
didn’t  sell  out  until  3  P.M., 


American  way  of  life — subur¬ 
ban  homes,  informal  manner, 
and  high  consumption. 

“The  purpose  of  advertising 
on  the  part  of  the  advertiser  is, 
of  course,  to  sell  goods,  but  the 
function  of  advertising  is  some¬ 
thing  different  for  the  con¬ 
sumer.  Most  important  for  him 
or  her  is  to  say  what  is  going 
on  in  the  world  of  fashion  and 
new  products,  what  kind  of  peo- 

(Continued  on  page  97) 


Editor  &  Publisher 

Thv  SPOT  N(WS  poper  of  the  oe^spoper  and  adyertning  fteldi 


The  PRIMARY  advertising  medium  for  ..  . 

•  NEWSPAPERS 

•  NEWSPAPER  EQUIPMENT  &  SUPPLIES 

•  SYNDICATES  AND  SERVICES 

•  NEWSPAPER  REPRESENTATIVES 

•  TRADEMARK  PROTECTION 

and 

America’s  most  influential  medium  for 
Public  Relations,  Corporate  and  Institu¬ 
tional  Advertising  .  .  . 

for  tomplot*  intormotion  and 
advortiting  ratal,  writa  .  .  . 


Sill  to  1  700  •  14  75  Broadway  •  New  York  36.  N.  Y. 


95 


Rocket  Fire  Display 
Of  ROP  Color  Success 


A  rocket  fire  display  of  ad¬ 
vertising  success  hit  the  Monday 
afternoon  session  of  the  third 
annual  ROP  Color  Conference 
with  spectacular  brilliance. 

Standing  at  opposite  ends  of 
the  broad  stage  in  the  Waldorf 
Astoria’s  huge  ballroom,  Robert 
L.  Moore,  vicepresident  and 
general  sales  manager,  and  Ed¬ 
ward  A,  Falasca,  creative  vice- 
president,  of  the  Bureau  of 
Advertising,  ANPA,  detonated 
testimonial  darts  in  rapid  fire 
at  the  audience  while  reproduc¬ 
tions  of  colorful  ads  that  paid 
off  profitably  for  those  who 
plac^  them  were  flashed  upon 


highlighting  the  car  printed  in 
gleaming  red  on  the  newsprint 
page.)” 

Winston  cigarets:  “Excellent 
for  package  identification.” 

United  Air  Lines:  Got  the 
public  acquainted  with  its  “red 
carpet  service.” 

Knudson  Creamery  Co.:  “4- 
color  ads  helped  our  cottage 
cheese  hold  better  than  half 
the  market.” 


top  with  name  and  address  for 
another  free  quart,  and  100,000 
families  accepted.  Sales  jumped 
20%  and  nine  new  dairy  out¬ 
lets  were  added. 

Cudahy’s  new  Bar  S  Ham: 
Sold  53,000  pounds  over  week¬ 
end  in  Wichita,  Kan.  at  89  cents 
a  pound,  for  $45,000  at  adver¬ 
tising  cost  of  less  than  $2,000. 

Four  Roses  Whiskey:  Helped 
build  quality  image,  according 
to  Briley  Houghton,  adver¬ 
tising  manager,  who  found  that 
among  distributor  personnel 
80%  of  remembrance  value  was 
focussed  on  four  ROP  color 


Entire  Budget 


Just  as  solid,  if  not  as  excit¬ 
ingly  staged  barrages,  were 
aimed  at  the  same  crowd  of 
about  600  by  Robert  D.  Nelson, 
of  Oscar  Mayer  &  Co.,  Madison, 
Wis.,  and  John  Godfrey,  of  E. 
R.  Godfrey  &  Sons,  Milwaukee, 
Wis.,  whose  22  Sentry  markets, 
have  caxxtured  a  firm  beachhead 
for  themselves  using  the  same 
multi-colored  ammunition  on 
newsprint. 

An  element  of  humor  was 
injected  into  the  attack  by  Louis 
Spilman,  president  and  editor 
of  the  Waynesboro  (Va.)  News- 
Virginian,  who  told  how  news¬ 
paper  enterprise  was  opening 
even  the  smallest  markets  to 
this  colorful  means  of  selling 
goods.  {Story  on  Page  82). 

Jack  F.  Kent,  sales  manager 
of  Ward-Griffith  Co.,  presiding, 
called  up  Charles  T.  Lipscomb 
Jr.,  Bureau  president,  who  im¬ 
pressively  proved  that  this 
target  was  in  the  newspaper 
sights. 


Progresso  Tomato  Products: 
“We  are  placing  our  entire 
budget  in  newspapers.  ROP 
color  increased  our  tomato  paste 
sales  26.8%;  puree,  34.4%;  and 
stewed  tomatoes  112.8%.” 

Land  O’Lakes  Butter:  Using 
from  1955  and  continuing. 
Moved  from  fourth  to  second 
place,  from  6%  to  10%of 
market. 


pages  m  newspapers. 

The  Bureau’s  firing  squad 
summed  up  various  uses  of  the 
medium  as  building  package  and 
brand  name  identification; 
strengthening  market  position; 
adding  taste  appeal  in  food  ads ; 
introducing  new  products;  and 
building  brand  prestige. 


Ads  Are  Re-Used 


Ever-Sweet  Orange  Juice:  In 
small  left-hand  comer  of  ROP 
color  ad  placed  a  two-for-price- 
of-one  offer.  Consumers  buying 
one  quart  were  asked  to  send  in 


A  camera  is  one  good  way  fo 
have  two  gentlemen  meet.  Strang¬ 
ers  till  this  picture  was  made 
were  John  B.  Lake,  advertising 
director-promotion  manager,  Eliza¬ 
beth  (N.J.)  Daily  Journal,  and 
B.  G.  Burke,  production  manager, 
San  Diego  (Calif.)  Union  and 
Evening  Tribune. 


Mr.  Godfrey  told  how  ads 
created  for  the  Sentry  stores 
are  being  re-used  effectively, 
saving  production  costs,  and  are 
also  being  syndicated  to  other 
chains  elsewhere  to  their  profit. 

One  profitable  ad  for  lamb 
sold  10,000  pounds,  a  300%  in¬ 
crease  over  the  average.  Turkeys 
for  the  holidays  used  to  sell  in 
165-pound  lots  in  1953  before 
color,  shot  up  to  7,750  pounds  in 
1957  with  ROP. 


Mrs.  Janet  Wolff,  copy  group 
chief,  J.  Walter  Thompson,  w« 
concerned  with  having  her  pr^ 
dominantly  male  audience  under¬ 
stand  today's  woman.  She's  tki 
author  of  'What  Makes  Women 
Buy.” 


Mr.  Godfrey  said  the  ideal 
for  bakery  goods  was  5%  of 
overall  sales.  At  Sentry  they 
were  averaging  3.2  before  color, 
shot  up  to  4.9  for  the  week 
after  a  full  page  color  ad  was 
run  in  the  Milwaukee  Journal, 


and  averaged  3.9  for  five  weeks. 
U.  S.  choice  beef  sales  adver¬ 
tised  in  color  went  from  the 
normal  of  15,000  pounds  to  55,- 
000  pounds.  All  stores  in  Mil¬ 
waukee  were  helped  by  beef  in 
color,  selling  more  standing 
rib  roasts  as  a  result. 

One  ad  created  for  Sentry 
in  Milwaukee  has  been  used  51 
times  now  by  other  retailers,  in 
other  cities,  according  to  Mr. 
Godfrey. 

“Done  right  the  first  time 
they  can  be  repeated  several 
times  successfully  reducing  pro¬ 
duction  costs,”  he  declared. 

(Continued  on  page  97) 


Sales  Missiles 


What  ad  agency  executives 
need  to  know  to  steer  clients  to 
high  soaring  profits  was 
rocketed  spectacularly  by  the 
team  of  Moore  and  Falasca  who 
took  turns  without  pause  for 
breath  to  shoot  their  modem 
missiles  into  the  sky.  Here  are 
some  examples: 

Bank  of  America :  “One  of  the 
best  advertising  bargains  being 
offered  today.” 

Pei)si-Cola  Bottlers  of  Modes¬ 
to,  Calif.:  “Wonderful  way  to 
win  dealer  support.  Sales  up 
65%  while  soft  drink  sales  were 
grenerally  off.”  Same  drink 
bottlers  of  Iowa  increased  sales 
164%  in  five  years.” 

Ford  Motor  Co.:  “Not  merely 
an  attention-getter.  Serves  a 
functional  purpose,  also,  of 
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Rocket  Fire 

(Cmtinued  from  page  96) 


Mr.  Godfrey  listed  these  plus 
rtloes  of  ROP  color:  ^ives  in- 
jtaot  recognition,  store  identi- 
5atk>n,  adds  appetite  appeal; 
aereases  reader  interest ;  builds 
in  image;  builds  volume 
^er;  keeps  customers  coming 
)iA. 

At  the  time  of  the  conference, 
Jr.  Godfrey  said  Sentry  had 
plnced  its  225th  full-color  ad 
sinee  1953  and  the  chain  had 
fiewn  from  four  to  22  stores 
liii  sales  going  up  from  $750.- 
dflO  to  $1,200,000.  Four  new 
nsrkets  are  being  opened  in 
1958  ;  9  in  1959. 

Speaking  for  Oscar  Mayer  & 
Co,  Mr.  Nelson  expressed  the 
belief  that  “the  publications 
represented  here  are  to  be 
commended  for  excellence  of 
reproduction.” 

“We  urge  you  to  maintain 
these  high  standards — to  im¬ 
prove  them  if  possible,”  he  con¬ 
cluded.  “The  future  of  news¬ 
paper  ROP  color  advertising  de¬ 
pends  upon  it.” 

Note  of  Caution 

Mr.  Nelson  had  begun  his 
talk  with  a  note  of  caution. 

“The  only  advantage  of  ROP 
color  advertising  over  black- 
white  newspaper  ads  is,  in  our 
opinion,  in  providing  greater  ap¬ 
petite  appeal  and  creating  more 
authentic  reproductions  of  our 
products  and  packages  in  a 
local  market. 

“To  a  lesser  degree,  ROP 
ads  can,  of  course,  be  expected 
to  attract  greater  attention  than 
black-and-white.  But  .  .  .  these 
important  advantages  are  lost 
if  the  ad  is  out  of  register — if 
the  colors  are  not  true — or,  if 
they  are  dirty  or  smeared.  As  a 
“mtter  of  fact,  in  the  case  of 
food  product  advertising,  poor 
feproduction  can  have  an  ad¬ 
verse  rather  than  a  favorable 
effect  on  the  reader.  Conse- 
Tiently  we  regard  excellence  of 
^production  as  the  most  im¬ 
portant  sales  or  merchandising 
of  ROP  color  advertising.” 
Mayer  placed  its  first  color 
"  ®  the  Chicago  Tribune  in 
1M8.  During  that  year  three 
the  same  paper.  In 
1958  Chicago  metropolitan 
26  full  page 
“OP  color  ads  on  Oscar  Mayer 
P^uots,  and  the  schedule  has 

expanded  to  include  14 
mtieg  throughout  the  United 
States. 

Mr.  Nelson  told  of  an  ex- 
WneriM  in  Los  Angeles  where 
survey  revealed  that 
the  volume  outlets  were 
ovily  a  few  Mayer  spo¬ 
rty  Items  of  sliced  luncheon 
editor  ac  PUBLISHER 


reader  with  the  illustrati<m  in 
a  pleasant,  believable  situation.” 

“One  of  the  most  popular  in 
our  portrait  series  of  news¬ 
paper  ROP  color  ads  is  Little 
Suzy,”  he  said.  “This  portrait 
series  offered  unusual  merchan¬ 
dising  possibilities.  Instead  of 
merely  posting  ad  preprints  at 
the  point  of  sale,  specially  de¬ 
signed  display  units  of  a  more 
permanent  nature  were  pro¬ 
vided.  Near  life-size  cut-outs  of 
the  character  illustrations  were 
framed  and  mounted  on  heavy 
cardboard. 

“Although  the  ‘commercial 
look’  was  absent,  ‘Little  Suzy' 
and  her  counteniarts  were 
loaded  with  highly  effective 
‘soft  sell’  appeal — constant  re¬ 
minders  of  the  quality  and  flavor 
of  Oscar  Mayer  ‘Fun  to  Eat 
Meats’  ”. 


WHO'S  WHO  AT  HOE  party  Sunday  night,  opening  the  3rd  Annual 
Newspaper  ROP  Color  Conference  in  New  York:  Left  to  right — Harry 
T.  Eybers,  production  manager  of  the  Washington  (D.C.)  Post  and  Times 
Herald;  Joseph  F.  Auer,  president  of  R.  Hoe  &  Co.;  and  McHenry 
Browne,  general  manager  of  Hoe. 


STAR  ACT  at  the  Hoe  Show  features  Shelley  Berman  and  Dorothy 
Claire,  TV  and  nightclub  entertainers,  doing  a  skit  about  printing  color 
in  newspapers. 


meats,  and  these  were  fre¬ 
quently  over-priced.  A  special 
offer  at  29c  a  pound  was  an¬ 
nounced  in  ROP  color  ads,  with 
a  listing  of  1,376  stores  carry¬ 
ing  the  items  on  an  adjacent 
page. 

Ideal  Season 

The  holiday  season  is  ideal 
for  stimulating  sales  and  con¬ 
sumption  of  certain  sausage  and 
smoked  meats.  Dealers,  how¬ 
ever,  are  generally  too  pre¬ 
occupied  with  turkeys  and  fruit 
cakes.  Mayer  solv^  this  last 
year  with  a  “Happy  Holiday 
Hospitality”  sales  campaign, 
featuring  4-color  newspaper  ads 
depicting  appetizing  and  un¬ 
usual  serving  suggestions.  In  a 
few  test  markets  another  step 
was  taken  by  using  the  original 
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art  work  to  produce  a  com¬ 
panion  lay-out  for  retail  price 
copy  ads. 

“Identical  headlines  and  full- 
color  product  illustrations  ap¬ 
peared  in  the  retailer’s  ads  and 
our  own,”  he  explained.  “Need¬ 
less  to  say,  the  double  impact 
of  these  two  full  page  spreads 
in  a  single  newspaper  enabled 
us  to  dominate  the  food  sections, 
and,  together  with  groups  such 
as  United  Eagle  Stores,  to  set 
some  new  sales  records.” 

Portrait  Series 

Mr.  Nelson  also  told  of  suc¬ 
cess  achieved  with  what  the 
firm  calls  its  “portrait  series” 
of  4-color  ads  in  newspapers. 
These  ads,  he  said,  are  based 
on  motivation  research  studies 
and  tend  to  “associate  the 


Martineau 

(Continued  from  page  95) 

pie  use  them,  and  how  interest¬ 
ing  and  exciting  they  are.” 

Women’s  View 

Mrs.  Wolff  confirmed  this 
point  of  view  as  a  woman. 

“Women  personalize  every¬ 
thing”,  she  said.  “She  identifies 
herself  with  what  she  sees  and 
wants  to  be  a  part  of  it.  She 
is  concerned  with  what  people 
think.  She  likes  color.  She  has 
a  feeling  of  insecurity  and  lost¬ 
ness,  a  need  for  sociability, 
which  is  why  she  likes  news¬ 
papers  which  keep  her  in  touch 
with  others.” 

Mrs.  Wolff  got  a  laugh  open¬ 
ing  her  slide-screen  talk.  She 
told  about  stopping  off  in  the 
ladies  room  before  luncheon. 
The  woman  attendant  asked 
her  what  was  going  on  in  the 
ball  room,  and  when  Mrs.  Wolff 
told  her  it  was  the  ROP  Color 
Conference,  the  woman  replied: 

“Can’t  be  much  of  a  confer¬ 
ence — no  women  there!” 

• 

Wreck  Causes  Death 
Of  2  Newspapermen 

Bayonne,  N.  J. 

Camille  Francois,  a  Jersey 
City  free-lance  photographer 
who  worked  for  several  New 
Jersey  papers,  collapsed  and 
died  Sept.  15  as  he  was  taking 
pictures  of  victims  of  the 
Newark  Bay  train  crash. 

Howard  W.  Huntington,  a 
statistician  for  tlie  New  York 
Times  financial  news  depart¬ 
ment  for  33  years,  was  a  com¬ 
muter  on  the  ill-fated  train.  He 
was  54  years  old.  He  had  worked 
for  the  Times  since  1925,  com¬ 
puting  the  daily  stock  averages. 
The  same  job  had  been  filled  by 
his  father  for  almost  50  years. 


Color  Production 
Problems  Discussed 


A  gloves-oflf  mechanical  pro¬ 
duction  free-for-all  stai-ting 
Tuesday  afternoon  and  con¬ 
tinuing  through  Wednesday 
morning  closed  the  Third  An¬ 
nual  Newspaper  ROP  Color 
Conference. 

A  panel  of  six  advertising 
agency  and  five  newspaper  art 
and  production  managers,  bol¬ 
stered  by  two  suppliers  and 
Richard  E.  Lewis,  manager  of 
the  Mechanical  Department, 
ANPA,  got  plenty  of  assists 
from  the  floor  as  they  jumped 
around  an  arena  of  122  ques¬ 
tions  printed  in  advance. 

Harry  Eybers,  Washington 
(I).  C.)  Post  and  Times  Herald, 
was  chaiiman  of  the  two  ses¬ 
sions.  Representing  agencies 
were  Philip  Barbieri,  of  Batter., 
Barton,  Durstine  &  Osborn, 
Inc.;  George  Andrew  of  Sulli¬ 
van,  Stauffer,  Colwell  &  Bay¬ 
less;  C.  L.  (Doc)  Pai’sons,  of 
Young  &  Rubicam;  Frank  Stolz, 
BBDO;  Milton  Sutter,  of  Cun¬ 
ningham  &  Walsh;  and  Michael 
Winow,  of  Ogilvy,  Benson  & 
Mather.  Other  panelists  were 
Gerry  Burke,  San  Diego  Union 
&  Tribune;  Ted  DePeugh. 
Miami  Herald;  Joseph  Mc¬ 
Mullen,  Milwaukee  Journal; 
Don  Lytle,  Lake  Shore  Electro¬ 
type  Division,  and  Vernon 
Spitaleri,  Sta-Hi  Corporation. 

Mr.  Spitaleri  answered  a 
question  carried  over  from  the 
ANPA  mechanical  conference  in 
Atlantic  City  last  June. 

“Where  is  ROP  going?”  was 
the  question.  When  it  was  first 
posed  the  questioner  intimated 
newspaper  color  was  still  in  its 
infancy  and  had  a  long  way  to 
go  before  reproduction  quality 
would  make  it  the  effective 
medium  it  should  be.  Mr.  Spit¬ 
aleri  had  taken  time  since  this 
meeting  to  write  out  a  reply, 
which  he  read  to  the  applause 
of  the  600  gathered  at  the  Wal¬ 
dorf  Astoria.  In  passing,  he 
took  a  swipe  at  pre-printed 
color  and  presented  slides  show 
ing  how  off-the-stands  news¬ 
paper  ROP  color  compared 
favorably  with  color  copy  in 
magazines. 

Full  Color  Here 

“I  submit,  gentlemen,  that 
properly  conceived  and  executed 
newspaper  color  has  made  pos¬ 
sible  effective  use  of  full  color  in 
newspapers  not  in  the  near  or 
distant  future  but  NOW!”,  Mr. 
Spitaleri  declared. 

“If  agencies,  newspapers  and 


suppliers — in  short  all  of  us 
concerned  —  would  direct  the 
energy  and  ingenuity  presently 
expanded  to  develop  excuses 
for  poor  results  and  channel  all 
this  energy  into  positive  action 
to  lick  the  problems  involved, 
we  would  make  tremendous 
strides  forward. 

He  closed  with  these  sug¬ 
gestions: 

“First  agencies  themselves 
have  the  greatest  power  to  bring 
about  substantial  improvement 
in  new  paper  color  reproduction 
by: 

“1.  Dropping  poor  quality 
papera  off  schedules  and  telling 
the  publisher  in  each  instance 
why  they  are  being  dropped.  I 
believe  the  laggards  in  quality 
would  get  into  line  fast.  Mean¬ 
while,  let’s  not  indict  an  entire 
industry  for  these  few  laggards 

“2.  Agencies  should  insist  that 
their  engravers  supply  them 
proofs  pulled  with  standard 
ANPA-AAAA  process  color  on 
garden  variety  new’sprint  with¬ 
out  make-ready  and  no  manipu¬ 
lation. 

“3.  Agencies  should  insist  that 
ANPA-AAAA  standard  inks 
be  used  not  only  by  their  en¬ 
gravers  but  by  the  newspapers 
as  well.” 

In  the  discussions  these  high¬ 
lights  stood  out: 

Discussion  Highlights 

A  newspaper  executive  sug¬ 
gested  that  the  ANPA  color 
service  provide  a  return  post¬ 
card  to  go  out  with  all  ROP 
color  orders.  On  the  card  would 
be  space  for  the  name  of  the 
newspaper,  the  ad  in  question, 
and  comments  on  any  problems 
encountered  in  the  way  of  regis¬ 
ter  marks,  progressive  proofs, 
ink  standards,  etc.  From  re¬ 
plies  to  these  questions  facts 
could  be  assembled  and  graphs 
of  improvements  chained. 

From  Albert  Lewis,  McCann- 
Erickson,  New  York:  “Check¬ 
ing  of  proofs,  mats,  plates,  etc , 
is  a  co-responsibility  of  news¬ 
paper  and  agency.  We  think  the 
responsibility  lies  primarily 
with  the  newspaper.  Unless  we 
hear  from  the  newspaper,  the 
plans  of  both  of  us  may  go  sour. 
Let  us  know  what  is  wrong. 
Give  us  a  chance  to  correct 
mistakes.” 

From  Mr.  Winow:  “Eh 
gravers  say  it  is  not  always 
possible  for  them  to  get  actual 
newsprint  for  proofs.  We  would 
like  to  see  a  central  newsprint 
source  set  up  to  provide  en¬ 


gravers  with  the  right  kind  of 
paper. 

“I  also  hope  newspapers  will 
find  a  way  to  solve  the  partial 
page  problem.  The  average  ad¬ 
vertiser  is  best  served  by  smaller 
than  page  advertising.  Budgets 
dictate  it.” 

Ink  Standards 

Iiwing  Brooks,  United  States 
Ink  Co.,  pointed  out  that  ANPA 
recommends  13  colors,  all  care¬ 
fully  tested,  which  can  be 
blended  into  any  formula  de¬ 
sired: 

Mr.  Lewis  said  ANPA  and 
all  major  ink  companies  can 
supply  the  ink  colors  and  for¬ 
mulas.  The  testing  service  for 
ink  is  functioning  and  has  now 
made  sufficient  tests  to  assure 
unifonn  quality  from  coast  to 
coast.  A  new  list  of  brand  name 
colors  containing  120  different 
fonnulas  is  being  issued  this 
week.  A  recent  check  showed 
that  451  newspapers  were  now 
using  ANPA  inks,  a  growth  of 
80  over  last  year. 

Ideal  Procedure 

“The  ideal  procedure,”  Mr. 
Lewis  said,  “would  be  for 
agencies  to  submit  proofs  to  us 
and  we  would  prepare  the 
proper  formula  to  be  distributed 
with  orders  going  to  news- 
papera.  A  number  of  agencies 
now  do  this.  We  have  worked 
with  them  on  several  Christmas 
campaigns  to  assure  a  uniform¬ 
ity  of  shades.  We  invite  all 
agencies  to  do  this  prior  to 
sending  out  their  orders  to 
newspapers.  It  can  be  handled 
in  14  hours,  but  we  prefer  at 
least  two  days  time.” 

Joe  Carroll,  Sinclair  &  Car- 
roll  Co.,  said  the  blending  sys¬ 
tem  of  inks  works  for  papers 
of  all  circulations.  He  also  de¬ 
clared  it  was  economical. 

Education  Needed 

Newspaper  salesmen  need 
education  in  ROP  color  as  well 
as  advertisers  and  their 
agencies.  Chairman  Eybers 
said.  He  called  upon  Joe  Lynch, 
the  Post  and  Times  Herald’s 
promotion  manager  to  tell  about 
the  clinics  and  the  ads  prepared 
to  teach  the  public  and  their 
own  staff  about  ROP. 

The  Chicago  Sun-Times 
printed  a  ROP  Color  glossary, 
but  got  best  results  when  ar¬ 
rangements  were  made  to  hold  a 
joint  meeting  of  its  production 
staff  with  the  Agency  Produc¬ 
tion  Managera  Association  of 
Chicago.  Now  many  problems 
are  solved  by  personal  tele¬ 
phone  calls,  he  said. 

Here  are  brief  notes  on  other 
questions  and  answers: 

Q:  Very  little  of  the  material 


we  receive  for  spot  color  jobs 
has  the  proper  register  marb 
or  any  at  all.  Will  the  pantl 
please  explain  to  the  agewy 
production  people  the  import¬ 
ance  of  register  marks  on  spot 
color  material? 

A:  (Mr.  McMullen)  Regis- 
tration  adds  considerably  to 
spot  color.  Advertising  gets 
best  attention  only  if  in  proper 
registration. 

Mr.  Eybers  said  fully  oik- 
thiixl  of  the  material  his  paper 
receives  comes  in  without  regis¬ 
ter  marks. 

Sutter:  Do  you  inform  the 
agency?  Perhaps  it  is  a  sin  of 
omission  rather  than  commis¬ 
sion. 

Eybers:  Yes  we  do,  and  they 
still  keep  coming, 

Stolz:  We  rarely  see  tte 
plates  we  buy,  nor  do  we  see  and 
check  all  the  proofs.  Responsi¬ 
bility  belongs  to  the  engravers 
and  electrotypers.  We  send  ont 
thousands  of  mats  and  plates. 
We  can’t  check  everyone  of 
them. 

McMullen:  You  should  make 
it  a  definite  specification  to  your 
suppliers. 

Mai  Moisture 

Q:  To  date  I  know  of  only 
one  company  that  sends  us  «Jor 
printing  material  in  the  form 
of  mats  sealed  in  moisture  proof 
packages.  .  .  .  Will  you  please 
have  someone  explain  what 
happens  to  these  mats  and  what 
it  is  doing  to  us  on  close  regis¬ 
ter  jobs? 

A:  (DePeugh)  In  Florida  we 
have  SO'/f  humidity.  Most  mats 
lay  in  the  Post  office  before 
delivery  and  there  are  often 
other  delays  before  they  reach 
the  stereotype  departm'^nK 
Shrinkage  occurs,  makine 
proper  register  impossible. 
Problems  could  be  solved  by  i 
slip  of  cellphane  around  the 
mats. 

A:  (McMullen)  Newspapers 
meeting  specifications  should  Ir 
taken  off  the  list  and  told  why 
Sometimes  the  differences  come 
from  not  cleaning  ink  fountains 
properly. 

Q:  In  adapting  a  maga””'' 
color  advertisement  to  BOj* 
what  steps  should  be  taken  in 
pi-eparation? 

Clean,  Crisp  Artwork 

A:  (WesterTpan)  The  men 
thing  is  the  75-line  screen.  If' 
however,  the  artwork  is  clean, 
crisp  and  is  in  watercolor  or 
casein,  it  should  come  up 
right  on  newsprint. 

(Sutter)  We  had  a  campaip 
for  Betty  Crocker  that  featured 
a  white  cake  with  a  chocolate 
frosting.  For  the  newspaper 
copy  we  dropped  all  colors  ex- 
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cept  black  and  white,  except  two  sets  of  mats,  one  Bista 
for  the  frosting,  where  we  used  treated,  or  highlighted,  the 
three  colors  and  black.  other  not.  Now  both  sets  are 

(Winow)  For  newspapers  it  Bista  treated. 

15 best  to  lessen  the  subtle  tones.  (William  G.  Dorris,  Des 
Q:  What  type  of  art  repro-  Moines  Register  &  Tribune) : 
duces  best  in  ROP?  We  have  used  both  Bista  and 

A:  (Westerman)  Opaque  glass  mats  and  also  have  used 
iFutercolors  or  transparent  our  own  make  ready.  We  like 
cdors  are  best  for  ROP.  Cai*bo  to  have  it  built  in.  Bista  or  glass 
prints  and  washout  reliefs  can  are  equally  satisfactory, 
be  used  with  proper  handling.  • 

(Mr.  Lewis  called  attention  A  J  *  J.  TD  1 
to  Bulletin  No.  8  sent  out  by  /VllQll  iLUlG 
ANPA-AAAA  on  the  subject). 

(J:  What  kind  of  consistency  A  r-\  1  *  o  -f- 

from  paper  to  paper  can  we  /VUDllGS  LO 
expect  to  get  on  spot  color  in  *  ^ 
which  a  matched  color  is  used:  A  1 
A:  (McMullen)  If  you  specify  /\(J  V_>lOri  iGo  to 
.VNPA-AAAA  inks,  you  should 

^  excellent  results.  At  a  meeting  of  the  Board  of 

Q:  WTiy  do  some  papers  ask  Directors  in  New  York  last  week 
for  more  than  one  set  of  mats,  an  addition  to  the  rule  for  all 
while  others,  even  large  papers,  publications  covering  contests 
are  satisfied  with  one  set?  and  coupons  was  adopted  for 

A:  (Eybers)  We  ask  for  the  the  Audit  Bureau  of  Circula- 
extra  set  for  protection  in  case  tions. 

we  break  or  bum  a  mat.  The  new  rule  clarifies  the 

(J:  What  is  the  best  screen  to  Bureau’s  position  regarding  the 
use  for  ROP  color?  publicizing  of  a  coupon  offer 

A:  (Burke)  We  recommend  appearing  in  an  advertiser’s 
65  for  the  main  reason  that  advertisement  in  the  publica- 
some  art  does  not  come  up  well  tion,  and  the  relationship  of 
with  75.  The  65  will  go  any-  copies  carrying  the  publicized 
where.  It  is  safer  to  stick  with  offer  and  the  Bureau’s  standards 
it  unless  you  have  excellent  art.  for  paid  circulation. 

(Spitaleri) :  If  the  copy  is  The  newly  adopted  rule  addi- 
srood  enough,  75-line  screen  is  tion  (to  Section  6,  Article  V, 
all  right.  Any  newspaper  that  Chapter  B),  which  becomes  ef- 
can’t  print  65-line  screen  doesn’t  fective  Jan.  1,  1959,  says  that 
deserve  to  be  on  a  national  “when  a  publication  publicizes 
schedule.  in  any  way  a  coupon,  prize,  o- 

w  .  award  sponsored  by  an  adver- 

Moldmg  PlaM.c,  featured  in  the  adver- 

Q:  Explain  the  difference  be-  tiser’s  advertisement,  and  the 
tween  hot  and  cold  molding.  We  represented  value  is  more  than 
are  still  getting  plastic  material  50  per  cent  of  the  basic  single 
!nade  to  the  hot  mold  size  that  copy  price,  all  copies  of  the 
will  not  take  the  heat  required  issue  in  which  such  coupon  ap- 
during  direct  pressure  hot  pears  will  not  qualify  as  paid 
molding.  circulation.  The  circulation  of 

A:  (Lytle  and  McMullen)  ‘ssues  in  which 

Hot  molding  involves  tempera-  publicized  coupon  appears 

tures  as  high  as  350  to  375  excluded  from  computa- 

degrees;  cold,  from  0  to  150  average  paid  circulation 

degrees,  depending  on  condi-  Publisher’s  Statement  or 

tions.  Normal  plastic  plates  Report, 

used  for  dealer  cuts  cannot  be  .  clarification  is  aimed  at 

liot  molded,  since  they  cannot  from  pub- 

®t4nd  temperatures  higher  than  lidding  in  advance  an  issue  that 
120  degrees.  contain  a  coupon  from  an 

Q:  (Winow).  I  have  heard  advertiser,  whose  coupon  offer 
of  the  new  glass  mats  that  do  worth  more  than  50  per  cent 
not  require  highlighting,  main-  paper’s  basic  jingle  copy 

Gaining  high  and  middle  tone  officials  explained, 

values.  Are  they  better  than  does  not  put  a  ban  on 

•naU  that  provide  highlighting  coupon  advertising,  but  does 
on  their  reverse  side?  Isn’t  it  newspapers  from  exploit¬ 
ive  job  of  the  supplied  to  send  ®ds  in  advance  of 

out  mats  properly  highlighted?  Publication. 

(Eybers)  Some  news-  • 


ANPA  and  UPI  Protest 
Teleprinter  Increase 


Molding  Plastics 
Q:  Explain  the  difference  be- 


molding. 

A:  (Lytle  and  McMullen) 


Papers  do  their  own  highlight-  Arthur  Good  Dies 

generally  they  do  not  Boston 

ouve  the  time,  nor  are  they  Arthur  J.  Good,  72,  assistant 
^^PPed  to  do  so.  We  do  need  managing  editor  of  the  Boston 
‘Puighted  mats  and  are  agreed  Daily  Record,  died  Sept.  12  at 
^emlly  that  it  should  be  done  the  Vetci-ans  Administration 
y  me  mat  makers.  Hospital.  He  began  his  career 


mat  makers. 


(Lytle)  We  used  to  send  out  as  a  copy  boy  53  years  ago. 
Editor  &  publisher  for  September  20,  1958 


The  American  Newspaper 
Publishei-s  Association  and  the 
United  Press  International  are 
among  several  groups  which 
have  filed  separate  petitions 
asking  the  Federal  Communica¬ 
tions  Commission  to  suspend  in¬ 
creases  in  leased  teleprinter 
sei-vice  rates  sought  by  the 
American  Telephone  &  Tele¬ 
graph  Co.  and  Western  Union 
Telegraph  Co. 

The  ANPA  asked  for  a  hear¬ 
ing  on  the  legality  of  the  pro¬ 
posed  increases.  The  two  com¬ 
panies  had  filed  tariff  revisions 
to  increase  rates  on  Oct.  1. 

Pointing  out  that  it  repre¬ 
sents  more  than  90%  of  the 
newspaper  circulation  in  the 
United  Staites,  the  ANPA  said: 

“This  petition  is  submitted 
not  only  in  behalf  of  the  daily 
newspaper  publishers,  but  also 
in  behalf  of  the  readers  they 
seiwe. 

Curtail  News 

“Any  increase,’’  it  said,  “will 
necessarily  have  the  effect  of 
curtailing  the  news  and  infor¬ 
mation  reaching  the  American 
people. 

“The  impact  will  be  felt  espe¬ 
cially  by  the  smaller  news¬ 
papers  where  operating  mar¬ 
gins  are  so  narrow  that  such 
increases  cannot  be  tolerated. 

“The  increases  would  have  a 
serious  impact  upon  the  press 
and  the  dissemination  of  news 
to  the  public.’’ 

The  FCC,  the  petition  said, 
has  in  effect  twice  denied  the 
requests  of  the  carriers  for  any 
interim  increases. 

“Only  by  suspending  the 
tariffs,”  the  petition  said,  “can 
the  commission  protect  the  pub¬ 
lic  interest. 

“If  the  tariffs  are  allowed  to 
go  into  effect  then  any  curtail¬ 
ment  of  news  to  the  public  that 
will  result,  cannot  be  compen¬ 
sated  for  later  on  by  any  re¬ 
funds  of  money  the  commission 
might  order. 

“Thus  the  injury  to  the  press 
and  public  would  be  irrepar¬ 
able  .  .  .” 

In  its  petition,  the  UPI  stated 
that  revisions  proposed  bv 
AT&T  would  raise  by  $1,000,000 
a  year,  or  28^4%,  the  A'T&T 
charges  to  UPI  for  teleprinter 
services.  The  UPI  was  to  file  a 
separate  petition  against  the 
Western  Union  proposal  for  in¬ 
creases. 

“UPI  cannot  stress  too 
strongly,”  the  petition  said,  “the 
very  serious  and  injurious  ef¬ 
fect  which  these  increases  would 


have  upon  it,  upon  the  press  in 
general  and  upon  the  public  if 
permitted  to  become  effective  .  .  . 

“In  the  face  of  generally 
mounting  costs  a  sudden  in¬ 
crease  of  such  proportions  would 
result  in  a  serious  curtailment 
of  the  flow  of  news  and  intelli¬ 
gence  to  the  American  public, 
which  is  so  basic  and  essential 
to  the  preservation  of  our 
American  democracy.” 

The  petition  said  UPI  pays 
AT&T  more  than  $3,500,000  an¬ 
nually  for  teleprinter-grade 
seiwices,  indispensable  to  the 
press  association’s  function. 

The  UPI  asked  for  a  hearing 
on  the  tariff  revisions  and  said 
that  if  rates  for  teleprinter 
services  must  be  increased,  it 
would  urge  and  produce  evi¬ 
dence  to  justify  the  Commission 
in  prescribing  special  press 
rates  “so  as  to  preserve  and 
encourage  press  use  of  such 
facilities  and  to  assure  that  the 
free  flow  of  news  to  the  Ameri¬ 
can  public  will  be  continued  and 
expanded.”  UPI  pointed  out  that 
until  1943  the  AT&T  did  have 
press  rates  for  its  private  line 
services. 

Need  Denied 

“UPI  strongly  protests  the 
revisions,”  the  petition  said, 
“.  .  .  insofar  as  they  impose 
greatly  increased  charges  for 
private  line  teletypewriter  serv¬ 
ices,  channels  and  station  equip¬ 
ment  upon  the  ground  that  they 
are  unjust,  unreasonable  and 
patently  discriminatory  against 
press  customers  and  that  no 
need  or  justification  exists 
therefor. 

“Since  their  lawfulness  is  al¬ 
ready  subject  to  investigation 
and  hearing,  that  factor  alone 
should  afford  adequate  grounds 
for  suspension.” 

The  FCC  denied  on  July  24 
a  requested  interim  increase  on 
grounds  that  the  Commission 
was  not  then  in  a  position  to 
decide  the  “need  and  justifica¬ 
tion”  for  such  increases.  On 
August  15  AT&T  filed  a  revised 
tariff  schedule. 

“To  permit  the  revised  sched¬ 
ules  to  become  effective,”  the 
petition  said,  “would  ...  be 
tantamount  to  granting  the 
AT&T  the  very  relief  which  the 
Commission  on  July  24  denied 
to  it.  .  .  .  Under  these  circum¬ 
stances  we  contend  that  a  sus¬ 
pension  order  is  clearly  indi¬ 
cated.” 


Editorial  Color 

{Continued  from  page  11) 

run  awfully  fast  to  catch  up 
when  it  gathers  a  full  head  of 
steam.  We  don’t  like  to  run.” 

Steven  Speaks 

Reader  surveys  showing  the 
impact  of  editorial  color  were 
cited  by  Mr.  Steven,  who  said 
in  part: 

“Scientists  tell  us  that  dogs 
cannot  see  color.  They  live  in 
a  gray-scale  world.  Not  enough 
dogs  read  newspapers.  It  is 
high  time  that  we  print  papers 
for  people. 

“It  is  time  that  we  learn  the 
lesson  that  nearly  broke  Henry 
Ford.  His  Model  T  was  avail¬ 
able  in  any  color — ^so  long  as  it 
was  black. 

“It  is  time  that  we  recognize 
that  the  key  law  in  our  com¬ 
petitive  business  society  is:  Im¬ 
prove  the  product  or  perish. 

“The  decision  to  go  into  the 
regular  use  of  news  pictures  in 
full  color  raised  an  interesting 
set  of  challenges  for  us.  The 
four  most-often  asked  questions 
are: 

“(1)  But  can  you  print  color 
well? 

“(2)  But  can  you  make  color 
pictures  fast  enough  to  be  news? 

“(3)  But  can  you  get  enough 
news  color  pictures? 

“(4)  But  isn’t  it  awfully 
expensive? 

3,600  Color  Pix 

“Now,  31  months  and  3,600 
color  pictures  later.  I’d  like  to 
report  on  our  experience  on 
each  one. 

“Our  color  printing  is  gen¬ 
erally  as  good  as  our  black 
printing  if  for  no  other  reason 
than  that  we  pay  more  attention 
to  it.  But  it  is  newspaper  print¬ 
ing — at  high  speeds,  on  not-too- 
white  newsprint. 

“When  we  began  the  regular 
use  of  news  color,  it  took  11 
steps  from  picture  to  press 
plate.  Today,  it  takes  seven. 

“We  have  never  been  short 
of  color  pictures.  The  Associated 
Press  has  been  very  helpful. 
There  are  a  number  of  excellent 
agencies  supplying  us  with  news 
color  pictures.  And  amateur 
photographers,  whether  on  the 
staff  or  in  the  public,  are  a  con¬ 
stant  source  of  good  pictures. 

“The  principal  change  that 
color  news  pictures  make  is 
that  we  have  to  plan  ahead. 
We  have  to  anticipate  news  on 
a  world-wide  basis.  Planning 
ahead  helps  the  quality  of  any 
newspaper. 

Cost  Considered 

“Yes,  color  pictures  cost 
money.  Any  improvement  costs 


money.  But  we  have  found  that 
the  regular  use  of  color  has 
advantages.  Our  best  estimate 
is  that  we  now  make  color  plates 
for  about  one-fourth  the  cost  of 
the  first  color  we  printed.  And, 
while  color  film  costs  more,  the 
use  of  smaller  cameras  reduces 
the  amount  of  film  used. 

“Actually,  while  color  pic¬ 
tures  cost  money,  so  does  an 
added  column  of  news  hole,  and 
if  it  were  a  choice  between  color 
pictures  and  news  hole.  I’d  take 
the  former. 

Reading  Time  Gains 

“I  say  this  because  of  the  re¬ 
sults  that  our  surveys  show.  The 
reading  time  in  minutes  which 
the  average  reader  was  giving 
to  the  Star  had  been  declining 
slowly  for  five  years  prior  to 
1956.  Then  came  color  news 
pictures.  The  decline  has 
stopped,  and  the  average  read¬ 
ing  time  is  slowly  climbing  for 
adults,  and  zooming  for  the  10 
to  17  age  group. 

“But  something  else  hap¬ 
pened,  too :  The  average  number 
of  persons  reading  each  copy 
of  the  Star  increased.  The  in¬ 
crease  among  adults  was  not 
great.  But  among  readers  in 
the  10  to  17  age  bracket,  the 
number  leading  the  Star  went 
up  50%.  In  that  same  time, 
these  same  people  reported  their 
television  watching  time  went 
down. 

“Thus,  we  find  that  color  in¬ 
creases  readership,  increases 
reader  time,  increases  the  num¬ 
ber  of  readers,  and  creates  an 
impression  of  progressiveness. 

“But,  judging  as  an  editor, 
it  does  other  things,  too.  It 
increases  variety  in  the  news. 
You  will  find  that  we  have 
printed  news  color  pictures  from 
more  than  50  countries  of  the 
world. 

“Only  a  color  picture  can  tell 
you  what  the  eye  sees.  Only  a 
color  picture  gives  you  accuracy 
in  photographic  reporting. 

“Color  is  practical  today,  and 
essential  tomorrow  for  good 
newspapers  everywhere.” 

Harwell  Speaks 

Successful  editorial  color  use 
was  outlined  in  the  closing  talk 
of  the  panel  by  Mr.  Harwell, 
who  said  in  part: 

“One  of  the  most  exciting 
things  that  has  happened  in 
communications  in  our  genera¬ 
tion  has  been  the  introduction 
of  color  into  the  news.  And  one 
cf  the  most  gratifying  aspects 
of  this,  so  far  as  I  am  con¬ 
cerned,  has  been  the  develop¬ 
ment  of  the  use  of  color  in 
newspapers. 

“I  might  cite  to  you  the  fact 
;  that  a  survey  of  the  Milwaukee 
i  (Wis.)  Journal  showed  that 


Adding  to  their  knowledge  about  color:  John  L  Coughlin,  advertising 
director  of  the  Hartford  (Conn.)  Courant,  and  James  Parselli,  color 
coordinator  of  the  Troy  (N.Y.)  Record  Newspapers. 


readership  of  photos  in  color 
showed  gains  over  black  and 
white  reproduction  ranging 
from  20%  to  200%. 

“That  is  an  impressive  figui-e. 
Most  any  newspaper  editor 
would  be  happy  to  settle  for  a 
20%  increase  of  readership. 
When  he  sees  that  using  a  color 
photo  rather  than  a  black  and 
v/hite  one  has  increased  reader- 
ship  by  as  much  as  200%,  he 
should  jump  for  joy — that  is,  if 
his  newspaper  ja  using  color. 

“Newspapers  are  coming  into 
the  fold  of  color  production 
almost  every  day.  And  the 
quality  of  the  product  is  on  an 
upgrade  that  is  truly  amazing. 

Calls  for  Converts 

“The  success  of  each  convert 
makes  him  immediately  a  mis¬ 
sionary.  I  hope  some  of  the 
non-believers  are  in  the  wings 
today.  It  would  be  wonderful 
if  this  meeting’s  enthusiasm 
would  take  hold  of  them. 

“I’d  make  the  bold  statement 
to  them  that  they  might  as  weil 
come  shouting  down  the  sawdust 
trail  today.  No  daily  newspaper 
will  be  able  to  resist  much 


longer  the  saving  virtues  of 
ROP  color. 

“Its  beauty  and  rewards  are 
too  great  to  be  denied  in  today’s 
sharp  competition  for  the 
reader’s  attention  and  the  ad¬ 
vertiser’s  dollar. 

Fresh  and  Stimulatinf 

“To  those  easily  discouraged, 
may  I  cite  our  history.  Ten 
years  ago  we  had  no  color  in 
the  paper.  We  had  no  expen- 
ence,  no  trained  i)ersonne!,  no 
color  equipment,  no  nothing. 
Then  the  publisher  issued  n 
directive:  ‘Fill  the  paper  wift 
color.’ 

“What  our  advertising  de¬ 
partment  has  done  truly  amaaej 
me — from  nowhere  in  1948  to 
25th,  nationally,  in  1950  and 
to  fourth  in  1957. 

“We  have  the  proof  that  ow 
advertisers  like  color.  We  have 
equally  convincing  proof  that 
our  readers  like  it.  All  w 
members  are  aware  of  doing 
something  fresh  and  stiinu- 
lating.  That’s  why  ROP  cw 
is  rewarding  and  that’s  why  a* 
fun.  The  list  of  converts  is 
sure  to  grow.” 


Confidential 

•  Negotiations 

•  Appraisals  •  Financing 

of 

Newspaper,  Radio  &  Television  Properties 

BLACKBURN  &  COMPANY 
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AP  Is  Suing 
Taft-Ingalls 
On  Contract 

Cincinnati 

The  Associated  Press  has 
Hied  a  breach-of-contract  suit 
ipunst  the  Taft-Ingalls  Cor¬ 
poration,  successor  to  the  Cin- 
tinnati  Times-Star  Company, 
Inc.,  with  a  monetary  claim  of 
1153,703.43. 

The  suit,  filed  in  the  Federal 
District  Court,  is  based  upon  an 
AP  by-law  which  requires  a 
member  to  give  two  years’  notice 
of  withdrawal.  According  to 
the  complaint,  the  Times-Star 
agreed  to  this  terminal  condi¬ 
tion  when  it  began  receiving  AP 
service  Aug.  4,  1948. 

AP  service  to  the  Times-Star 
was  cancelled  last  July  26  when 
the  newspaper  publishing  com¬ 
pany  sold  its  assets  to  the  E.  W. 
Scripps  Company  and  the 
Times-Star  was  consolidated 
with  the  Cincinnati  Post. 

AP  asserts,  in  the  court  ac¬ 
tion,  that  it  was  not  given  prop¬ 
er  notice — two  years  in  advance, 
in  writing — of  the  sale  of  the 
Times-Star.  Robert  N.  Gorman, 
former  Ohio  Supreme  Court  jus¬ 
tice  who  is  local  counsel  for  AP, 
said  the  case  has  a  precedent  in 
a  California  decision  of  1942. 
Federal  Judge  Yanhwitch,  at 
that  time,  ruled  in  favor  of  the 
press  service. 

In  the  California  case  the 
court  found  that  AP,  as  a  non¬ 
profit  membership  corporation, 
could  require  such  terminal  no¬ 
tice.  He  cited  as  an  important 
element  of  the  decision  the  fact 
that  the  AP  membership  as  a 
whole  would  suffer  loss  of  the 
news-gathering  service  of  a 
member  and  therefore  adequate 
notice  of  withdrawal  was  prop¬ 
er. 

The  Times-Star  had  been  pay¬ 
ing  an  AP  assessment  of  ap¬ 
proximately  $1,500  a  week.  The 
claim  is  for  104  weeks  of  serv¬ 
ice,  less  $43  a  week  cost  of  wire 
and  mechanical  facilities. 

Robert  A.  Taft  Jr.,  attorney 
for  Taft-Ingalls,  said  the  pres¬ 
ent  suit  is  “without  foundation”. 

Mr.  Taft  said  the  contract 
sign^  by  Hulbert  Taft  fails  to 
specify  that  service  was  to  be 
provided  or  paid  for  after  the 
^™®®~Star  ceased  publication. 

Mr.  Taft  said  Times-Star  of¬ 
ficers  were  denied  repeated  re¬ 
quests  to  appear  before  AP  di¬ 
rectors. 

Judge  Gorman  said  AP  ar¬ 
ranged  a  conference  in  New 

ork  but  Taft-Ingalls  people  did 
not  attend. 

editor  at  PUBLISHER 


Urges  Public 
Be  Informed 
About  Secrecy 

Lake  Placid,  N.  Y. 
Members  of  the  New  York 
State  Publishers  Association 
were  urged  to  acquaint  the  pub¬ 
lic  with  reasons  for  newspaper 
opposition  to  secrecy  provisions 
of  the  Youth  Court  Act. 

Benjamin  H.  Carroll,  general 
manager  of  the  White  Plains 
Reporter-Dispatch,  told  the  pub¬ 
lishers  here  this  week  that  most 
newspapers  “favor  improved 
legislation  to  combat  juvenile 
delinquency. 

“Our  position  is  not  under¬ 
stood  by  some  proponents  of  the 
legislation,”  he  added.  “We  op¬ 
pose  the  Youth  Court  Act  be¬ 
cause  its  provisions  would  deny 
the  public  the  right  to  know  how 
laws  are  being  enforced.” 

Application  of  the  Youth 
Court  Act,  which  would  set  up 
a  new  judicial  treatment  of  juve¬ 
nile  offenders,  has  been  post¬ 
poned  by  the  legislature  until 
April  1,  1959. 

Explanation  of  new  Pennsyl¬ 
vania  legislation  prohibiting  se¬ 
cret  transmission  of  public  busi¬ 
ness  was  given  by  G.  Richard 
Dew,  general  manager  of  the 
Pennsylvania  Newspaper  Pub¬ 
lishers  Association. 

Jack  Chandler,  UPI  division 
representative  in  Albany,  urged 
the  publishers  to  support  laws 
which  would  prevent  the  “fed¬ 
eral  brand  of  airtight  secrecy 
from  creeping  into  state  and 
local  governments.” 

E.  A.  O’Hara,  retired  pub¬ 
lisher  of  the  Syracuse  Herald- 
Joumal,  was  awarded  an  honor¬ 
ary  membership  in  the  Inter¬ 
national  Printing  Pressmen  and 
Assistants’  Union  of  North 
America  by  A.  J.  DeAndrade, 
vicepresident  of  the  union. 

Before  the  presentation,  Mr. 
DeAndrade  praised  publishers’ 
cooperation  with  his  union. 

Nelson  A.  Rockefeller,  Repub¬ 
lican  candidate  for  Governor, 
made  a  compaign  speech  at  the 
publishers’  dinner  meeting.  He 
accused  the  Democratic  adminis¬ 
tration  of  Averell  Harriman  of 
being  responsible  for  a  lag  in 
the  state’s  economic  growth. 

In  the  election.  Gene  Robb 
of  the  Albany  Times-Union 
(Hearst)  moved  up  to  president, 
succeeding  Clifford  J.  Nuhn  of 
the  Poughkeepsie  New  Yorker. 
Mr.  Robb  will  be  in  charge  of 
'  the  association’s  winter  meeting 
in  New  York  City. 

Fritz  S.  Updike,  Rome  Senti- 
■  nel,  was  elected  vicepresident; 

1  Frank  Baker,  Yonkers  Herald- 
Statesman,  secretary-treasurer. 

for  September  20,  1938 


David  Hogue, 
Utica  Papers’ 
Manager,  Dies 

Utica,  N.  Y. 
J.  David  Hogue,  69,  general 
manager  of  the  Utica  Daily 
Press  and  06- 

0  server  -  Dispatch 
and  a  director  of 
the  Gannett 
Newspaper 
group,  died  of  a 
heart  attack  Sept. 
12  while  vaca¬ 
tioning  in  Rome, 

Mr.  and  Mrs. 
Hogue  Hogue  went 
abroad  in  Au¬ 
gust.  They  were  on  their  way 
from  their  hotel  to  the  Rome 
airport  to  meet  W.  D.  Maxwell, 
editor,  and  Wilfred  R.  Smith, 
sports  editor  of  the  Chicago 
Tribune,  when  Mr.  Hogue 
fainted  on  the  street. 

Mr.  Hogue  had  been  man¬ 
ager  of  the  Utica  newspapers 
since  Oct.  1,  1937,  by  appoint¬ 
ment  of  the  late  Frank  Gannett. 

His  wife  was  the  former  Mil¬ 
dred  Robison  of  Greensburg, 
Ind.  Other  survivors  are  a 
daughter,  Mrs.  Jack  P.  Cady,  of 
Utica,  and  a  sister,  Mrs.  Irene 
H.  Emison  of  Scarborough.  Mr. 
Hogue’s  body  was  cremated. 


Shumberger 
Of  Allentown 
Papers,  Dies 

Allentown,  Pa. 

Major  J.  C.  Shumberger,  85, 
chairman  of  the  board  and  pub¬ 
lisher  of  the  Call-Chronicle 
Newspapers,  died  here  Sept.  16. 

Associated  with  the  news¬ 
papers  since  1913,  he  served  as 
controller  from  1935  to  1948 
when  he  succeeded  the  late 
Royal  W.  Weiler  as  president 
and  became  a  co-publisher  with 
the  late  David  A.  Miller.  Since 
1952  he  was  board  chairman. 

Before  purchasing  his  own 
substantial  interests  in  the 
newspaper  firm,  publisher  of  the 
Morning  Call,  Evening  Chron¬ 
icle  and  Sunday  Call-Chronicle, 
he  was  comptroller  of  the  Le¬ 
high  Portland  Cement  Co.  He 
was  one  of  the  organizers  of 
the  Controllers  Institute  of 
America. 

He  was  a  member  of  the 
board  of  the  First  National 
Bank  of  Allentown,  a  trustee  of 
the  Estate  of  the  late  General 
Harry  C.  Trexler,  a  co-owner  of 
the  Allentown  Steam  Heating 
Co.  and  a  leader  and  worker  in 
many  community  enterprises. 

Early  in  his  career  he  organ¬ 
ized  and  operated  the  Lebanon 
Business  College,  the  School  of 
Commerce  in  Harrisburg  and 
the  Carlisle  Commercial  College. 
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ANNOUNCEMENTS 
_ Newspaper  Brokers _ 

THE  MARKET  PLACE  for  Southern 
newspai>ers.  Newsi>ai>er  Service  Co., 
601  Ga.  Saving*  Bank  Bldg.,  Atlanta, 
Ga. 

WESTERN  NEWSPAPERS 
Joseph  A.  Snyder,  12163  W.  Wash¬ 
ington  Boulevard,  Los  Angeles  66, 
Calif.  Day  or  NIte  Phone;  EX  1-5238. 
it  it  30  YEARS  on  the  Pacific  Coast. 
Stypes,  Rountree  &  Co.,  626  Market 
St.,  San  Francisco  6,  California. 

CONFIDENTIAL  INFORMATION 

Daily  Newspaper  Properties 
W.  H.  Glover  Co.,  Ventura,  Calif. 
SALES-PURCHASES  handled  with  dis- 
cretion.  Write  Publishers  Service,  P.O. 

Box  3182,  Greensboro,  N.  C. _ 

THE  DIAL  AGENCY 
“AHjerica's  No.  1  Newspaper  Broker" 
15  Waverly,  iWroit,  Mich.  TO.  6-5864. 
IT'S  NOT  the  down  payment  that 
buys  the  newspaper — it’s  the  person¬ 
ality  and  ability  of  the  buyer.  This 
is  why  we  Insist  on  person^  contact 
selling. 

LEN  FEIGHNER  AGENCY 
Box  192  Mt.  Pleasant,  Mich. 

OUR  CONCERN  is  equally  great  for 
the  buyer  as  for  the  seller.  We  place 
our  clients  where  they  can  be  both  suc¬ 
cessful  and  happy.  GABBERT  &  HAN¬ 
COCK,  8709B  Arlingtoo  Ave.,  River- 

side,  California. _ 

WE  HANDLE  only  proven  properties 
I  in  flourishing  mid-west.  Herman  Koch, 
I  2923  Virginia  St.,  Sioux  City,  Iowa. 


ANNOUNCEMENTS 
_ Newspaper  Brokers 

MAY  BROTHERS,  Binghamton,  N.  T. 
Established  1914.  Newspapers  bought 
and  sold  without  publicity. 

_ Newspaper  Appraisers _ 

NEWSPAPER  VALUATIONS 
Tax  and  all  other  purposes. 

Over  146  valuations  to  date. 
Dailies  from  coast  to  coast. 
Eixperienced  eourt  witness. 
Comprehensive  reports  made. 
Many  have  been  made  by  mall. 

A.  S.  VAN  Bia^TMUYSEN 
446  Ocean  Avenue,  Brooklyn,  N.  T. 

_ Publications  For  Sale 

LISTINGS 


LOCATION 

PRICE 

CASH 

Chart  Area  3* 

t  6,000 

S  8,000 

Chart  Area  4 

10,000 

6,000 

Chart  Area  3 

30,000 

16,000 

Chart  Area  2* 

30,000 

15,000 

Chart  Area  4 

60,000 

20,000 

Chart  Area  3** 

40,000 

Chart  Area  4 

186,000 

186,000 

*No  plants 
**  Partnership 

Write  us  what  specifically  interests 
you  and  how  much  you  can  invest. 

PUBLISHERS  SERVICE 

P.  O.  Box  3132,  Greensboro,  N,  O. 
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ANNOUNCEMENTS 


Publications  For  Sale 


COOL  CAUFX)RN1A  SEACOAST 
weekly  frrossingr  $56,00€,  fine  rural 
location.  Adequate  plant,  itood  grrowth 
area.  Fine  climate.  Price  $55,000,  in¬ 
cluding  receivables,  $20,000  down. 

SOUTHVVESTERN  WEEKLY  CHAIN 
groesing  $80,000,  price  $80,000,  $20,000 
down.  Fine  plant,  about  $9,000  in  real 
estate,  rural  area,  healthful  climate, 
real  western  country.  J.  A.  Snyder, 
Newspaper  Broker,  12163  W.  Washing- 
ton  Blvd.,  Los  Angeles  66,  Cal. 

SOUTHEAST  MONOPOLY  MARKET 
Newspapers  and  66%  interest  Radio 
Station,  $150,000,  29%  down  payment. 
CHAPMAN  COMPANY.  1182  West 
Prachtree,  Atlanta,  Georgia;  33  West 
Micheltorena,  Santa  Barbara,  Califor¬ 
nia  ;  1270  Avenue  of  Americas,  New 
York,  N,  Y, _ 

DEEP  SOOJTH  B3CCLUSIVE  WEEK¬ 
LY.  county  seat,  $86.0t0  with  at  least 
$25,000  cash  down.  Bailey-Krehbiel, 
Box  396,  Salina,  Ks. 

EAST  OF  PITTSBURGH.  Six-day 
Newspaper,  five  evenings  and  Sunday 
morning.  Circulation :  Daily  4,000, 
Sunday  9,500.  Gross  income  $.350,000. 
Priced  at  $400,000  on  terms,  $350,000 
cash.  Personal  data  and  finances  with 
first  letter  please.  Complete  confidence 
expected. 

Our  No.  0288.  May  Brothers,  Bing¬ 
hamton,  N.  Y. 

OFFSEr  community  weekly,  fine  facili¬ 
ties,  famous  town,  2  hour  drive  from 
New  York  City:  full  price,  $22,000, 
terms.  Box  4023,  Editor  &  Publisher. 

OFFSET  -  LETTERPRESS  newspaper- 
job  shop.  August  gross  $3300:  payroll 
$1500.  Daily  possibility.  Owner’s 
health.  $30,000.  Real  estate  available, 
lease  or  sale.  Chart  Area  9.  ^x  4009, 
Editor  &  Publisher. 

WESTERN  COLORADO 
Exclusive  offset  weekly.  Good  shop 
help.  Priced  way  under  $31,000  gross. 
$8-10.000  down.  Box  4030,  Editor  & 
Publisher. 

IF  you  have  been  considering  the  pur¬ 
chase  of  a  western  weekly  or  daily 
anywhere  in  the  United  States  see  us 
first  I  We  offer  an  cutatanding  list  of 
profitable  properties  in  every  price  and 
gross  class. 

JACK  L.  STOLL  &  ASSOCIATES 
Newspaper  Brokers 
6381  Hollywood  Blvd. 
Hollywood  28,  California 


Advertising  Rates 

CLASSIFIED 

Line  Rotes  EACH  CONSECUTIVE 
Insertion 

SITUATIONS  WANTED  (Payable  with 
order)  4  times  @  50c  per  line  EACH 
insertion;  3  times  @  5^;  2  @  60c; 
1  @  65c.  Add  20c  for  Box  Service. 
JOB  APPLICANTS  may  have  a  supply 
of  printed  employment  application  forms 
by  sendinp  self-addressed  8c  stamped 
envelope  to  E&P  Classified  Dept. 

ALL  OTHER  CLASSIFICATIONS: 
4  times  @  95c  per  line  EACH  insertion; 
3  times  @  $1.00;  2  times  @  $1.05; 
1  ®  $1.10.  3  line  minimum.  Add  20c 
for  Box  Service. 

$t.OO  SERVICE  CHARGE  FOR  AIRMAIL 

DEADLINE  FOR  CLASSIFIED  AD¬ 
VERTISING.  Wtdnosdoy,  4  p.m. 

Count  30  units  per  line,  no  abbreviations 
(add  1  line  for  box  information.)  Box 
holders’  identities  held  in  strict  con¬ 
fidence.  Replies  mailed  daily.  Editor  & 
Publisher  reserves  the  right  to  edit  all 
copy. 

DISPLAY  RATES 

Agate  1  6  13  26  52 

Lines  Time  Times  Times  Times  Times 
564  $510  $430  $405  $370  $330 

282  290  240  228  210  190 

141  165  140  128  123  110 

70  105  95  84  72  66 

35  62  54  48  45  40 

Editor  &  Publisher 

1700  Tlmns  Towar  N.  Y.  36.  N.  Y. 
Phenn  BRyant  9-3052 


ANNOUNCEMENTS 


Publications  Wanted 


EXPERIENCHD  NEWSMAN  has  $600, 


MACHINERY  and  SUPPUES 


Composing  Room 


WE  MAY  BE  forced  to  increase  prices  ] 


MACHINERY  and  SUPPLIES 


000  to  invest  towards  purchase  of  soon — Buy  now  while  prices  are  low  1 
good  small  daily.  Replies  treated  with  There’s  none  better  at  any  price, 
confidence.  Box  4024.  Editor  &  Pub-  L.  A  B.  Heavy  Duty  Newspaper  Turtles 
lisher.  $84.50  to  $97.50.  Write  for  literature. 

„  .  „  L.  &  B.  Sales  Company,  Box  560, 

Business  Opportunities  Phones  27  or  96,  Elkin,  N.  C. 

WANTED  —  AGENTS  to  represent  ^ 

unique  and  profitable  artists’  service.  newsprint 

Box  3815,  Editor  &  Publisher.  _____  ,,, 

WANTED:  experienced  advertising 

manager,  able  to  invest  appreciable  ®  K  Y  K  Y 

capital  in  well-established  suburban  _ 70  E.  45  at . . 

weekly  newsiieper.  Sound  opportunity  TjgwaPRTisrr 

for  right  man.  All  replies  aeknowledgsd.  ^ r,  .  ii. 

Boex  3819  Editor  *  PiAlishar.  BUYING  —  bcLLING 

BUNGE  PULP  ft  PAPER  CO. 

LIBERIA 

A  SMALL  (XJUNTRY— 

A  SMALL  PRESS— but 
influential  ad,  advertising,  can  be  eco¬ 
nomically  placed  in  The  Listener. 

Details  and  Rates  from: — 

PL’BUSHING  &  DISTRIBUTING 
(X).  LTD., 

177  Regent  Street.  London,  W.I. 


AVAILABLE  IMMEDIATELY 
nd  priced  for  quick  disposition. 

7  UNIT  GOSS— 22y4" 

High  Speed-Low  Constructed  Ardi 
Type  Units.  Double  Folder  with  Bal¬ 
loon  Formers  and  C-H  Conveyor.  Obw 
3  Arm  Reels  and  Tensions,  Trxcluge 
and  iSirntables. 

■  Located:  DETROIT  FREE  PRESS. 

6  UNIT  scon— 23-9/16" 

2  Double  Folders  with  C-H  Conveyon, 
2  AC  Drives,  Portable  Color  Fountaiu, 


45  W.  45  St.,  N.Y.  36.  JU  2-4880;  2^178  ©^Substructure  with  Roll  Arm  Bricb 

Press  Room  Located:  KNOXVILLE  (TENR.) 

_ itoum -  JOURNAL, 

SCOTT  PRESSES  6  UNIT  SCOTT— 223/4" 

.  Double  Folder  with  C-H  Conveyor,  Ei- 

(These  are  in  Operation)  tra  Color  FounUln,  3  Arm  Reel!  ud 
'  Automatic  Tensions.  Tracksge  tad 


(These  are  in  Operation)  tra  Color  FounUln,  3  Arm  Reel!  ud 
'  Automatic  Tensions.  Tracksge  ud 

X..  xv,.K,r..x  xx,x..,xv,..,  .x.  INSPECTION  of  thcsB  Unit  type  I  TumUbl'.t. 

NON  DAILY  irrouD  and  commercial  Pleases  is  urged  if  you  are  in  the  (X)MPLETE  S’TEKiX}-?  ton  Kemp  Pot, 

S^g'^'c'lbinS  wante'Touth'ul  ^  'J  5°„^!hav  "r" ‘pouti^sSSi 

working  newspaper  man.  experienced  «  "jort  reasonable  pnee.  pe  re<»rd  Auto-shaver.  Ro^.Stahi  Matter. 

in  husinpf^s  manaerf^ment  and  nublic  re-  performance  IS  excellentg  but  we  d  pre-  lx>cated:  DETTROITa 


in  business  management  and  public  re-  periormance  is  excellent,  out  vreu  ^  | 
iations,  with  money  to  invest :  sub-  ^*r  you  to  be  the  judge  based  upon  , 
.stantial  working  interest  may  be  ac-  yo"r  own  observation  of  them  on  our 
Quired  in  established  and  profitable  cor-  -ii  v  ii  • 


^x  4037,  Editor  &  Publisher. 

Radio  Station  for  Sale 


Ixocated:  DETROIT. 

3  UNIT  HO&-223/4" 

Steel  Cylinder-Roller  Bearing  Uniti, 


Mfon  Tn  $300  000  volume  d  THESE  presses  will  be  well  mmn-  &^1  Cyhnd«-I^  ^mg  Umw 

$10,000  minimum  to  provide  capital  for  until  ready  for  release  about  Double  Fol^r.  ^  v^th  Jona 

exoansion  Chart  Area  3  Dir^t  deal  March  1.  1959.  Automatic  Tensions,  AC  Dnve 

B^x  4037,'  Editor  ft  Publisher  THE  EQUIPMENT  involves  18  nniU,  Located:  PE»TH  AMBOY  (N.  J.) 

— three  96-page  folders  and  two  64-page  NEWS. 

Radio  Station  for  Sale  folders,  4-gToup  drives  and  controls,  - 

■  Jones  tensions,  spider-reels  for  rolls  3  UNIT  SCOTT _ 23-9/16" 


Located:  PEUITH  AMBOY  (N.  J.) 


■  Jones  tensions,  spider-reels  for  rolls  3  UNIT  SCOTT _ 23-9/16" 

FOR  SALE  very  good  5,000  watt  day-  up  to  40"  diameter,  conveyors,  spare  ,  „  „  >vi  _xxu  « 

time  Radio  Station  in  large  Florida  parts,  etc.  Cutoff  is  23-9/16".  Web  3  Unit  ^veralbla  ^th  2  “1™ 
Market  Area,  located  in  city  with  over  width  60"  to  72"  with  fractional  sizes  Couples,  Double  folder.  End  feed.  At 


250,000  population,  Tlie  station  is  in  proportion.  Web  break  detectors, 
priced  at  only  $300,000.  Qualified  Prin¬ 
cipals  only,  write  to  P.  O.  Box  1396.  THE  EVENING  STAH  NETWSPAPI 
Sanford.  Florida.  "*  ,  nr-o 


NEWSPAPER  SERVICES 

_ Press  Engineers _ 

UPECO,  INC.  ! 

SPECIALIZING  IN  DUPLEX 
AND  OTHER  FLATBED  WEBS. 

WE  MOVE  AND  ERECT  ANYWHERE 
Box  355,  Lyndhurst,  N.  J. 
PHONE  GENBTA  8-3744 

Newspaper  Press  Installations 
MOVING— REPAIRING— TRUCKING 
Ehepert  Service — World  Wide 
SKIDMORE  AND  MASON,  INC. 
65-59  Frankfort  Street 
New  York  38.  N.  Y. 

BArclay  7-9775 

MACHINERY  and  SUPPLIES 

_ Complete  Plants _ 

SEVERAL  COMPLETE  Newspaper 
Plants,  suitable  for  weeklies  or  small 
dailies.  Also  individual  pieces.  Write 
us  about  your  requirements.  Financing 
available.  MIDWEST  MATRIX  ft 
MACHINERY  MART,  Inc.,  633  Ply¬ 
mouth  Ct.,  Chicago  5,  Illinois. 


THE  EVENING  STAR  NEWSPAPER 
CO..  1101  PA.  AVE.,  N.W..  WASH-  I  Goss  Quad  Sfraiqhtline— 2iy2" 
INGTON  4,  D.C.  (PHONE  STorling  ^  WMH,  AC 

3-5000  OR  WIRE  MR.  RUTH)  |  J6/S2 

- - I  Located:  NEWPORT  NEWS.  VA. 

6  TO  12  CLINE  2-arm  reels  attached  i  - 

to  cast  iron  substructure.  Now  avail-  SHULMAN  ASSOCIATES 

able.  Trackage,  paper  dollies,  turn  c*  xr  v  iT_nT  7.4£M 

tables.  Geo-ge  C.  Oxford.  Box  903.  *0  E-  <2  St.  N.Y.  17— OX  7-MSV 

Boise,  Idaho. 


Drive. 

Located:  PORTSMOUTH  (Va.)  STAB 


AVAILABLE  IMMEDIATELY  !  September 

j  4  or  5  UNITS  HOE— 23  9/16"  cutoff. 

24  PAGE  straight  line  Hoe  press  with 

21%"  cutoff,  12  pages  straight,  24  FOUR  UNITS  “Condensed  Pattern 
pages  collect.  Set  for  32  inch  rolls.  1  arch  type,  roller  bearings  on  cylinder'. 
Good  blankets  and  rollers.  Extra  rollers.  Hoe  spray  fountains,  double  folden 
Drive  motor  AO.  3%  ton  metal  pot  shaft  driv.!n,  subway  delivery  from  off 
(fuel  oil).  Pull  page  flat  easting  box.  side  to  single  C-H  conveyor,  subetruc- 
Curved  casting  box,  curved  plate  tail  ture  two-rcll  positions  for  36  inch  di- 
cutter  and  curved  plate  shaver.  Clip-  ameter  rolls.  Hoe  automatic  tension!, 
ping  block.  Plat  mat  scorcher.  Mat  two  Cutler-Hammer  76-5  HP  J”®! 
maker.  Spare  parta.  Contact  W.  Paul  tor  drives  ball  bearing  220  v  3  ^  W 
Harris.  Business  Manager,  Clearwater  cycles  AC,  presently  geared  3:,SW. 
Sun,  Clearwater,  Florida.  Makes  good  64-32  page  pres-i. 

'  SOLD  with  or  without  Hoe  Z  pattern 

32  PAGE  I  unit  on  similar  substructure,  givinx 

DUPLEX  TUBULAR  PRESS  , 

NOW  IN  operation.  Must  be  sold  ami 
2  to  1  Model  4  Plate  Wide  moved  late  September.  Unit 

Double  Folder  for  Double  Delivery  ♦“t^n  basM  available.  Press-room  » 

or  2  Section  Paper  AO  Drive  'rane  rail  for  easy  handling,  fric* 

most  moderate. 


32  PAGE 

DUPLEX  TUBULAR  PRESS 


2  to  1  Model  4  Plate  Wide 

I  r'ximnxxi'nxr  Rxxxxm  DouWc  Foldcr  fOT  DoublO  Delivery  |  x.cj,,.  •  _ 

_ t^ontposing  Koom _  2  Section  Paper  AO  Drive  I  crane  rail  for  easy  handling.  Pric* 

UKB-NEW  MATCHED  TURTLES:  modernte. 

Late  model  Amscoe  and  Hamiltons  with  BEN  SHULMAN  ASSOCIATES  w  B  Pane— Waterburv  Republican 

diUoned  and  guaranteed  top  quality.  Oxford  7-4690  PL  4-0141 

1  Jack  Moore,  NEWSPAPER  PRODUC-  _  _ _ _ 

i  ^~a  E«tland.  4^  GOM  -  *  ;fBita.  fold^balloon,  gOSS  3  unit  press  folder  2^'. 

!  Perea,  Ohio. _ _ 22%  cut-off,  AC  drive,  good  eondi-  ._ii  hrackeU  AC  drive  S(30TT  6  on'' 

IN’TERTYPE  Model  C4-4  tion.  Citizen-New»,  Hollywood.  Cal.  preM^foWler  23^^16"  Jubrtructure  Jon« 

No.  18219,  current  model  t^estal  base.  tensions  AC  motor  drive.  GOSS  4  um' 

four  main  and  four  auxiliary  maga-  l--l/’"\C  OX  DA(~C  DDCCC  press  folder  22%"  ROP  color  AC 

zines,  6  mold  disc,  6  molds,  quadder,  n'«>'C  ZT-r/AOC  rlxCOO  drive.  John  Griffiths  Co.,  Inc.,  415  I/t' 

Mohr  saw,  A.C.  motor.  Mint  Condition, 
minimum  usage  $9.5C0. 


Oxford  7-4690 


.balloon.  GOSS  3  unit  press  folder  2^'. 
“A*"/  roll  brackets  AC  drive.  SCOTT  6  Mb 

tion.  Citizen-News,  Hollywood.  Cal.  press  folder  23  9/16"  substructure  Jon« 

tensions  AC  motor  drive.  GOSS  4 

HOE  24-PAGE  PRESS  *W- 

_  I  inirton  Ave.g  New  York  17,  N.  x« 


HOE  24-PAGE  PRESS 

STRAIGHTUNE  8  deck.  2  Plate  wide. 


INTERTYPE  Model  F-2  mixer,  cur-  Singlewidth  22% "  cut-off.  Complete  ; 
rent  model,  pedestal  base  A.C.  motor,  stereotype  including  Mat  Roller  and  ' 
two  standard  90  ch.  magazines,  molds,  Sta-Hi  mat  former.  Available  now. 
standard  accessories.  Canterbury  Pre8.s  1 

1  liquidation,  reduced  for  clearance  $4250.  (^P(~)R(^F  P  (""lYPORD  ' 

!  Model  14  LINOTYPE  No.  49134.  a  „  .x  x 

j  72-90  channel  combination  unit.  Elec-  Box  903  Boise,  Idaho 

I  trie  pot,  A.C.  complete  and  thoroughly 
reconditioned  $4750.  -  ,  _  ___  - 

I  INTElPrYPE  full  and  split  90  chan-  $  I  5,000  BUYS 

j  nel  magazines,  Reid  magazine  rack.  ^^0  pg  |-|O0  Pr©SS 

j  TYPE  &  PRESS  DRIVE  and  starting  motors,  control 

of  Illinois  Inc.  •  panel,  pair  of  folders,  conveyor.  Avail- 

3312  North  Ravenswood,  Oiicago  13.  I  able  immediately,  Ccmtact  Philip  H. 


8  PAGE  FLATBED  PRESSES 

DUPLEX,  Model  E 
Located:  MONONGAHELA.  PA. 

3  DUPLEX.  Model  AB 
Located:  SANFORD,  N.  C- 

WOODLAND,  CAUr- 


$15,000  BUYS 

’  Yj  n  GOSS  COMET 

48  Pg.  Hoe  Press  Located:  donora,  pa. 

DRIVE  and  starting  motors,  control  - 

ben  shulman  associatg 

Young,  Dispatch,  York,  Pa.  I  60  £.  42  St.  N.  Y.  17— OX  7-4W* 

EDITOR  ac  PUBLISHER  for  September  20,  195« 


MACHINERY  and  SUPPLIES  1 

Pres»  Room  j 

WINS  TOP  AWARD  IN  | 
ROP  COLOR  I 

COMPETITION  I 

8  UNIT  GOSS  j 

PRESS 

WINNER  of  top  award  for  a  food  ad- 
rertiiement  in  black  and  three  colors, 
newspapers  under  100,000,  in  this 
rear’s  EDITOR  and  PUBUSHER  ROP 
Color  Competition,  j 

! 

Available  Now  j 

THIS  press  has  been  kept  in  first- 
clus  condition.  Full  complement  of 
pnrts,  rubber  rohers,  Cutler-Hammer 
newspaper  conveyors,  and  stereotype 
equipment  available  for  press. 

ROP  COLOR 

THIS  press  has  adequate  color  facilities 
to  place  the  Deseret  News  and  Tele- 
rram  in  2nd  position  in  ROP  color 
linage  for  evening  papers  and  The 
Salt  Lake  Tribune  third  for  momingt 
papers  in  the  nation  for  the  first  six 
months  of  1958. 


PRINTING  QUALITY  j 

THIS  EQUIPMENT  has  brourrht  print-  | 
ing  awards  to  the  .Salt  Lake  Tribune  \ 
in  both  the  N.  W.  Ayer  and  Inland  j 
Press  printinir  contests.  I 


SPECIFICATIONS  ! 

8  UNITS.  ! 

2  DOUBLE  Folders.  Cline  Reels  with  I 
Cline  electric  floating:  roller  tensions. 

82  NEWSPRINT  roll  now  beinit  i 
used.  Can  be  reduced  to  60”  width. 

21’4"  CUTOFF.  j 

2  125  h.p.  MOTORS,  220  volt,  3  i 
Pitase.  60  cycle  AC.  i 

Two  lO-HORSEPOWER  starting  mo-  j 
tors.  Electric  brakes.  j 

I  COLOR  deck  (with  2  color  cylin-  ! 
ders).  j 

8  COLOR  cylinders  (some  units  re- 
Wrsible).  j 

balloon  formers.  | 


MACTHINERY  and  SUPPUES  ' 

Preu  Room 


AVAILABLE  NOW 


4  UNIT  GOSS 

22%"  CUT-OFF  i 

32-64  PAGE,  Arch  Type  Unita,  Double  j 
Folder,  Balloon  Former!,  Color  Hump  | 
with  Anirle  Bars,  Reverse  Unit,  6  i 
Portable  Color  Fountains,  AC  Drive.  ^ 
End  Feed  with  Semi-Automatic  Ten-  | 
sioiu.  Motorized  Hoista,  C-H  Con¬ 
veyor. 

Located:  SAN  BERNARDINO; 
(CALIF.)  SUN. 


DUPLEX  TUBULARS 

16-PAGE.  2  to  1.  No.  226,  22%’  cut¬ 
off.  30  H.P.  GE  drive,  portable  ink 
fountain,  metal  pot  and  pump,  com¬ 
plete  stereo. 

24-PAGE.  2  to  1.  No.  254.  22%"  cut- 
off,  50  H.P.  GE  drive,  balloon  former. 

2  jwrtable  ink  fountains,  metal  pot  and 
pump,  complete  atereo. 

IxH-ated:  POMONA  (CALIF.)  PROG¬ 
RESS  BULLETIN. 

WILL  dismantle,  truck  with  our  own  j 
equipment  and  erect  complete  in  your  j 
plant.  j 


I.^YAL  S.  DIXON  00.  NEWSPAPER 
11164  Saticoy  St  PRESS 

Sun  Valley.  Calif,  ERECTORS 

POpIar  5-0610 


PRESS  MOTOR  DRIVES  of  25.  40, 
50,  60.  75.  100.  150  H.P.  A.C.  George 
C.  Oxford.  Box  903.  Boise.  Idaho. 

BOSTON  GLOBE 
HOE  PRESSES 


2— OCTUPLE  Presses  (1937-1932) 

2 — DOUBLE  Sextuple  Presses 
1— OCTUPLE  Press 
ALL  Steel  Cylinder.  Roller  Bearing 
Unita  with  Hoe  Patent  Ink  Pumps. 
Double  Folders  with  C-H  Conveyors. 
3  Arm  Reels  with  Automatic  Tensions. 
Portable  Color  Fountains. 


PRICED  FOR  QUICK  RALE 
ONE  YEAR  FOR  REMOVAL 


BEN  SHULMAN  ASSOCIATES  j 

60  E.  42  St.  N.  Y.  17— OX  7-4590 


Stereotype 


WOOD 

COLOR  PLATE 
PRE-REGISTER  MACHINE 
22%’ — AC — Like  new. 

BEN  SHULMAN  ASSOCIATES 

60  E.  42nd  St..  New  York,  N.  Y. 


CURVED  ROUTERS,  curved  casting 
equipment,  metal  pots,  Sta-Hi  ma¬ 
chines.  Geom  C.  Oxford,  Box  90S. 
Boise.  Idaho. 


Wanted  to  Ruy 


NEWSPAPER  PRESSES 
COMPLETE  PLANTS 
MAT  ROLLERS 
STEREO  EQUIPMENT 


I  BEN  SHULMAN  ASSOCIATES 

;  60  E.  42  St.  N.Y.  17— OX  7-4590 


A  REAL  VALUE  THAT  DE- 1 

serves  a  visit  to  our, 
plant  to  appreciate  ' 

CONTACT:  Anton  F.  Peterson 
General  Manager 
Newspaper  Agency  Corporation 


WANTED:  8-pa:re  Duplex  or  Goes 
flat-bed.  Advise  serial  no.  and  when 
available.  Northern  Machine  Works, 
323  N.  4th  St.,  Phila.  6.  Pa. 

NEWSPAPER  EOUIPMENT 
COMPLETE  PLANTS 

Flat  Bed  Web  and  Rotary  Presses 
Typesetting  Machines 

Ludlows — Elrods-^tereotype  Equip. 

Mat  Rollers 

INT.AND  NEWSPAPER 
SUPPLY  COMPANY 
422  West  8th  Kansas  City,  Mo. 


143  South  Main  Street 
Salt  Lake  City,  Utah 


WILL  Buy  for  Cash.  Complete  Plants 
also  Individual  Machines  and  Equip- 
1  ment — anywhere  In  U.S.A. 
j  PRINTCRAFT  REPRESENTATIVES 
I  277  Broadway,  New  York  7.  N.  Y. 

editor  6c  publisher  for  September  20,  195* 


MACHINERY  and  SUPPLIES  j 

Wanted  to  Buy  | 

GOSS  or  DUPLEX  flatbed,  Ludlows.  j 
Linos.  Plants.  Tompkins  Equipment  ' 
Co..  712  S.  Clark.  Chicago  5,  111.  I 
TOP  PRICES  for  Plants  Anywhere! 
GENERAL  PRINTING  EQUIPMENT ! 
5708  N.  W.  2nd  Ave.,  Miami  87.  Fla.  ' 


OLD  STYLE 
SINGLE  KNIFE 
CURVED  PLATE  SHAVER 
13.684  DIAMETER. 

BOX  3803 

EDITOR  &  PUBLISHER 

SMALL  NICKELLING  tank  and/or 
venerator.  Generator  should  be  800 
amp.  46  volt  D.  C.  with  necessary  rheo¬ 
stats  for  nickel  plating:.  Will  purchase 
either  or  both  pieces  of  equipment,  i 
Write  Box  3824,  Editor  ft  Publisher. 
PRESS — Chart  Area  5  dailv  needs 
modern  press  eood  condition.  Cash.  Re-  ; 
quire  four  units,  desire  five  for  maxi¬ 
mum  of  64  or  80  pag:es.  Box  3943. 
Mitor  &  Publisher. 

WANTED”  FOR  REBUILmNG 
TELETYPESETTER  EOUIPMENT 
ALL  models  of  perforators  and  op-  ; 
orating:  units  with  or  without  adapter  I 
kevboards.  Linecastinv  machines  equip-  I 
;)ed  with  Teletypesetter  are  also  desired.  i 

INLAND  NEWSPAPER 
SUPPLY  CO. 

422  West  8th _ Kansas  City  5,  Mo. 

FOR  USE  wi^h  semi-cylinHrical,  22%  ^ 
Standard  T>*Rte  Hoe  press:  i 
Meltinsr  Pumaoe.  Scorcher,  Castin^r  I 
FquJpment.  Other  arce««orief».  TTip  ; 
News-Review.  Riverhead,  N.  Y.,  PArk  i 
T-J^OOO.  ! 


WE  ARE  READY  TO  RUY  I 

j 

Want  best  parkag:e  deal 

on  FLATBED  PRESS 

i 

PREFER  DUPLEX  MODEL  E  j 

Send  full  details  first  letter  KivinK  i 
price  dolive’’rd.  set  up  and  of>eratin<r  in  j 
our  plant  in  Nasaau.  Bahamas.  | 

Our  crew  will  help  assemble  j 

WRITE:  DARWIN  H.  SHOPOFF 
General  M'*n 

NASSAU  GUARDIAN 
NASSAU.  BAHAMAS 


HKI.P  WANTED 

Adminintratire 


BUSINESS  MANAGER  for  Florida 
newspaper  in  one  of  America's  most 
beautiful  cities.  Group  ownership  ex- 
pandinv  oriranization  and  needs  Busi¬ 
ness  Manaver  with  acronntinjr-aHminis- 
trative  exgrerience  and  close  acquaint¬ 
ance  with  meehanical  opo-ation  C!— u- 
lation  over  25.0(10  and  vrowinv  rapidiv. 
F.xcellent  rroaaihilitiea  tor  advanc-meut. 
Write  full  hackKTOund  information  to 
Box  3949.  Editor  k  Publisher. _ 

_ Circulation _ 

CIRCULA'nON  MANAGER  wanted 
for  daily  and  Sunday  in  the  area 
100,000  circulation.  Situation  non¬ 
competitive  but  we  do  not  want  a 
non-producer.  All  replies  confidential. 
Box  8728,  Editor  *  Publisher. _ 

CIRCULATOR  for  5-day  daily.  South¬ 
ern  California,  to  build  circulation. 
Hard  work,  good  pay,  pleasant  area, 
resulta  expected.  Must  hare  good  baek- 
RTOund:  references  srill  be  checked.  Box 
3920,  Editor  *  Pnbliaher. _ 

aRCULATION  MANAGER  wanted  for 
daily^  except  Sunday  newspaper  in 
g:powing:  community.  Potential  circula¬ 
tion  unlimited.  Must  be  experienced 
and  willing:  to  work  at  building:  circu¬ 
lation,  Write  Box  4010,  Editor  &  Pub¬ 
lisher. 


_ HF.IP  WANTED _ 

_ Circulation 

CIRCULATOR  for  5.000  bracket  daily. 
City  12,000.  Must  be  capable,  hard 
working,  able  to  handle  Little  Mer¬ 
chant  Plan,  promote  mail  and  motor 
routes.  Good  salary,  bonus  on  increase. 
Manager.  Daily  Times  News,  Mount 
Pleasant,  Michigpin.  _ 


EXPERIENCED  CIRCULATION  MAN 
to  handle  adult  motor  routM  on  large 
AM  paper.  Terrific  opportunity.  Salary, 
car  allowance  and  generous  production 
bonus.  Furnish  complete  details  about 
yourself.  Box  4006,  Editor  &  Publisher. 


Cla**ified  Advertising 

CLASSIFIED  MANAGER 
Evening  newspaper  in  city  of  50,000 
population.  Chart  Area  2,  has  opening 
for  man  or  woman  experienced  In  all 
phases  of  Classified  Aorertising.  Gire 
full  particulars.  Box  8619,  Editor  A 
Publisher. 


A  STRONG  COMBINATION  paper  in 
Chart  Area  3,  population  over  86,000, 
need.s  a  classified  manager  to  fill  va¬ 
cancy  coming  up  quickly  due  to  promo¬ 
tion  of  present  manager.  He  must  be 
young  and  aggressive:  able  to  take  full 
charge  of  grood,  well  organized  de¬ 
partment.  This  is  ideal  opening  for 
man  who  is  now  an  assistant  manager, 
or  for  manager  of  a  strong  smaller 
paper  who  is  ready  for  greater  re¬ 
sponsibilities.  Must  have  a  good  record 
of  performance  and  ambition ;  riiar- 
acter  must  be  tops.  This  job  has  a 
great  future  and  ample  reward.  Write 
fully  and  in  complete  confidence,  to 
Lox  3907,  Editor  &  Publisher. 


SMALL  SOUTHERN  CALIFORNIA 
daily  needs  man  not  easily  discourag^ 
to  build  classified  department.  Write 
C.  O.  Voigt,  Orange  Daily  News, 
Orange,  California. 


YOUNG  MAN  for  number  two  spot  in 
CHapsified  Department.  Must  be  ag¬ 
gressive  with  at  least  a  years  exi>eri- 
ence.  Wonderful  opportunity  with 
newspaper  group.  Write  Oren  Allen. 
Sun-Star,  Merc^,  California. 

CLARIFIED  MANAGER 
For  14,000  ABC  Daily 

Ample  remuneration,  opportunity  for 
advancement,  life  insurance,  hoepitali- 
zation,  other  benefits.  Call  or  write 
Domild  J.  Clifford.  Oneonta  Star. 
Oneonta,  New  York^ _ 

_ Display  AdvertUing _ 

ADVERTISING  MANAGER  —  For  ag¬ 
gressive,  growing  five-day  afternoon 
daily  in  the  5,00<)-circulation  class. 
Looking  for  man  able  to  direct  retail, 
classified  and  national  phases  involving 
three  persons.  This  man  could  be  ex- 
I  perienced  salesman  anxious  to  move 
into  greater  reeponsibility,  opportunity. 
Must  be  planner  and  account-builder 
who  will  merit  salary,  bonus  and  fringe 
benefits  waiting  for  right  person.  Con¬ 
tact  Davis  Haines,  Valley  Timee-News, 
West  Point,  Georgia. 


DISFIAY  AOVER’nSING  SALESMEN 
;  — permanent,  opportunity-filled  position 
.  open  on  prize-winning  afternoon  daily. 
We  seek  a  young  hustler,  competent 
with  copy  and  layout,  experienced  in 
I  selling  and  servicing.  Congenial,  pro- 
'  fessional  staff,  modem  plant,  clean, 
prosperous,  one-psper  community.  We 
;  pay  top  wages  with  merit  raises.  Pre- 
!  fer  fa^Iy  man  who  wants  to  "stay 
I  put"  while  getting  ahead.  Write  details 
‘  of  training,  experience,  background  to 
Kankakee,  Illinois,  Dally  Journal. 


RETAIL  GROCERY 
ADVERTISING  SALESMAN 


LEADING  circulation  newspaper  in 
major  Eastern  seaboard  market 
offers  an  exceptional  opportunity  to 
advertising  salesman  with  thorough 
knowledge  of  grocery  supermarket 
retailing.  Must  be  able  to  handle 
layout  and  copy.  Metropolitan  ex¬ 
perience  desirable  but  the  right  man 
for  this  job  may  be  one  with  a 
good  record  on  a  small  daily,  now 
I  ready  to  move  up.  Salary  open.  Sub- 
I  mit  resume  to  Box  3800.  Editor  A 
Publisher.  Our  employees  know  of 
I  this  opening. 


103 


HELP  WANTED 


Display  Advertising 


HELP  WANTED 


Editorial 


HELP  WANTED 


Editorial 


HELP  WANTED 


OUTSTANDING  OPPORTUNITY  for 
exi>erienced  ad  man  on  tn^wing  modern 
county  seat  daily.  Salary  open.  Write 
or  call  W.  G.  Dunker,  Skagit  Valley 

Herald,  Mt.  Vernon,  Washington. _ 

AGGREISSIVE  AJJtSKAN  DAILY  has 
excellent  job  for  experienced  display 
ssLlesman.  Salary  commensurate  with 
ability.  This  is  a  real  opportunity  in  a 
rapidly  growing  market.  Right  man 
will  No.  1  on  staff  of  seven.  Air 
mail  particulars  to  Mark  Paul,  Anchor¬ 
age  News,  P.  O.  Box  1660.  Anchorage, 

Alaska^ _ 

AGGRESSIVE  DISPLAY  SALESMAN 
for  growing  daily.  Write  fully 
Morning  Sun,  Grand  Junction,  Colorado 


SMALL  DAILY  in  the  West 
looking  for  display  salesman. 
Salary,  bonus  system,  company 
life  insurance  and  hospital 
plan,  fine  community,  good 
schools,  churches  and  gxx>d  fu¬ 
ture.  Will  help  you  move  and 
get  you  out  of  a  rut  if  you  are 
in  one.  Give  age,  experience, 
and  family  obligations.  All  re¬ 
plies  confidential.  This  is  op¬ 
portunity  of  a  lifetime.  Box 
8906,  Editor  &  Publisher. 


TWO  ACCURATE,  fast,  smart,  experi¬ 
enced,  country-trained  men — one  for 
advertising,  one  for  editing.  Large 
long-established  central  New  York 
weekly.  Permanent.  Increments  to 
8110.  Write  fully  ^x  8942,  ^itor  A 
Publisher. 


ADVERTISING  MANAGER  for  aggres¬ 
sive,  growing  midwest  daily.  Must  sell, 
direct  staff.  Fine  city  of  10,000  many 
advantages.  Tell  all  in  first  letter.  Box 
4031,  Editor  &  Publisher. 


REPORTER  for  suburban  boat  on  Con¬ 
necticut  daily.  Car  essential.  Start 
work  immediately.  Box  8807,  Editor 

A  Publisher. _ 

REPORTER,  male  or  female;  job  can 
lead  to  editorship.  Three  growing 
weeklies ;  new  air  conditioned  plant. 
Nash  Newq^apers,  Box  146,  Somerville, 

New  Jersey,  RAndolph  6-330fK _ 

BUREAU  CHIEF  for  college  town. 
Must  have  ability,  ambition  and  auto. 
Write  full  details  to  Ejvening  Observer, 

Dunkirk,  N.  Y. _ 

CAPABLE  DESK  MAN,  experienced 
on  wire  news  for  evening  New  Jersey 
Dsdly.  Box  8947,  Editor  A  Publisher. 
COMBINATION  MAN  to  do  general 
and  qxrrts  reporting:  young  man  with 
some  experience  preferred:  car  neces¬ 
sary:  chance  to  earn  $20  extra  weekly 
as  stringer  for  Sunday  sister  pat^r : 
active  Northern  New  England  city: 
send  samples,  salary  requirements  to 

Box  3934,  Editor  A  Publisher. _ 

EDITOR  wanted  for  trade  association 
publications.  Work  includes  publicity, 
some  public  relations.  Knowledge  of 
photography  helpful.  Prefer  J-School 
grad  with  experience  on  house  organs, 
industrial  publications  or  newspapers. 
Pleasant  living,  challenging  work  with¬ 
in  35  miles  of  Chicago,  with  one  of 
foremost  national  trade  associations. 
Salary  up  to  8560  mo.,  depending  on 
experience.  Address  replies,  including 
complete  resume  to  C.  H.  Lanham.  Di¬ 
rector  of  Personnel,  American  Institute 

of  Laundering.  Joliet.  Illinois. _ 

MAN  WANTia)  for  3  days  a  week  as 
State  desk  roving  reporter,  2  days  a 
week  in  Sports  department  on  metro¬ 
politan  morning  daily  in  Chart  Area 
6.  Give  background  and  experience  in 
letter  to  Box  3933,  Editor  A  Publisher. 


ADVERTISING  SALESMAN  —  Able 
to  handle  accounts  of  all  types  and 
wanting  opportunity  for  advancement 
with  a  group  of  11  fine  newspapers. 
Salary-bonus  arrangement.  Write  fully 
to  R.  E.  Lea.  Advertising  Director, 
Clovis,  New  Mexico,  News-Journal. 


DISPLAY  AD  SALES  opening.  Fine 
opportunity  for  young  hustler  who  can 
sell  and  service  all  type  accounts.  Per¬ 
manent  with  excellent  future.  Com¬ 
plete  details  to  Daily  Times  News, 
Mount  Pleasant,  Michigan. 


FLORIDA  DAILY  needs  man  to  handle 
local  retail  accounts.  Good  advance¬ 
ment  opportunities.  Starting  salary  de¬ 
pends  on  ability  and  exi)erience  as 
shown  by  references  and  other  infor¬ 
mation.  Insurance  benefits,  paid  vaca¬ 
tion.  car  allowance.  Write,  ^ving  age, 
marital  status,  experience,  references, 
etc.  to  Sun,  Gainesville,  Florida. 


HIGH  CALIBRE  SALESMAN 
With  the  know-how  for  handling  top 
accounts  as  well  as  the  tough  ones.  An 
unusually  fine  opportunity  to  grow  in¬ 
to  a  re!-ponsible  position  with  a  South¬ 
ern  California  ABC  daily  that's  going 
places.  Box  4011,  Editor  A  Publisher. 


OPPORTUNITY  for  display  advertising 
salesman.  Permanent  position  six  day 
daily.  Must  have  car.  Write  giving 
references  and  past  work  histop^. 
Write,  Publisher,  Daily  Press:  Artesia, 
New  Mexico. 


PROGRESSIVE  Daily  serving  fast 
growing  49th  state  has  immediate 
opening  in  retail  advertising.  Must 
have  above  average  experience  in  lay¬ 
out,  copy  writing,  ability  to  sell.  Air¬ 
mail  expedience  outline,  references,  etc. 
to:  Advertising  Director,  Fairbanks 
Daily  News-Miner,  Fairbanks,  Alaska. 


WANTED :  Experienced  rei>orter  for 
night  side  in  city  of  more  than  100,000. 
Give  full  particulars,  including  refer¬ 
ences  and  salary  requirement.  Box 

8936,  Editor  A  Publisher. _ 

WANTED:  Night  side  copyreader.  Good 
chance  for  slot  and  further  advance¬ 
ment  after  probationary  period.  Chart 
Area  9.  References  and  salary  require¬ 
ment  are  MUST  in  application.  Box 

3937,  Editor  A  Publisher. _ 

WIRE  EDITOR  for  metropolitan  morn¬ 
ing  daily  in  Chart  Area  6.  Give  back¬ 
ground  and  experience  in  letter  to  Box 
3932,  Editor  A  Publisher. 

FREE 

JOB  MARKET  letter,  with  list  of  avail¬ 
able  jobs  and  nationwide  employment 
conditions.  Bill  McKee  Birch  Personnel, 
59  E  Madison,  Chicago.  Illinois. 


SPORTS — Career  sports  writer  witli 
two  to  three  years  experience  on  aaili 
midwest  daily.  Preferably  someone  who 
has  participated  in  college  athletki 
Write  or  phone  giving  full  details  te 
Personnel  Department,  Morning  Stir, 
Rockford,  Illinois. 


WANTED:  Slightly  exi>erienced  r*. 
porter.  Growing  southern  daily,  20,Mt. 
Learn  all  phases  of  editorial 
Congenial  staff.  Must  be  sharp  sad 
quick  but  steady.  Write  Vineat 
Marion,  Daily  Advertiser,  Lafayette, 
Louisiana. 


Free  Lance 


NEWS  EDITOR  WANTED :  Sharp  man 
to  edit  news  for  county  weekly  and 
semi-monthly  poultry  trade  publication. 
Agricultural  Imckground  preferable  but 
not  necessary.  Permanent  spot  for 
right  man — will  consider  experienced 
newsman  or  beginning  college  grad. 
Job  located  in  southeastern  Delaware 
near  sea,  moderate  climate.  Vacation, 
hospital  and  surgical  plans,  holidays. 
Job  open  Nov.  16 — present  news  editor 
leaving  to  join  Air  Force.  Delmarva 
Publishing  Co.,  Selbyville.  Delaware. 


REPORTER-Editor  needed  in  two  or 
three  months  on  Indiana  community 
weekly  and  local  farm  weekly.  Photog¬ 
raphy  helpful.  Good  opportunity.  Box 
3936.  Editor  A  Publisher. 


REPORTER  for  66,000  daily.  Prefer 
man  with  one-two  years  general  expe¬ 
rience  small  daily  or  weekly.  Oppor¬ 
tunity  to  work  for  paper  which  does 
reporting  in  depth.  Pay  above  average. 
Write  David  Bowers,  Hutdinson  News, 
Hutchinson,  Kansas. 


REPORTER  for  growing  daily.  Should 
know  camera.  Fne  opportunity  for 
young  man.  Plenty  editing  opportunity. 
Daily  Mai’,  Nevada,  Missouri, 


REPORTER  -  PHOTOGRAPHER.  Male 
or  Female,  to  run  news  bureau  in 
small  New  England  city  for  state  daily. 
Most  be  aggressive  and  self-reliant. 
Either  B.  J.  graduate  or  some  experi¬ 
ence  necessary.  Photo  commissions  and 
salary  net  minimum  870  weekly.  Box 
3927,  Editor  A  ^blisher. 


REPORTER  for  28,000  circulation 
daily.  All  fringe  benefits.  Prefer  one 
to  Uiree  years  experience.  Write  Jour¬ 
nal.  Salina.  Kansas. 


SMALL  CENTRAL  NEW  YORK  daily. 
7206  circulation  class,  has  opening  for 
display^  advertising  salesman.  Compe¬ 
tent  with  copy  and  layout,  exi)erienced 
in  selling  and  servicing.  Opportunity 
for  right  man.  Write  Box  4034,  Editor 
A  Publisher — giving  experience  etc. 
and  salary  desired. 


SEEK  AMBITIOUS  young  newsman  to 
supervise  state  news  coverage  of  10 
county  area.  Must  have  car  and  be 
able  to  report  and  do  sharp  layouts. 
Also  seek  sportswriter.  TTiis  is  one  of 
the  southeast’s  top  small-city  dailies 
in  Chart  Area  4.  State  salary  require¬ 
ments.  Box  8926,  Editor  A  Publisher. 


SOUTH  FLORIDA  DAILY  offers  above 
average  op^rtunity  for  alert,  aggrres- 
sive  advertising  salesman  experienced 
in  all  phases  of  producing  and  selling 
newspaper  advertising.  A  permanent 
well  above  average  income  producing 
position  for  the  right  man.  Modern 
plant  and  ideal  working  conditions. 
Write  full  details  including  present 
salary  to  William  W.  Starr,  Advertising 
Director,  Fort  Lauderdale  (Fa.)  News. 


WOMEN’S  EDITOR  sought  by  40,000- 
plus  afternoon  daily  in  Chart  Area  2. 
We  will  pay  top  wages  for  a  young 
woman  with  ideas,  who  wants  oppor¬ 
tunity  to  build  a  good  women’s  section 
into  a  better  one.  Must  be  experienced. 
Best  working  conditions.  Blue  Cross, 
pension  plan,  etc.  Send  full  details, 
references  to  Box  3941,  Editor  A  Pub¬ 
lisher, 


FRE2E  LANCERS  I  Sell  your  photn  to 
the  huge  house  organ  market.  4,Mt 
company  magazines  buy.  PaytMM 
from  810  to  8100  for  single  pictsni 
and  captions.  Free  information.  (i«Mn 
Press  Pictures,  161  W.  4Sth,  N.Y.C 


Photography 


IMMEDIATE  OPiaUNG  for  phott*. 
rapher  on  Eastern  North  Carolina  diih 
newspaper.  Give  details,  money  ei- 
I>ected,  confidential  reliable  referenes, 
Box  4035,  Editor  A  Publisher. 


YOUNG  WOMAN  with  reportorial  and 
copy-reading  experience  to  serve  as  sec¬ 
retary  and  fusistant  to  editor  of  South¬ 
ern  P.M.  Daily.  Will  be  required  to 
edit  and  write  heads  for  syndicated 
columns  and  letters  to  editor,  maintain 
file  of  news  clippings  and  edit  teenage 
page  once  weekly.  Write  all  details. 
George  Shannon,  Editor,  Shreveport 
(Louisiana)  Journal. 


PHOTOGRAPHER,  young,  intereiUd 
in  combining  news  and  advertiiim 
photography  on  small  daily.  Experieno 
with  electronic  engraving  desirihit 
Daily  Ledger,  Fairfield,  Iowa. 


Promotion-— Public  Relatioiu  I  Qis 

I  S<rTi( 


FUND  RAISING 


CHALLENGING  news  position  on  six- 
day  Forida  p.m.  Some  desk  and  re¬ 
porting  experience  needed.  Sports  ex¬ 
perience  desirable.  Good  performance  in 
this  utility  spot  opens  opportunity  for 
raises.  Write  details,  including  jo^ 
an.d  salaries,  salary  exi>ected  to  Box 
4000,  Editor  A  Publisher. 


MEIN  experienced  in  newspaper  report¬ 
ing,  public  relations  and  profesiioul 
capital  fund  raising.  Must  be  prepared 
to  travel.  Opportunity  in  principal  hoe 
pital  fund  raising  concern.  Applicuu 
over  45  considered.  Send  resume  to 
Box  8605,  Elditor  and  Publisher. 


OORRESPONDEINTS  —  News  men  in 
several  leading  cities  may  earn  extra 
mojiey  by  covering  local  auto  news, 
(^icagro.  Kansas  City,  San  Diego,  Aus¬ 
tin,  Texas,  other  spots. — Automotive 
News,  2666  Penobscot  Building,  De¬ 
troit.  Michigan. 


WANTED 
SIDELINE  SALESMAN 


DEISK  MAN  beginner  with  ability, 
36,000  daily  P.M.,  Chart  Area  2.  Box 
4036,  Elditor  A  Publisher, 


EMPLOYEE  newspaper  editor  for 
multi-plant  southern  Company,  Prefer 
mature  man,  30  to  35,  with  College 
Degree  who  can  assume  responsibility 
in  Industrial  Relations.  Send  full 
resume  Box  4012,  E»itor  A  Publisher. 


now  contacting  newspapers, 
to  represent 

Rubber  Band  Manufacturer. 
Attractive  commission  arrangement 
WRITE 


BOX  3821,  Editor  A  Publidw  lud  h 


giving  territory  covered,  etc. 


MEYER  BOTH  WANTS  FOUR  MORI 
TOP  AD  SERVICE  SALESMEJf 


ILLINOIS  A.M.  seeks  desk  man,  maybe 
short  on  experience,  but  long  on  know¬ 
how,  ^ance  at  copyreading,  head- 
writing,  makeup,  reporting.  Send  full 
resume,  salary  need^.  Job  open  now. 
Box  4038,  Elditor  A  Publisher. 


WIRE  EDITOR  for  six-day 
daily  wanted  October  1. 
Neosho  (Missouri)  Daily  News 


IP  YOU  are  in  newspaper  advertiani  1^?^ 
you  know  our  FEATURE  General  Sen-  1;;®“ 
ice  is  the  hottest  service  in  diipto 
ad  departments.  Our  sales  expamioe  I***  • 
requires  more  men  to  travel  and  idl 
newqgapers  ai.d  retail  stores.  Write 
Meyer  Both  Co.,  20th  A  Michigan,  Chi¬ 
cago  16,  Illinois. 


SKIRTS  AND  GEINERAL  reporter 
wanted  by  October  6.  Most  have  some 
experience,  car:  send  samples:  860 
weekly,  plus  benefits,  vacation.  FSdend- 
ly  town,  chance  to  Iram  all  Jobs  on 
small  paper.  Writs;  Paul  Rixon,  Eldi- 
tor;  Dally  Messenger:  St.  Albans,  Vt. 


WANTED  all  around  reporter  for  ABC 
Weekly  Newspaper.  Good  future.  Bene¬ 
fits  include  vacation,  hospitalization 
and  life  insurance.  Write  Ocean  City 
Sentinel-Ledger,  Ocean  Qty,  New  Jer¬ 
sey.  give  resume  of  experience  and 
clippings. 


Use  CHART  AREIA  Number  in  Ad  copy  tor  ahowiiic 
LOCATION  without  IDENTIFICATION 


EDITOR  8C  PUBLISHER  for  September  20, 


INSTRUCTION 


KQff—it’g  up  to  818  newspapers  that 
an  enrolled  students  in  the  20  lesson 
Parish  Course  in  Classified 
^nrtUing. 

One  big  reason  it's  a  smart  plan  for 
veipapers  .  .  .  their  salespeople  get 

notch  training  AT  HOME  and  ON 
TBIE  own  time.  The  salespeople 
j,  for  it,  because  it  helps  them  do  a 
otter  job  and  makes  them  worth  more 
a  their  newspapers. 

If  you've  been  putting  off  enrolling 
Clss^fied  people  in  this  course 
nit  gets  more  linage  and  revenue  .  .  . 
loe’i  s  good  time  to  quit  being  a 
latter-offer"  I  Write  or  phone  us  their 
ODei  ...  or  if  you'd  rather,  we'll 
Md  descriptive  brochure  and  regular 
uoUment  forms.  The  tab  is  jtut  66 
apiece,  and  when  your  people 
art  Snished  the  course,  if  you  don't 
nd  It  was  one  of  the  beat  investments 
d  the  year — let  us  know,  and  we'll 
and  you  a  bushel  of  fresh  Florida 
rtnieil 

Do  yourself  a  favor.  Check  this  im> 
leitant  newspaper  executive's  aid  to- 
V. 

SCHOOL  DIVISION  OF 

HOWARD  PARISH 

ASSOCIATES,  INCORPORATED 

Classifled  Advertising  Development 

Services  For  Newspapers  Since  1938 

8M  N.  W.  79th  St.,  Miami  47,  Florida 
PLaza  4-6591 


_ Linotype  Sehitol _ 

OHIO  LINOTYPE  SCHOOL 
LOGAN,  OHIO 
linotype.  Intertype  Instruction 
Free  Information 

SITUATIONS  WANTED 

_ 4dministrative _ 

lEKERAL  MANAGER  of  7,000  daily 
eevtag  for  personal  reasons  only.  Com- 
Wheneive  understanding  of  cost  and 
^  to  reduce  them  without  sacrificing 
®^cy.  Experienced  in  labor  nego- 
smMU.  Familiar  with  all  departments 
M  have  ability  to  get  the  most  out 
■  them.  Availabie  for  interview.  Write  ! 
r  wire  C.  M.  Holden  care  of  Okla- 
Press  Association,  Biltmore  Ho- 
*1,  Oklahoma  City,  Okla. 

nUANCTAL  AND  OPERATING 
PROBLEMS? 

i^iisd  analysis  and  solutions  by  expe- 
[j®eed  Business  Manager  and/or  Con- 
phases  of  a  daily: 
■W  W.  Box  8940,  Bditor  A  Prdrlisher. 

i^STANT  PUBLISHER  small  daily. 
™  promotional  bent,  wants  step  up 
Jlarger  daily  seeking  expansion, 
•ysg  on  all  leases  editorial,  adver- 
*t.  Fast,  accurate  producer  and  re- 
™jWt|ng  leader.  Box  4015,  Editor 

_  Circulation _ 

^pOLATION  MANAGER,  presently 
“wloyed.  For  past  ten  years  I  have 
metropolitan  circulation  de- 
^“ynt,  mming.  evening  aiul  Sun- 
Held  Family  man,  early  forties, 
“j™{«t  health  and  well  known  in  cir- 
J^un  circles.  Can  furnish  the  hig^ 
^ryoftimendations.  I  have  an  excel- 
S  **rord  of  circulation  development 
W  maruigement.  Reasons 

change  will  set  forA 
letter.  Free  to  go  anywhere 
Pp2j»^»IIy  sound.  Box  8903,  Editor 


^^OPWANT  YOUR  CIRCTrLA- 
tor  ^5f^,^SED.  Circulation  Direc- 
tisnr^  I  Pl'wnomenal  record  of  con- 
tjlal?  Increase.  Home  Delivery  spe- 
building  strong 
at.  Experience  in  both  Mom- 

and  Sunday.  On  100,000 
*W«S2k  SiVf.'  Eeslres  personal  faiter- 
Publisher.  No  obligations  at- 
Box  8917,  Bditor  A  PublWier. 


SITUATIONS  WANTED 


Circulation 


CIRCULATION  MANAGB®  with  one 
of  the  top  production  and  collection 
reesr^  in  the  country  may  be  inter¬ 
ested  in  the  right  proposition.  60,000- 
100,000  class.  Prefer  Chart  Areas  3-4 
or  6.  Write  Box  3938,  Editor  A  Pub¬ 
lisher. 

_ Classified  Advertising _ 

CLASSIFIED  MANAGER  Or  Assistant 
Competitive  Market 
Box  3960,  Editor  A  Publisher 


_ Correspondents 

HOLLYWOOD  coverage.  Films,  TV, 
records,  entertainers.  Ten  years  on 
scene.  Box  8716,  Editor  A  Publisher. 

_ Display  Advertising _ 

ADVERTISING  MANAGER  experi¬ 
enced  small  to  40,000  dailies,  this  ca¬ 
pacity.  Good  organizer,  top  producer, 
bard  warker,  job  must  have  future  for 
advancement  as  ability  is  proven. 
Available  immediately.  Write  Box  3724, 
Editor  A  Publisher. 

ABILITY  CAN  and 
WILL  BE  PROVEN  I 

Aggressive  and  promotional  minded. 
10  years  experience  as  display  manager 
and  salesman.  9  years  experience  in 
my  own  wholesale-retail  business.  De¬ 
sire  to  re-enter  advertising  field  ^ 
manager  of  department  on  daily  in 
25,000  to  160,000  class.  Married,  sober 
and  financially  independent.  For  i)er- 
sonal  interview  write  Box  4007,  Flditor 
A  Publisher. _ 

ADVERTISING  SALESMAN— Account 
executive  3  years  agency  experience — 

2  years  large  metropolitan  newspaper. 
Classified  and  Display.  Relocate.  Box 
4004,  Eklitor  A  Publisher, 

DISPLAY  ADVER'nSING  SALE.SMAN 
— desires  job  on  daily  over  26,000.  15 
years  experience  including  7  years  met¬ 
ropolitan  retail  staff  handling  depart¬ 
ment  stores,  fashions,  general  accounts. 
A-1  layouts,  copy.  Minimum  $7000. 

Box  4025,  Editor  A  Publisher. _ 

SALESMAN,  MANAGER — experienced 
sales,  layouts,  copy,  merchandising. 
Good  producer,  mature.  Prefer  Chart 
Areas  3.  4  or  5.  Box  4019,  Editor  A 

Publisher. _ 

SEASONED  director-manager:  retail, 
national.  Promotion  minded.  Excellent 
references.  Over  25,000  circulation. 
Available  near  future.  Write  M.  E. 
York,  608  W.  Tenth.  Corona.  Calif. 

_ Editorial _ 

FAST  COPYREADER,  81,  10  year* 
metropolitan  experience.  Wants  job  in  I 
university  town.  Box  3617,  Editor  A 
Publisher. 

FTiLL-TIME  Copyholder  seeks  position. 
Penn  Station-Rockefeller  Plaza  Area. 

4  years  varied  free-lance  experience. 
Walk  vrith  canes.  Dial  11-CO  2-1229. 
RECOGNIZED  writing  veteran,  SS! 
seeks  well-paying  permanency  in  resert- 
travel  writing  field  with  dally,  maga¬ 
zine.  agency.  Box  8828,  Editor  A  Pub¬ 
lisher. 

SOUL  ON  SALE — Prize  winning  poliee 
reporter  now  employed  as  business  edi¬ 
tor  on  major  daily  wants  to  return  to 
investigative  repo^ng.  Box  3812,  Edi¬ 
tor  A  Publisher. _ 

o6mING~TO  CALIFORNIA, 
versatile  Eastern  reporter,  features 
man  seeks  spot  on  daily  or  lively  week¬ 
ly.  Single.  30.  Seven  years  daily,  week¬ 
ly  experience.  College,  SDX.  Box  3902. 
^itor  A  Publisher. _ 

AWARD-WTNNTNG  newsman.  13  years 
in  business,  seeks  Managing  Editor 
slot  on  live  paper.  Now  assistant  City 
Editor  160,000  daily.  Box  8916,  Editor 
A  Publisher. _ 

EX-CITY  EDITOR.  32.  J-grad.  vet. 
photographer,  married,  baby,  wants  re¬ 
turn  to  metro.  Know  all  beats.  Jack 
Magee,  Apt.  M,  2900  N.  Coneord, 
Colorado  Springs,  Colorado.  ME  5-2680. 

♦♦EDITORS  &  REPORTERS^^ 

National  dearing  boose  for  competent 
personael  eoaat-to-coost  at  no  charge 
to  employer.  Phone.  Write  or  Wire 
HEADLINE  PERSONNEL  (Agency), 

6  E.  46  St.,  New  York.  OXford  7-6728 


I^I>IT0R  8c  publisher  for  September  20,  1958 


SITUATIONS  WANTED 


Editorial 


COVETED :  Career  on  a  daily  to  which 
resiionsibUity  is  a  correiative  of  right 
under  the  F'irst  Amendment. 

BY :  ^perienced  newsman,  B.A., 
vet,  29.  Discerning  reporter,  reviewer 
and  editorial  writer.  Box  3946,  Editor 
A  Publisher. 

NEWSWOMAN,  25,  J-Grad,  4  years' 
experience  governmental  reporting  on 
daily,  seeks  new  job.  Good  references. 
Consider  all  but  Far  West.  Box  3904, 

Editor  A  Publisher. _ 

OREGON  OR  WASHINGTON  is  target 
of  college  editor  seeking  second  pro¬ 
fessional  assignment  on  daily  or  ag¬ 
gressive  weekly.  Vet,  24,  BA,  Photo, 
Auto.  Salary  open.  Available  Decem- 
ber  1.  Box  3923,  Editor  A  Publisher. 
SPORTS  F3)ITOR,  experienced,  ambi¬ 
tious,  seeks  post  with  progressive  me¬ 
dium  daily.  Box  3930,  Editor  A  Pub¬ 
lisher. 

YOUNG  WOMAN.  23,  J  school  grad, 
now  on  metropolitan  daily,  wants  out 
of  society  department.  Prefers  general 
assignment,  features,  coilege  news  bu¬ 
reau,  house  organ.  Box  3944,  Editor 
A  Publisher. 

ALBHtT  NEWSMAN,  12  years  report¬ 
ing,  makeup  and  desk  experience,  needs 
job.  Marri^,  40,  family.  H.  Stennis, 
7247  Patricia,  Houston  12,  Texas. 
ALMOST  any  editorial  job  desired  by 
elderly  man  of  long  experience;  mod¬ 
erate  compensation.  Please  address:  Re- 
tired.  Box  4002,  Editor  A  Publisher. 
CLERK,  45,  seeks  chance  to  earn 
equity  in  small-town  i>aper.  Sidney 
Blum,  Box  4016,  Editor  A  Publisher. 

COMBINATION  editorial  cartoonist 
and  writer.  B.A.  in  fine  arts.  M.A. 
in  political  science.  Camera  and  dark¬ 
room  knowledge.  Exiierience  on  Wash¬ 
ington  political  magazine.  24  years  old. 
Prefer  Chart  Area  6  daily  or  weekly. 
Box  4040,  Editor  A  Publisher. 
EXPERIENCED  EDITOR,  thriving 
weekly  2  years,  seeks  house  organ, 
public  relations  position.  Cleveland 
area  preferred.  AB,  mature,  26,  single, 
draft  exempt.  Box  4026,  Flditor  A  Pub¬ 
lisher. 

EXPERIENCED  newsman  seeks  sports 
or  news  job.  College  grad.  Box  4022, 
Editor  A  Publisher. 

EXPERIENCED  WOMAN  seeks  publi¬ 
cation  spot  or  varied  writing  job.  De¬ 
grees  economies,  journalism.  Experi¬ 
ence  writing,  editing:  government, 
trade  association,  magazine,  public  re¬ 
lations.  Knowledge  Federal  Govern¬ 
ment.  New  York  City.  Box  4033,  Editor 
A  Publisher. _ 

FORMER  FEATURES  EDITOR  of 
award-winning  college  paper  seeks 
launching  in  professional  journalism  on 
daily  or  weekly  In  Chart  Area  2.  Wrote 
features,  news  and  weekly  column. 
Samples  on  request.  Proficient  at  make¬ 
up,  heads  and  copyediting.  English  ma¬ 
jor:  21;  female;  married.  Write  Box 
4017,  Fklitor  and  Publisher. _ 

FREELANCE  WRITER 
Reporter,  editor,  puMicist, 
reseueher.  Seeks  assignments. 

Box  4028,  Editor  A  Publisher 

MANAGING  EDITOR  large  daily  11 
years.  Wide  promotion  experience,  seeks 
administrative  position  (^art  Area  2. 
SDX.  OPC.  Box  4021,  Editor  A  Pub¬ 
lisher _ 

RFTORTER.  Newspaper,  radio-televis¬ 
ion  news,  some  publicity  experience.  33. 
Married.  Box  4027,  Flditor  A  Publisher. 

RBn>ORTFni-PHOTOGRAPHER.  experi- 
enced,  29.  single,  now  on  100,000  mid¬ 
west  daily.  Wants  job  with  future  in 
Chart  Area  12.  Available  after  Novem¬ 
ber  1.  Box  4005.  Editor  A  ^blisher. 

REPORTER  -  PHOTOGRAPHER.  Six 
years  experience.  PM  dailies  only.  Box 
4008,  Editor  A  Publisher. _ 

TALENT,  ENTHUSIASM  and  one 
year's  all-around  reporting  experience 
on  small  daily  offer^  by  young  wom¬ 
an  (22)  wanting  eam-and-leam  spot 
with  future  in  Western  city.  Box  4001, 
Editor  A  Publisher. 

10  YEARS  DAILY  SPORTS  experience 
as  writer,  editor.  College  grad,  mar¬ 
ried.  family.  Box  4029.  Editor  A  Pub¬ 
lisher, 


SITUATIONS  WANTED 


Editorial 


TOP  NOTCH  reporter  looking  for  way 
out  of  a  blind  alley.  Three  and  one 
half  years  experience;  sports  editoi 
one  year.  Features  a  specialty  and  takt 
general  assignments,  council,  court 
etc.  in  stride.  Employed  now  on  14,000 
daily.  Marri^,  34,  three  kids.  Chart 
Area  7,  Wisconsin  preferred.  Box  4014. 
E^tor  A  Publisher. 

WIRE-SERVICE  newsman  returning 
November  after  2-year  London  stint 
seeks  position  good  daily.  C.  E.  Frank- 
el  c/o  J.  M.  Zanutto,  Popular  Photog¬ 
raphy,  One  Park  Ave.,  N.  Y.  16. 

WOMAN  REPORTER  desires  job 
abroad.  Journalism  grad.  23,  interested 
in  science  writing,  2%  years  same  pa¬ 
per  doing  reporting,  features,  fash¬ 
ions.  Box  4013,  Editor  A  Publisher. 

YOUNG  WOMAN  J-Grad,  some  weekly 
experience  wants  reporting  job  on  daily 
over  10,000,  Now  York,  New  Jersey. 
Object:  experience  on  GOOD  paper. 
Highly  qualified,  excellent  references. 
Box  4018,  FIditor  A  Publisher. 

Newspaper  Representatives 

ATTENTION  RFyRFSKNTATrVES : 
Newspaper  space  salesman,  29.  Adver¬ 
tising  Degree,  seeks  position  with  New 
York  Representative.  Box  3813,  FIditor 
A  ^blisher. 

_ Photography 

Need  a  Photographer? 

The  National  Press  Photographers  As¬ 
soc.  Job  Placement  Bureau,  as  a  serv¬ 
ice  to  its  members  and  to  prospertivs 
employers  maintains  a  CONFTDFIN- 
TIAL  list  of  News  Photographers 
available.  StIll-TV,  Film-News  reel. 
Most  with  own  equipment.  No  Fees — > 
Write,  wire  or  telephone — 

Gerald  A.  Clarke 

4524  Towle  Avenue.  Hammond,  Indiana 
Telephone  WEstmors  1-2906 

Promotion— Public  Relations 

PHOTOGRAPHER,  28,  family  man; 
desires  permanent  employment  with 
Public  Relations  Department  of  repu¬ 
table  firm.  8  yean  experience;  PuMie 
Relations,  newspaper,  commercial.  Cine¬ 
matography,  Layout.  Box  8918,  Eklitor 
A  Publisher. 


PUBLIC  RELA'nONS  —  Young  (86) 
single  man.  9  years  work  in  eollegs 
publicity,  industrial  house  organ  editor, 
seeks  new  opportunity  in  public  rela¬ 
tions,  advertising,  diart  Areu  1  or  2. 
Box  8918,  Flditor  A  Publisher. 


CAPABLE 
MAN.  30 

With  Experience  On 

Daily  Newspaper 
Business  Magazine 
and 

Public  Relations  (for 
national  manufacturer) 

LOOKING  FOR  OPPORTUNITY 
IN  PUBLIC  RFSI^VnONS 

Excellent  References 
Currently  employed 

BOX  4039,  EDITOR  A  PITBLISHEHt 

MANAGING  EDITOR  large  dally  with 
wide  publicity  experience  seeks  public 
relations  or  ^itorial  position  In  Chart 
Area  2.  PRSA.  Box  4020,  FMitor  A 
Publisher. 

NEWSPAPFHl  PROMOnON 

Five  years  Midwest  metropolitan  daily 
experience,  editorial,  advertising,  cir¬ 
culation  promotion,  production,  W. 
BSJ  Ready  for  promotion  manager 
spot.  No  room  up  where  I  am.  Box 
4032,  Flditor  A  Publisher. 

WRITER,  46,  seven  years  In  public  re- 
lations  bureau  of  large  trade  associa¬ 
tion.  Chicago,  seeks  writing  or  editing 
post  in  metropolitan  Chicago.  Box  4003. 
Editor  A  Publi^er, 
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Shop  Talk  at  Thirty 


THE  FOURTH  ESTATE 


By  Trent 


By  Robert  U.  Brown 

So  much  time  and  effort  is 
spent  in  journalism  schools  and 
newspaper  offices  teaching  pros¬ 
pective  and  cub  reporters  how 
to  write  a  “lead”  on  a  story  that 
it  is  rather  startling  to  have 
some  one  attack  the  “newspaper 
lead”  and  say  they  are  more 
harmful  than  helpful  to  the 
reader. 

The  current  issue  of  IPI  Re¬ 
port  published  by  the  Interna¬ 
tional  Press  Institute  contains 
an  article  by  Urs  Schwarz, 
foreign  editor  of  Neue  Zurcher 
Zeitung,  Zurich,  in  which  he 
pleads  for  the  narrative  style  of 
writing  because  “leads”  may  be 
confusing  or  misleading.  Mr. 
Schwarz  is  chainnan  of  the  IPI 
board. 

In  the  same  issue  Carl  Adam 
Nycop,  executive  editor  of  Ex- 
pressen,  Stockholm,  defends  the 
pi-actice  and  says  “leads”  help 
make  a  new'spaper  interesting. 

Mr.  Schwarz  cites  the  first 
sentence  of  “Rumpelstiltskin”: 
“Once  upon  a  time  there  was  a 
miller;  he  was  a  poor  man,  but 
he  had  a  beautiful  daughter.” 
He  says  those  newspapers  af¬ 
flicted  with  the  “lead”  mania 
would  probably  rewrite  it  as 
follows:  “A  queen’s  success  in 
pronouncing  his  name  led  a 
dwarf  to  tear  himself  to  pieces, 
and  saved  a  child’s  life.” 

“The  logical  sequence  of 
events  having  been  destroyed  at 
the  outset,”  writes  Mr.  Schwarz, 
the  story  would  be  told  piece¬ 
meal  and  with  inevitable  repe¬ 
titions,  until  the  whole  of  it  had 
been  narrated.  The  tension  will 
have  gone  out  of  the  story,  and, 
soon  losing  interest,  the  reader 
will  probably  not  read  on  to  the 
end.” 

He  says  thei-e  is  nothing  much 
wrong  with  the  theory  of 
“leads” — to  inform  the  reader 
as  to  the  contents  of  the  article 
and  so  capture  his  attention — 
but  there  is  much  to  object  to 
in  practice. 

“Rules  are  worked  out  by 
schools  of  journalism  or  by  the 
pundits  of  journalism,  and  the 
cub  reporter  blindly  seeks  to 
put  them  into  practice.  Usually 
being  incapable  of  grasping  es¬ 
sentials  immediately,  he  tends 
to  pick  on  what  is  most  sensa¬ 
tional.  This  is  of  minor  import¬ 
ance  in,  say,  the  report  of  an 
accident,  since,  at  the  worst,  it 
can  only  make  it  more  difficult 
to  understand.  But  in  covering 
political  events,  especially  an 
important  statement  on  policy. 


such  a  technique  is  likely  to 
create  a  false  impression.  .  .  . 

“Be  it  the  result  of  a  referen¬ 
dum,  the  outcome  of  an  elec¬ 
tion,  or  the  number  of  casual¬ 
ties  in  a  disaster,  the  modern 
tendency  to  start  with  the  con¬ 
clusion  at  all  costs  instead  of 
with  a  sentence  defining  the 
event  as  to  time,  place  and 
circumstance  is  less  justified 
than  ever.  In  many  cases  the 
reader  will  already  have  been 
informed  of  the  event  by  his 
radio  or  television.  He  refers  to 
his  newspaper  for  more  com¬ 
plete  information  and  a  better 
understanding.  .  .  . 

“The  thoughtless  inversion  of 
a  story  confusing  the  reader, 
involving  repetition,  obscuring 
the  course  of  events  and  the 
relationship  between  cause  and 
effect,  is  now  out-of-date. 
Modem  newspapers  should  dare 
to  be  simple:  ‘Once  upon  a  time 
there  was  a  miller;  he  was  a 
poor  man,  but  he  had  a  beauti¬ 
ful  daughter,’  ”  concludes  Mr. 
Schwarz. 

*  *  * 

Mr.  Nycop  asserts  that  news¬ 
papers  ai-e  made  to  be  read  and. 
if  they’re  not  read,  they  mierht 
just  as  well  lie  down  and  die. 

If  a  newspaper  is  not  “live,” 
he  says,  readers  will  lose  inter¬ 
est.  One  of  the  ingredients  of 
making  a  “live”  paper  is  “an 
unconventional  approach  which 
surprises  the  reader  and  makes 
him  curious  every  day  he  picks 
up  his  copy,”  he  states. 

“Over  the  years  the  ‘lead’ 
has  acquired  the  status  of  a  key 
to  reader  interest.  .  .  .  Catchy 
devices  cannot  compete  with 
the  conventional,  mass-produced 
lead  when  it  comes  to  present¬ 
ing  the  basic  facts  of  a  story' 
quickly,  clearly  and  concisely.” 

Mr.  Nycop  writes  “there  is  a 
fundamental  advantage  to  be 
gained  by  keeping  news  articles 
as  austere  and  packed  with 
bare  facts  as  possible.  Such  a 
technique  makes  it  easier  to 
draw  the  line  between  the  news 
itself  and  the  editorial  comment 
on  the  news.  The  newspapers 
of  many  countries  frequently 
violate  this  rule.  A  city  room  is 
flooded  with  items  that  go  into 
explanations  and  comments, 
which  bedevil  the  job  of  keeping 
the  purely  editorial  material 
separated  from  the  straightfor¬ 
ward  transmission  of  news. 

“It  is  at  this  point  that  the 
lead  fulfills  its  special  purpose, 
that  is,  to  characterize  the 


"The  other  guys  got  the  usual  shot  of  him  teeing  off,  but  I  shot  fk 
ball  dropping  into  the  cup!" 


article  in  clear  and  concise  teims 
at  the  very  beginning.  The  main 
concern  here  is  news — regard¬ 
less  of  whether  or  not  the  con¬ 
tents  are  uncomfortable  or  un¬ 
pleasant — news  which  must  be 
published  quickly  and  as  is 
without  concealment  or  distor¬ 
tion  of  facts.  .  .  . 

“The  reader  is  entitled  to 
quick,  accurate  and  concise  in¬ 
formation  on  ‘What’  has 
happened.  Then  he  has  a  right 
to  know  ‘How’  it  happened, 
‘Where’  it  happened,  and  to 
‘Whom’  it  happened. 

“As  I  see  it,  these  are  rea¬ 
sonable  demands  by  the  reader 
which  cannot  be  skirted.  And 
we  newspapermen  do  the  reader 
our  biggest  favor  by  giving  him 
the  story  at  once  and  straight. 


It  seems  to  us  that  Mr. 
Schwarz  has  a  point  when  he 
says  that  “leads”  sometimes  are 


misleading  and  confusing.  Tha; 
is  undoubtedly  correct,  but  i! 
is  usually  the  lesult  of  faulty 
craftsmanship.  It  is  not  a  basic 
fault  of  the  practice  or  method 

When  he  cites  the  fact  tha’ 
often  a  reader  will  already  have 
been  infonned  of  the  event  by 
radio  or  television,  it  seems  to 
us  he  is  giving  an  excelleo; 
argument  for  the  continued  ex¬ 
istence  of  “leads”  rather  than  a 
reason  why  they  should  be  eliir. 
inated. 

It  is  well-known  that  people 
tum  to  their  newspapers  for 
confinnation  and  details  of 
something  they  have  heard 
fleetingly  over  the  air  waves.  A 
well-constructed  “lead”  confirms 
the  bare  essentials  for  the 
reader.  The  well-developed  story 
that  follows  gives  him  the  de¬ 
tails  if  he  wants  to  read  further. 
Interpretation  is  designed  to 
give  him  a  better  understandin?. 

We  give  Mr.  Nycop  the  “nod" 
in  this  argument. 


ALLEN  KANDER 

NEGOTIATORS  FOR  THE  PURCHASE  AND  SALE 
OF  DAILY  NEWSPAPERS 
EVALUATIONS  •  FINANCIAL  ADVISERS 


EDITOR  &  PUBLISHER  for  September  20. 
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. . .  and  it’s  going  to  hit  the  streets  first!  One  of  the 
reasons  is  that  this  paper,  like  so  many,  has  a  row 
of  Comet  Linotypes  ready  to  translate  copy  into 
columns  in  a  hurry. 

That  name  again -Comet  Linotype.  It’s  in  a 
class  by  itself.  It’s  the  world’s  fastest  straight  mat¬ 
ter  machine.  It’s  the  easiest  to  operate  and  main¬ 
tain,  too.  And  people  who  know  say  it  has  the  most 
responsive  touch  of  any  machine  going. 

If  you’d  like  to  know  more  about  how  the  Comet 
can  save  time -and  overtime- in  your  composing 
room,  write  Mergenthaler  Linotype  Company,  29 
Ryerson  Street.  Brooklyn  5,  New  York.  Or  your 
Linotype  Production  Engineer. 


f  ifii  III  U.S.A. 


The  San  Francisco  News 

San  Francisco's  Leading  Home  Newspaper 


More  than  a  quarter  of  a  million  votes 
(278,476  to  be  exact!)  were  cast  recently  h 
their  “Favorite  Teacher”  by  San  Francisco 
News  readers  and  their  children. 

Each  vote  was  a  ballot  clipped  from  and  deli' 
to  The  News. 

Here  is  a  true  measure  of  reader  response. 
No  inducement  was  offered  to  the  voters,  other 
than  the  .satisfaction  of  helping  to  honor 
their  teachers. 

It  is  also  fresh  proof  of  The  News’  acceptane< 
as  San  Francisco’s  HOME  newspaper— 
for  school  children  do  not  buy  their  newspaper^ 
on  street  corners,  but  clip  their  ballots  from  ! 
copies  of  The  News  delivered  to  their  homes. 

For  real  response  to  your  message,  place  y«f 
advertising  in  the  newspaper  San  Francisco 
responds  to  .  .  .  i 
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